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Triple Your Christmas Profits Automatically 
SELL THE COMPLETE APEX HOME LAUNDRY 
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PROMOTE THE “PACKAGE” —Show your customers how modern 
living dictates the need for the Apex Automatic Home Laundry. 
Nothing is more convincing than a demonstration of its many time 
and step-saving advantages! 


TRIPLE YOUR PROFITS!—Do all your selling on the initial contact. 
Drive home the idea of owning all three. You make one selling effort 
instead of three—and with 3-times the profit! 


MAKE YOUR STORE APEX HEADQUARTERS THIS CHRISTMAS — 
Let everyone know that you have the finest line of gift appliances in 
town. Promote all the hour-saving, work-saving features of the Apex 
Completely Automatic Home Laundry . . . the Apex DISH*A*MATIC 

. the new 1950 Apex Spiral Dasher Washers . . . and the Apex 
Upright and Cylinder Type Home Cleaners. You'll gain in greatly 
increased profits and prestige —this Christmas and all year ’round. 


Only Apex dealers can offer a line of cleaning, laundry 
and dishwashing appliances with every sales advantage 
—exclusive features, quality, beauty and price. 


it pays to concentrate on the line that gives you the 
greatest profit opportunity—Apex hour-saving appliances. 
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Custom, Deluxe and Standard—three beauti- 
fully styled models priced for today’s market 
—each has the exclusive Apex ‘Bouncing 
Basket” with the revolutionary cleansing 
principle. Custom and Deluxe have a 
5-year guarantee on the drive transmission! 
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AUTOMATIC DRYER 


Here’s “Push-Button Sunshine” that dries 
clothes soft and wrinkle-free. Just set the 
dial for degree of dryness desired and push 
the button! Vacuum drying principle 
permits safer operating temperatures. 
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The full-size ironer with the biggest plus 
feature of them all—it folds away into 
standard table-top cabinet. Exclusive Apex 
“Floating Roll” carries garment up to and 
under the shoe for effortless, smoother, 
safer ironing. 
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The Cover... 


The best plaee to demonstrate an 
ironer is in the home where the 
homemaker is on familiar ground, 
free from nervous tension and self- 
consciousness. And with an ex- 
pert, such as Miss Mary Pickett, 
Ironrite Ironer Co., to do the in- 
structing, learning the proper use 
of an ironing machine becomes a 
pleasure for homemaker and _in- 
structor alike. 


Kodachrome by Dave Rosenfeld 
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Now Two Great Shows 
Are Stirring Up Business 
For Westinghouse Retailers 


By any measurement you care to apply—audience reac- 
tion, critical reviews or retail sales slips—Westinghouse 
dealers may well be proud of the new television and 
radio shows that are plugging the products they sell. 

In “Studio One” you have a top dramatic show that is 
presented each week over 27 of the country’s leading 
television stations. Spotted through the show are lively 
commercials that provide visual demonstrations of 
Westinghouse appliances right in the prospect’s own home. 

Also, this year, and for the fifth consecutive year, Ted 
Malone, the talented Westinghouse storyteller, is spin- 
ning his yarns over 220 ABC stations. He’s on every day, 
Monday through Friday. 

As a Westinghouse retailer, you are offered all sorts of 
merchandising helps that enable you to tie these shows 


_ to your own store promotions. See your Westinghouse 


* aah time 


distributor for full details. And by all means keep your 
own eyes and ears on these two hard-selling shows. 


WHAT LEADING CRITICS SAY 
One of TV’s dramatic headliners. Expert performance, 
pro duction —Variety 


Most consistently expert teevee drama program is eae 
One.” —Walter Winchell 
“Studio One”’ is the most exciting television yet soon on the 
home screen. —N. Y. Times 
Ted Malone is the Ernie Pyle of Radio. 
—wNick Kenny, New York Mirror 

My favorite storyteller is Ted Malone. 

_ —Charles B. Driscoll, 

well-known syndicated columnist 
Ted Malone voted one of the 1948-49 All-American Radio 
Eleven. ANS Tis Weitiee 


WESTINGHOUSE ELECTRIC CORPORATION - _avinielte n Division : ; Mansfield, Ohio 
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Hello, There - This is Ted Malone 
your Westinghouse Story Teller... 
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A.0. Smith is first to give you | 
the Automatic Water Heater 
You can DEMONSTRATE ! | 


Every dealer has wanted it...every dealer has waited for it—*the 
automatic water heater you can DEMONSTRATE! 


wt _ 








~y. 


The Mallet Test, pictured here, is just one of the dramatic, con- 
vincing tests you can demonstrate for your customers. This and other 
tests—matched with the performance records of hundreds of thou- 
sands of installed units—is proof that the glass-surfaced steel tanks 
of Permaglas Automatic Water Heaters will not crack or chip under 
use conditions. They are fully guaranteed by A.O.Smith. 


This bxilt-in protection against destructive rust and corrosion 
demonstrate that “Permaglas” is the water heater that CANNOT rust 
+.» because g/ass cannot rust. 





DIAMOND-TOUGH GLASS surface of the bottom head of a 
Permaglas Automatic Water Heater tank withstands repeated 
blows from a wooden mallet without cracking or chipping! 
Blurred hand and mallet in this photo show force of impact. 


Alert Dealers 
Display This Emblem 














ONLY PERMAGLAS Automatic Water ‘“Permaglas” electric model—at no extra 


Heaters provide the lasting economy of 
Hot Water “Packaged-in-Glass.” Yet this 
is just one of many research-developed fea- 


cost— is one more. Other features, of equal 
sales advantage, are standard in models for 
all types of gas. 


tures that make “P, tlas’’ i - ° ; 
e “Permaglas” first in com Be first for automatic water heaters in 


your community with the complete SMITH- 
way Water Heater line! The coupon will 
High Temperature Limit Control in every bring you all the facts you want to know. 


pletely satisfactory hot-water service ...and 
first in sales appeal. 








K 6 PAT OF 


¥ 


A SMITHway WATER HEATER* 


*Also quality zinc-lined Duraclad Electric Water Heaters 
































4 
A. O. SMITH 
| A. 0. SMITH CORP. — _ -_ ~~ Corporation 
Dept. EM-1149 | Atlanta 3 Boston 16» Chicago 4 
Water Heater Division | Dallas 1 * Houston 2 © Los 
Kankakee, Illinois Firm — — ila a l Angeles 14 * Midland 5, Texas 
| . | New York 17 © Philadelphia 5 } 
Tell us how we can make | Pittsburgh 19 * San Diego 1 
. Street Seattle 1 « Tulsa 3 
more money by being — ~ = International Div.: Milwaukee 1 
first with “‘Permaglas.”’ ; la Caneda: 
No obligation . | ieee bd Sizes for all needs, including both upright- 
7  — State | round and table-top electric models. 
| 
4 
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THE NATIONAL APPLIANCE AND RADIO PICTURE 


Reports of Business from ELECTRICAL MERCHANDISING’s Regional Editors 





ARL Y¥ is 
EK October the 
words most 


often heard from 
the mouths of 
most manufactur- 
ers and a few 
dealers were 
“shortage” and 
“allocations.” 

General reports 
from all over the 
East were that business through 
September was good, but there was 
little doubt that the shortages, with 
the exception of TV, were created 
more by production cutbacks than 
by any great spurt in consumer de- 
mand. The paradox was best ex- 
pressed by one big Philadelphia 
dealer, who said: “Yes, a couple re- 
frigerator models are hard to get, 
but sales aren’t so hot.” 

Radio provided the outstanding 
example of a manufacturer-created 
shortage. Dealers in increasing num- 
bers were reporting growing radio 
sales and manufacturers, who had 
sharply limited production as TV 
cut into their market, were talking 
about allocations. As early as Sep- 
tember one Rhode Island distribu- 
tor declared that he was being 
forced to allocate table model ra- 
dios which were being ordered by 
retailers for Christmas trade. And a 
big Philadelphia distributor had 
only 76 radios in stock. 

Back to Normal. Refrigerator 
sales, which upset industry tradi- 
tion by waiting until June to climb, 
are apparently through with their 
revolt and have slid back to a level 
more in keeping with the season. 
Three dealers from the Buffalo, 
N. Y., area, for example, agree that 
sales have slowed down, one report- 
ing that September sales were off 
18 percent from the previous month. 
A Massachusetts dealer, although 
reporting that sales in general are 
very good, even better than in 1948, 
declares that September refrigera- 
tor volume was off 40 percent from 
the high summer peak. 

But while refrigerator sales were 
sliding, television was picking up 
momentum again to keep volume 
high. Widespread interest in base- 
ball and football were combining 
with the traditional fall radio sell- 
ing season and lowered TV prices 
to create shortages in several lines. 
Some dealers in highly competitive 
areas weren’t too sorry to see the 
shortages, because, as one Long 
Island, N. Y., retailer expressed it, 
“It means less discount selling and 
more product selling.” However, a 
merchant from Philadelphia said the 
shortage would hurt little dealers 
who couldn't compete with big out- 
fits in prying merchandise out of 
distributors’ warehouses. He pre- 
dicted that it wouldn’t last and that 
by December 10 the shortage would 
be over. 

Tie-In Trouble? The return of TV 
shortages raised the specter of the 
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forced tie-in practice so widespread 
immediately following the war. But 
not many dealers reported trouble 
with their suppliers on this score. 
One New York merchant said he 
had to order record players with 
TV or the video delivery would be 
longer in coming than peace with 
Russia. Another said some whole- 
salers were pressuring dealers into 
taking the less desirable TV models 
in order to get the hot ones. But 
these were the only reports of pres- 
sure. 

Quarter a Day. Coin meter use is 
spreading throughout the East, par- 
ticularly in upper New York State 
and industrial New England. One 
Connecticut dealer, giving them a 
tentative try, put out six refrigera- 
tors the first day. In Worcester, 
Mass., two dealers climbed on the 
bandwagon, were flooded with or- 
ders, but had to turn away many 
prospects who weren't good credit 
risks. A Buffalo, N. Y., merchant 
found that “the meter plan has been 
working successfully on both tele- 
vision and refrigeration here.” 

Other areas haven’t fallen so hard 
for the mechanical coin collectors. 
Washington, D. C., for example, 
has made little use of the gadget, 
but Washington follows its own 
pattern because of the high propor- 
tion of salaried government em- 
ployes in the ranks of consumers. 
One big dealer there finds that 
priced-right radio-phonograph com- 
binations move well while dealers 
in most other areas find their best 
sales in table model sets. His idea 
of priced-right: between $149.95 and 
$239.95 with the most popular 
bracket between $179.95 and $199.95. 

Return of the Native. Salesman- 
ship, which most people think was 
invented in America, seems to be 
coming back to its native heath. In- 
dividual promotions by retailers are 
reported in increasing numbers, One 
firm even found an inside salesman 
spending his mornings trudging the 
streets to spot refrigerator prospects 
by “Ice Wanted” cards in their win- 
dows. In less than a month he sold 
18 for his Connecticut Yankee boss. 

A Long Island dealer boosted 
dishwasher sales by offering a cus- 
tom built formica sink top in com- 
bination with the washer. Several 
retailers in this area were baiting 
trafic with an offer of a wringer 
washer for $69, which the prospect 
discovered in the store didn’t include 
pump, home service or delivery 
charges. But most merchants could 
sell prospects up to the $99 or $119 
units. A Nassau County (Long 
Island) dealer did well with an iron- 
er promotion. He offered the ap- 
pliance for $99 and sold a dozen in 
one week—all with an ordinary 
newspaper advertisement. 

Coming Up. Many dealers are 
looking forward to good Christmas 
business. Most have reported good 
business up to now. Some report a 
pickup in washer sales which may 
continue through the year. Manufac- 
turer-initiated promotions like the 
Lewyt Outside Selling Plan 
(LOSP), which promises to make it 
easy for retailers to realize extra 
cleaner sales through the use of 
part-time salesmen, and the Cros- 
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ley $2-million giveaway, which 
should build sizable store traffic if 
dealers go along, will help stimulate 
business. 


_THE MIDWEST 


y Tom F. Blackburn 





OP-FLIGHT F, . 
Chicago dis- & 


tributor R. Coo- 
per, Jr., explained 
recently to an in- 
terviewer his rea- 





soning why there 
wasn’t going to 
be any depression 
at this time. 

“The sharp cor- 
rection that took 
place in business,” he said, “mainly 
centered around the working off of 
excessive inventories all along the 
line. The public never stopped 
buying.” With business continuing 
as active as it is, inventories, he 
says, are going to be found inade- 
quate in many spots, particularly 
around Christmas. 

Why They’re Buying. The tre- 
mendous boost given to retail sales 
recently stemmed largely from the 
“No money down” or meter promo- 
tion. A factory man said recently 
that dealers had an inventory in 
late 1948. As the new year ar- 
rived there arose a conflict between 
1948 and 1949 merchandise, which 
had started coming in. There was 
no stimulation of business as no one 
knew what to do. This gave the 
people the idea that a price drop was 
coming. The trade was firmly con- 
vinced of it and a lot of the public. 
It turned out that the public held off 
until mid-season and finding no sales 
or liquidations, started buying. The 
easing up of terms did the rest. 
There will be no refrigerator in- 
ventory among dealers by the end 
of 1949, says this expert. There are 
plenty of higher priced refrigerators, 
but not enough of the low priced. 
As evidence, he cited his company 
was 364 percent ahead of 1948 on 
refrigeration sales for the first six 
months of the year. His estimate 
was there were 550,000 refrigerators 
in dealers’ inventories in May. 
These are all gone. With the veter- 
ans getting $2,800,000,000 free mon- 
ey next year in insurance rebates, 
there is bound to be another fillip 
to buying power. At any rate, he 
says, prices will hold firm and the 
public will be encouraged to act by 
this. 

Gripes Continue. Trouble is, 
most of the trade does not recog- 
nize what constitutes normal. <A 
salesman who pushes off daily from 
the Merchandise Mart in Chicago 
tells his troubles: “Last year I 
thought nothing of tucking into my 
pocket orders for 200 units at a 
crack. Now in the Middle West 
the trade is buying a dozen or six 
of an item. We are right back to 
where we were in 1939. At the sum- 
mer markets all the buyers were 
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looking for closeouts. When we call 
on them they frankly want low 
priced units. We are stripping down 
much of our stuff to put it within 
reach. It remains to be seen how 
fast it will move when offered in 
that category. Some manufacturers 
are dropping lines and are liquidat- 
ing their steel at low cost prices. 
One heater that normally sells for 
about $12.95 is being offered for 
$7.95 by one firm in a liquidation 
move. Until all that stuff is off the 
market the rest of the boys are glued 
in their tracks. 

“A lot of inventories are being 
shaded, largely to reduce them. 
Sharp buyers have been known to 
get $15 toasters at $12.95. It is a 
repetition of the 1921 situation—a 
slide down to a lower price level 
at which the buyer thinks the stuff 
will start moving again.” 

The open house at the Lappin 
Electric Co., Milwaukee, brought in 
1,400 dealers over Sunday. They 
pieced and picked over merchandise 
like overfed kids at a Sunday School 
picnic. It was a surprise to fellows 
new in the distributing game to 
have to work out propositions again 
and be content with fill-in orders. 

Corn Pops, Sales Hop. One of the 
surprises of television is the way 
it is stimulating electric corn pop- 
pers. It works like this. You get 
a bunch of folks in watching your 
TV set and you have to feed them 
as your guests. Popcorn is about 
as cheap an item as you can dish 
out. Then too, there has come on 
the market an oil for pouring over 
the corn before you pop it. No 
longer do you have to use expensive 
butter, Sales for one Merchandise 
Mart distributor have taken off like 
an airplane and sales of a few dozen 
in 1948 have risen to sales of thou- 
sands in 1949. It's the same way 
with waffle irons. The GI brides 
feed their guests waffles as the 
cheapest proposition in the market. 
Even the Kresge stores are running 
a pitch on a bun sized waffle which 
can be cooked like a weenie on a 
stick over a small electric grill. Hot 
foods, at a low cost, that’s the ticket. 

Perils of Peddling. There are a 
lot of young fellows just starting in 
on outside selling and they don’t 
know all the ropes yet. Experience 
of a lad in Milwaukee who peddles 
vacuum cleaners will acquaint them 
with a common prewar peril that is 
beginning to pop up again. It seems 
this boy made a call for a demon- 
stration on a prearranged appoint- 
ment. He was greeted by a woman 
who wore not much more than a 
housecoat. As the demonstration 
progressed, she grew more and 
more lo and behold. 

The salesman stuck to his knit- 
ting, however, and after a while a 
big, husky guy stepped from be- 
hind a curtain where he had been 
hiding, 

The idea behind these maneuvers 
was the old-fashioned badger game, 
something that has caused many a 
peddler to go scrambling out the 
back door, leaving behind his vac- 
uum cleaner or appliance as booty. 
Idea is to get the salesman’s mind 
off the ball and then grab the ap- 

(Continued on next page) 
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With the KitchenAid line, your mixer sales are only the beginning! 
KitchenAid offers real volume in extra attachment sales—profitable, 
near-automatic volume from new and old customers alike. Why settle for 
a single sale? KitchenAid attachments are nationally advertised along 
with KitchenAid mixers—we have piles of letters literally begging for ’em 
—and you can get every one of them from your distributor right now! 
Only KitchenAid offers a full line of mixers with the most-wanted 
Planetary Action—so many labor-saving attachments—plus the built-in 
power to operate them without complicated “power-boosters.” See your 
distributor today. You'll want information too, on 
this striking new KitchenAid Sales-Aid Display. 


Ask about this colorful, durable display-demon- 
strator—Size 274" high, 28” wide, 14%” deep 
—ideal for counter, table, bay or window dis- 
plays—Gives immediate visual conception 
of features of mixer and most-used 
attachments— INQUIRE 


A PRODUCT OF 


KitchenAid 


THE FINEST MADE 


KitchenAid Small Appliances Division * THE HOBART MFG. CO. © TROY, OHIO 
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pliance after alleging he has in- 
sulted the lady. Prewar house to 
house salesmen were always being 
cautioned against falling for free 
and easy situations, as there is 
nearly always a catch in them. This 
is the first time it is on record as 
having popped up since the war, 
but there will be plenty more of 
such happenings in days to come. 
Speaking of vacuum cleaners, one 
of the objections being encountered 
by salesmen is given by couples 
who live in a small space. They say 
they don’t feel justified in buying a 
full sized cleaner when they have 
such a tiny floor to go over. Tactics 
that have been closing these people 
is to offer them a hand model clean- 
er. Then fit it with an adapter 
which permits them to run it along 
the floor. This trick buildup is rather 
successful in the Middle West. 


THE SOUTH 


By Amasa B. Windham 





S far as the 
electrical ap- 
pliance business 
was concerned, 
the third quarter 
of 1949 went into 
the pages of his- 
tory with a finish 
as freakish as the 
late baseball pen- 
nant races. It did 
down south, any- 
way, since this three-month period 
showed a little bit of everything. In 
some sections last July, there was 
evidence of price cutting. Now, in 
the same areas, there are reports of 
shortages. 

A few dealers who last June 
talked about an “unnatural reces- 
sion” now speak of an “unnatural 
boom”. Credit regulations and their 
possible effect on yearly sales vol- 
ume was the big topic back in mid- 
year but today, you scarcely hear it 
mentioned, as if it had never existed. 
Some dealers who said last July that 
the selling graph would not go up 
again until September, were amazed 
to find their charts have shown a 
steady rise beginning one week after 
their predictions were uttered. 
Other dealers who were too opti- 
mistic have become gripers and 
grouches. 

How whacky can a season get? 

Changes Plentiful. Extracts from 
the mail bag are typical of the 1949 
hot weather quarter. One dealer 
in New Orleans who reported as 
late as July 1 that “competition is 
tough in home freezers—they are 
hard to sell”, turned out to be one 
of the top runners in the eight- 
weeks home freezer campaign con- 
ducted by New Orleans Public Serv- 
ice, during which more than 300 
freezers were sold by participating 
dealers. 

Back in August when this roving 
writer dropped into east Texas and 
Louisiana, everything seemed to be 
selling except ranges and water 
heaters. Now, along comes a re- 
port from Gulf States Utilities 
showing that as a result of their 
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90 day campaign just completed— 
in the same area, mind you—more 
than 2,500 ranges and water heaters 
were sold by participating dealers. 
The Louisiana Western Lumber 
Co., at Lake Charles, led the list 
with more sales than they have ever 
had in a similar period, while one 
salesman for a firm in Sulphur, La., 
(pop. 3,500) sold 42 units alone. 

Even radio got on the bandwagon 
by staging a seventh inning rally. 
The Atlanta dealer who told this 
writer tersely in August, “They 
ain’t selling,” changed his tune by 
declaring his radio sales were bet- 
ter in September than in any month 
of the last 18! All types moved 
well, he said, with the exception 
of console models. Birmingham, 
Richmond and Louisville all re- 
ported an increase in sales of both 
television and radio sets. The latter 
city, where television has been be- 
low par for several months, finally 
showed signs of recuperation with 
especially healthy increases in sales 
figures, according to Louisville Gas 
& Electric Co. records. Radio re- 
pair work took a sudden spurt, also. 
Many shops were so loaded they 
were passing customers on to others 
or turning them down entirely. 

State of Business. Based on pre- 
liminary sales figures gathered by 
utilities and dealer associations in 
seven southern states, September 
business could be termed excellent. 
In the seven state average the sale 
of both conventional and automatic 
washers almost doubled the July fig- 
ures, while ranges, dishwashers, gar- 
bage disposal units, home freezers, 
air conditioning units, clothes dry- 
ers and smaller housewares were 
better than in June, July or August. 
Only refrigerators, water heaters 
and ironers failed to show a pro- 
portional increase and even these 
items were steady. Partially re- 
flecting the good business in appli- 
ances down south were reports 
of the utilities themselves, which 
showed that output of electricity 
for the Southeast currently is run- 
ning 15 percent of the like period 
a year ago, compared with the rest 
of the nation, which is about three 
percent ahead. 

A heartening factor noted during 
September was the fact that small 
appliances and electric housewares 
were selling better than they have 
been in several months. Well timed 
advertising, back-to-school gifts and 
seasonal influences were credited by 
many dealers with the improvement 
in sales. Whatever was responsible, 
the upsurge was welcome. 

Many factors contributed to the 
generally favorable tone of business. 
In Miami, the Florida Power & 
Light Co. staged several meetings 
on basic air-conditioning which 
helped dealers and their salesmen 
to ring up profits in that field. In 
Atlanta, the Georgia Power Co. 
made it possible for its legion of 
employees to purchase appliances 
without making down payments. 
Birmingham staged another huge 
home furnishings fiesta which kept 
dealers busy making demonstra- 
tions. Charlotte, happy over its 
new television station, counted up 
increased sales in other appliances 
as well as video sets. New Orleans 

(Continued on page 12) 
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Arvin Values 
BIG CHRISTMAS 
PROFITS! 


Climax of 30 years of 
OUTSTANDING ARVIN VALUES! 


4 MODEL 341T $1295 


Instant gift appeal for the parent 
whose child requires a personal 
radio! Just right for gift-giving to 
travelers, hospital patients, and stu- 
dents, too! Shatterproof, kidproof 
cabinet in Sandalwood finish with 
Burgundy trim. AC/DC superhet. 
Exceptional performance. Under- 
writers’ listed. 


MODELS 356-357T $1695 > 


A stand-out for beauty and value! 
Smart Willow Green or Sandalwood 
color with gold finish fittings. AC 

DC superhet with 5 tubes including 
rectifier. Modern finger-tip tuning; 
built-in antenna. Far and away the 
finest value in its price class, a sure- 
profit-builder for your Christmas 


selling season. 
MODEL 160T $3495 p> 
Walnut Finish 


Compare with any other set in the 
6-tubes-including-rectifier class and 
watch this great Arvin capture all 
the honors! AC /DC superhet; 3-gang 
condenser; one stage of tuned radio 
frequency; separate tone control. 
Underwriters’ listed. Also in Ivory 
Finish, Model 161T, $36.95. 








A MODELS 358-359T $1995 


Supreme value champion in the 5- 
tube group (four tubes plus recti- 
fier). Beautifully styled in Willow 
Green or Sandalwood finish with 
gold fittings. Extra-capacity Alnico 
V speaker provides rich tone. Built- 
in antenna. Extra high gain circuit 
for exceptional selectivity and sensi- 
tivity. Underwriters’ listed. 


Radio and Television Division 


NOBLITT-SPARKS 
INDUSTRIES, INC. 


Columbus, Indiana 













<q Super-powered Portables 
MODELS 350-351P $3495" 


Arvin Portables are year-round gift 
favorites! Super-powered for super- 
reception anywhere. Compact, 
modern styling in Jade Green or 
Kingfisher Blue. Operates on bat- 
teries, AC or DC. Alnico V speaker. 
Underwriters’ listed. 


* less batteries 
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IT’S A NATIONWIDE SENSATION... 


Ever since the starting date—October 15—customers have been 
going to Crosley Dealers for details on the big Crosley Million-Dollar 
Contest Giveaway. The whole promotion is helping dealers to 

build active prospect lists and stimulate interest as never before. 


It’s the most spectacular merchandising event in appliance 
history! Crosley sparked off the idea with plans for a 
$1,000,000 giveaway. But Crosley Dealers all over the 
country were so enthusiastic that cash and 
merchandise prizes now amount to 


£2,000, OV” 
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1949 


Everywhere Folks Are Talking Crosley 

—now’s your opportunity to take immediate advantage 
of the Crosley name. Feature it in store promotions, 
mailing pieces, displays, advertising. 


And This Is Just A Starter! 

The Crosley Million-Dollar Giveaway is only a fore- 
runner of big things to come. There’ll be plenty more... 
exciting Crosley promotions . . . colorful display 
material . . . magnificent new Crosley products 
designed for brilliant performance. 


Consistent Advertising Keeps The Ball Rolling. 
There’ll be no letup in the growing demand for Crosley. 
Everywhere folks will see and hear about Crosley .. . 
in colorful magazine ads, newspaper ads, 

over the radio, on big, new TV programs. 


Right Now, during a period of only 2 months, Crosley 
is supporting you with an advertising campaign costing... 


1% MILLION DOLLARS! 


For Full Details on Crosley products, contact your 
nearest distributor. Or write: Crosley Division, 
Avco Manufacturing Corporation, 

1329 Arlington Street, Cincinnati 25, Ohio 


DIVISION 


BETTER PRODUCTS FOR va 
HAPPIER LIVING ALGQ) 


Shelvador® Refrigerators .. . Farm and Home Freezers 
... Electric Ranges .. . Electric Kitchens . . . Steel Cabinets ... Sinks... 
Electric Disposers . . . Electric Water Heaters ... Radios . . . Radio 
Phonographs . . . Television 

and of course, they’re electric! 
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SURE-70-SELL 
FEATURES 






“RAYTENNA” BUILT-IN AERIAL 


ULTRA SENSITIVITY FOR FRINGE AREA RECEPTION 


ONE-TOUCH CONTROL FOR PICTURE AND SOUND 


SYNCRO-MATIC STABILIZER 


\ 
aay, \ © PRE-FIXED SHARP FOCUS 
\ 
\ PLUS SUPER-CIRCLE SCREEN 
~ \ IT LOOKS LARGER! 
~<\ IT IS LARGER! 


176 square INCH PICTURE IN 16-INCH SETS 











THE CRITERION 


16-inch Criterion 


176 sq. in. picture $33975 
(115 volts AC)... Only 


Your Television prospects want the biggest picture for 
the money. And you can give it to them in Raytheon 20/20 
TeleVISION —along with a bulging list of extra-value 
features that add up to easier sales, faster profits, enthu- 
Siastic customers. One look will tell you, too, that 
Raytheon 2()/20 TeleVISION prices are customer-win- 
ning, that Raytheon features are sure-selling. 


OFFER MORE PICTURE FOR THE 


money IN RAYTHEON 


16-inch Challenger $99995 


176 sq. in. picture 











12'2-inch Suburban $9 4995 


110 sq. in. picture 








12-inch Console $9799 


110 sq. in. picture 








THE RAYTHEON NAME MEANS FINER TELEVISION 
ENJOYMENT FOR YOUR CUSTOMERS! 

Long a research leader and a supplier to the electronics world, 

Raytheon now lends its engineering skill to the production of 

TeleVISION sets which provide the finest 

in TV reception—at low prices that make 


news, stimulate television sales, and 
bring you new customers. /) T ViISI 0 N 


BELMONT RADIO CORPORATION Subsidiary of Raytheon Manufacturing Company 


5923 WEST DICKENS AVENUE, CHICAGO 39, ILLINOIS 


10-inch Ranger $] $9% 


74 sq. in. picture 
















(All 115 volts AC) 
(Prices slightly higher in West and South) 
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Handyhot 
FOOD MIXER 
148 


An all-purpose mixer 
may be used “portably” 
or on stand as illustrated. 
Dual beaters with revolv- 
ing bow! support give 
faster double-action 
mixing. 


rr rrer. 





Handyhot 
CORNPOPPER 


. . with or 
without cooking oils! Also 
heats soups, vegetables. 
Mokes candy. Can be used 
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Handyhot portable evectric WASHER WITH TIMER 


It’s a ““Merry Christmas”... whether you give or re- 
ceive this wonderful Handyhot Portable Electric 
Washer! Washes anything, anywhere with large washer 
performance. Fine for in-between washings. Fast, 
gentle, easy to use. It’s a personal washer which enables 
you to sterilize and wash baby’s clothes individually. 


we 








AUTOMATIC 
IRON 


The signal light indi- 
cates when correct 
temperature is reach- 
ed for each fabric. 
Comfortable molded 
handle has thumb 
rest... reduces iron- 
ing fatigue. 








Handyhot 
DE LUXE JUICIT 


(Appreved by Sunkist) 


| gs 
New deluxe model! 
Oscillating strainer ex- 
tracts all the juice! Easy 
to use, easy to clean. 
"On-off" switch. Hand- 
some white plastic 
base. (Model with sta- 
tionary strainer $12.95). 
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A totally NEW kitchen ap- 
pliance! Make your own ice 
cream whenever you want - a 
it. . . easily, electrically .. . — a 
using ice cubes from your 
refrigerator. Recipes in- 
cluded. (Standard models — 
4 qt.,$24.95—6 qt., $29.95). . 
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HANDYFREEZE took fot Nandyhot 
ELECTRIC ICE on the Yingham Sackage 


CREAM FREEZER 


Write for your free copy of "Home is a Pleasure!" 
Dept. SEP-11-9, Chicago Electric Manufacturing 
Company, Chicago 38, Illinois. 
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So you want 


to sell more 


ELECTRIC RANGES ? 


Then send for this new manual... 





It's easy-to-read and pac ked 
with illustrations that show the 
many exclusive advantages of 
modern electric cooking. Easy-to 
remember selling facts give you 
the right approach and follow 
through to convert range prospects 


into electric range buyers 


On new ranges 


PVstem Celamiitele(aaites telels 


_" 


EDWIN L. WIEGAND COMPANY 
7525 THOMAS BOULEVARD 
PITTSBURGH 8, PA. 


YES...Send me my copy of “The Switch is On” 
which tells me how to make more money sell- 
ing electric ranges. 


Company 


Street 


Supreme Electric Range Units 
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dealers, remembering the successful 
cafnpaign on electric blankets last 
year, got set for newer promotions 
on winter equipment. Out in Texas, 
both Houston and Dallas were 
catching up with San Antonio, 
where peak business has existed all 
summer. Dallas became the elev- 
enth southern city with television 
when broadcasts were begun there 
in mid-September. First figures on 
set sales indicate a brisk business 
underway. 

Smaller Cities Sell. Business in 
the smaller cities was not too bad. 
Montgomery, Shreveport, Raleigh, 
Mobile, Nashville and Jacksonville 
were bright spots in the selling pic- 
ture, while the lagging and below 
par areas seemed to be _ south 
Georgia, south Alabama, eastern 
Kentucky and scattered sections of 
Tennessee. In these areas, there 
were a few failures, sell-outs and 
closings but not on a scale to indi- 
cate a business recession. 

While appliance buying held up 
nicely, the fact that there were some 
clouds on the horizon cannot be 
denied. Even as this report goes 
into the typewriter, the steel dicta- 
tors are thumping their chests and 
making ready to strike. Old John 
L. Lewis was working his shaggy 
eyebrows up and down again and 
the coal miners loafed and loafed. 
Steel and coal strikes would, of 
course, hit appliance dealers as well 
as other merchants in Alabama, 
Tennessee, Virginia and West Vir- 
ginia pretty hard, since buyers in 
these states depend to a great ex- 
tent on steel and coal for their 
incomes. 

Predictions Refused, At the pres- 
ent business clip, observers flatly 
refuse to predict just how the last 
quarter of the year will turn out. 
There are still optimists who believe 
the final figures may surpass busi- 
ness in 1948—but there are others 
who believe as firmly that buying 
from now on out will follow a 
slower pattern, good but not sen- 
sational. 

You pays your money and you 
takes your choice—your guess is 
as good_as anybody’s. 


THE FAR WEST 


By Clotilde G. Taylor 





hings were 

really better 
during July and 
August in Idaho, 
Oregon and 
Washington than 
anyone exptected 
in May and June 
—and September 
got off to a good 
start, too. This, TAYLOR 
despite a drop in 
fruit crop prices, a slowed-down 
lumber industry and lower levels 
of retail trade generally. Naturally 
this opinion came from electrical 
dealers who were energetic and 
were selling vigorously. All agreed 
that store traffic buying wasn’t what 
it had been, but business seemed to 
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be available to those who went out 
after it. 

Portland, Ore., had a rash of “no- 
money-down” advertising, started 
when big Meier & Frank plastered 
the region with big ads offering “no 
money down on anything”. This 
brought similar offers from competi- 
tors—in fact the rash spread as far 
as to Spokane and Boise. If it wasn’t 
“no money down”, it was free range 
installation or plumbing, or sets of 
dishes or long trade-in offers, or a 
freezer full of food with each sale. 

Seattle Slower. Seattle dealers 
were less pleased with August busi- 
ness. There just hadn’t been as 
much, City Light reports only 447 
electric ranges added by dealers in 
August, 195 tank water heaters, far 
less than it sold by itself in any 
month prewar. But being so short 
of power, it isn’t even advertising. 
Puget Sound, uncertain of its fu- 
ture, takes little aggressive leader- 
ship. Dealers, who complained 
when the utilities did sell, are wish- 
ing they'd at least do some advertis- 
ing. 

Yakima dealers have done as well 
or better than last year, they say. 
3ut they are aggressively after busi- 
ness. Pacific Power & Light Co. 
isn't doing any advertising or pro- 
motion either, It’s power short, too. 
At Walla Walla, where the U. S. en- 
gineers have set up field headquar- 
ters for building McNary Dam and 
other Columbia River projects, deal- 
ers have done better business than 
last year. New population, new 
homes, new purchasing power 
poured into the community have 
offset co-op price drops and other 
negative factors. 

Farm Business Good. Baker, Ore., 
dealers who are out among farmers 
going after business say there is 
nothing to complain about, even if 
store traffic has slowed down. Here 
the power shortage isn’t as acute, 
for California-Pacific Utilities has a 
new tie with Idaho Power, which 
has been building new plants and 
has power to sell. Both these com- 
panies are advertising and giving 
dealer promotion assistance. 

A lamp bulb campaign is being 
conducted by dealers, wholesalers 
and utility in Idaho—an annual 
event. And plans are being made for 
another electric bed covering and 
an electric Christmas gift campaign, 
as well as a repetition of last win- 
ter’s successful infrared heat lamp 
sales campaign among farmers for 
brooding. Portland is still doing well 
with electric water heaters. Port- 
land General Electric reports 47 to 
48 percent water heater saturation, 
with July and August sales about 
900 each, Range saturation is now 
over 60 percent among that com- 
pany’s customers. 

From Los Angeles the report is 
of a business situation sounder than 
that which has existed for some 
time. Inventories are down to a 
reasonable level, dealers are active- 
ly pursuing business and the drop- 
ping out of some of the question- 
able merchandising chains has left 
the competitive field cleaner than 
for some time. 

Records For San Diego. San 
Diego reports that August was a 
record month for some appliances. 

(Continued on page 14) 
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This full-page ad will appear 

in four colors in the December 4 issues 

of This Week and Parade—weekly 

magazines distributed with 51 of the nation’s 
leading Sunday newspapers, with 30,000,000 
readers. Add to this the 27,000,000 readers 
of LIFE magazine who will see this as a 
black-and-white page in the December 5 
issue—and, brother, that’s a 

real selling combination! 
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Christmastime has always been the best season of the year 
for Hoover dealers. With ads like the one above running 
just before the buying begins, it's not hard to see why. 


What makes such ads so effective in helping sell Hoover Cleaners 


and Hoover Irons? Hoover's reputation! ‘'Give her a Hoover 


and you give her the best.’’ *'You'll be happier with a Hoover.” 


Only the leader can make these statements and make 
them ring true. And Hoover is the leader, preferred 
by more housewives than any other make. No wonder 
Hoover dealers make merry at Christmastime! 


THE HOOVER COMPANY, North Canton, Ohio; Hamilton, Ontario, Canada; Perivale, England 
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Here is perfection and simplicity in tuning 
—ONE turn of ONE 
channel of your choice. Steady and clear, 


with full rounded 


Sentinel Clear-a-matic tuning, the system 
that has been tried and proven in thousands 
of sets in use today. 


“‘Critical’’ areas won’t bother Sentinel users, 
either; Sentinel’s extra-powerful receivers 





knob tunes in the 


natural tone quality. 


get good performance even in difficult fringe 
areas. You’re headed for top profit with 


Sentinel! 


Designed, Priced for Volume 


The new Sentinels are ready to ship. They 
come in strikingly handsome cabinetry. 
And, as always, Sentinel’s pricing means 
uick, profitable turnover. Be first with the 
nest! Contact your Sentinel Distributor 


now! 


413 TVM 


Thoughtfully con- 
ceived, expertly de- 
signed, carefully en- 
gineered and mag- 
nificently produced. 
Sells on sight! Un- 
distorted 92 sq. in. 
picture area. 


2 
412 TVM 
More for your TV 
dollar! Full 62 


square inches of pic- 
ture. In a beautiful 
hand rubbed mahog- 
any cabinet. 

Fits most any- 
where. Performs 


beautifully. 





l 


And Sentinel’s new, profitable, full line radios! 


314--—Sound money-maker! 
Simplified slide-rule dial, 


' automatic 
ipa volume 
— 78 control 
—— makes 
—— tuning-in 
=S= / quick and 

a = easy. 
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316—3-way personal port- 


333-W—FM-AM ata price 
able. Light-weight. 4“‘Per- 


that sells! Built-in antenna. 


sonality oade 
Colors.” with sales 
Exciting appeal! 
intan,red, | Ideal for 
white or that extra 
green. radio, in 
any home. 








: 4 Actual Use! 
Sentinel 


CLEAR-A-MATIC 
TUNING 


And Bustlt-t 





Antenna! 














PROFIT ROAD WITH 


Sentinel 


' Radio ahd Television 


ILLINOIS 





EVANSTON, 


331-W—Priced for volume 
sales! Radio's grandest 
achieve- 
ment in 
design 
and engi- 


NOVEMBER, 


415 CVM 


The finest in televi- 
sion . . . gives clear- 
as-a-bell pictures of 
92 square inches. 
Beautiful mahog- 
any console, to grace 
any home or office. 
A pride and joy to 
look at and to hear. 


332-1—Super sensitive for 
long-range reception... Full 
range 
, tone 
y control. 
/ Beautiful 
walnut 
finish 
plastic. 
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Refrigerators, automatic washers 
and sewing machines established an 
all-time high selling record. Auto- 
matic ironers, clothes dryers, toast- 
ers and waffle iron sales were above 
those of 1948 and for several other 
items August was high month of the 
year, though still below last year. 
The Bureau of Radio & Electrical 
Appliances predicts that fall busi- 
ness in general this year will exceed 
the volume of the same period a year 
ago. Plans are well under way for 
the annual show. Appliance sup- 
plies may run _ short—particularly 
small appliances for the Christmas 
trade. 

The long warehouse strike is 
still in effect in San Francisco as 
of October 1. Although the supply 
of appliances is undiminished, 
wholesalers bypassing their San 
Francisco storage and delivering 
from other sources, they are begin- 
ning to wonder how much the ob- 
solescence of the articles tied up 
will cost them. New models have 
been brought out since the strike 
was in effect, cutting values of the 
older equipment when eventually 
released. 

“Back in Action” is the title of 
the cooperative promotion recently 
announced by the Central Arizona 
Light & Power Co. This includes 
some selling by the utility to sup- 
plement dealer efforts. Since the 
war the utility has been out of the 
merchandising field, but need for 
finding markets for increased 
sources of power has led to the 
adoption of a fresh promotional ac- 
tivity. 

Coast Television Up. Television 
sets in use in San Diego reached a 
total of 6,000 by Aug. 31 and selling 
was very active during September. 
The expected total of 10,000 by the 
end of the year will probably be 
reached long before that time. Low- 
er prices, with some degree of sta- 
bilization, plus the promise of ex- 
cellent fall programs have improved 
television sales all along the Coast. 

Salt Lake television, serving 73,- 
405 electrified homes in Salt Lake 
County, had 6,300 television sets in- 
stalled as of Sept. 1, as compared 
with 73,110 “radio families”. A few 
retailers are doing most of the busi- 
ness, while the largest number of 
firms carrying television make no 
very active selling effort. Basis for 
most of the sales is home demon- 
stration, plus good selling follow- 
up. Sales result in about 90 per- 
cent of the cases with such tactics. 
Distributors vary also in the effort 
they put into cooperative promotion. 
The ones who keep TV consistently 
before the public are the ones whose 
sets are being sold. This chain 
might be followed through to the 
manufacturers, some of whom give 
little factory help to local selling 
efforts. 

Demonstration Difficulty. Several 
Coast dealers have experienced 
trouble in arranging home demon- 
strations, owing to the fact that in- 
surance and bank financing policies 
do not permit sets to be taken from 
the dealer’s premises, even for dem- 
onstration purposes, without a 
signed contract of sale. It is hoped, 
however, that a satisfactory way 
around this impasse will be found. 
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that builds your business 
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that mean profits to you 
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~MERTLAN DG 


= J 


AUTOMATIC ELECTRIC 
HOT WATER HEATERS 


Mertiand can find out what you want. 




















. . give it to you FAST... 
because Mertland is an organization of water heater specialists, who make 
water heaters and only water heaters. A desirable change which might 
take three months in a more cumbersome organization can be put into 
effect in a few days at Mertland. Your Mertland line is always quality 
built, and always a step ahead. 

And your Mertland line has been, is, and will be, priced right. . . to the 


consumer... and to the people that handle it, so that everybody benefits. 


@ UL APPROVED. Conforms to NEMA standards and 


ries For construction features, the facts on the line that add up to better built 
specifications. 


Heavy gauge, galvanized steel tank, hot dipped. 
Made and galvanized in Mertland's ultra-modern 
tank and galvanizing plant. 

Snap action thermostat, fully automatic, adjustable, 
controls temperature accurately. 

Quick heating, efficient immersion type unit. 
Working pressure guar. 150 Ibs. (Tested 300 Ibs.) 
Deluxe models protected from corrosion by Mert- 


heaters, study the cut-away view of a Mertland Automatic Electric Water 
Heater shown on this page. Every model in the complete 10 to 100 gallon 
Mertland line of Automatic Electric Water Heaters is 


built as you, and your customers, want it. 


land magnesium anodic rod, 10 year guarantee. 
Thick, blanket type fiberglas insulation all around 
tank. 

Eight coats of white enamel baked on heavy steel 
jacket. 

Inlet baffle evenly distributes incoming water. 
Heavy gauge copper wiring. 

Internal trap prevents hot water circulation through 
house system except when drawn. Saves fuel. 
Wattages and voltages to your specifications. Can 
be furnished wired for limited demand without 
extra cost. 

® Black base, conceals mop marks, flush to floor. 

® There is a wholesaler near you who will be glad to 
give you the facts about Mertland Automatic Electric 
Water Heaters. Write for his name and address. 
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NOTHING LIKE THE NATIONAL 200" 
HAS EVER BEEN OFFERED AT THE PRICE! 







provides information 


that makes money, 


as well as 
protection 
that 


saves 


money! « 


The National ‘'200”’ is a modern cash register...with a built-in 
adding mechanism. All at a price that brings simplified record-keep- 
ing within the reach of practically every retail business. 

It prevents mistakes...speeds service...shows the price of each 
item in a purchase and the mechanically-added total of all. 

It mechanizes cash-and-charge control...prints a record of every 
transaction ...distributes the amounts automatically into separate 


columns for any desired classifications—such as, departments, sell- 


pays for 
itself 
and then 


pays 


you! 


ing employees, services, commodities, etc. Notations may be written 
opposite any entry. And...the ‘‘200”’ can be used for adding at any 
time without disturbing the accumulated cash total. 

See this modern accounting — 
tool for today’s business—the | 
National ‘‘200”— at your local | 
National Cash Register office, 


today. 


THE NATIONAL CASH REGISTER COMPANY, DAYTON 9, OHIO ' 
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Surveys show that 4 out of 5 housewives 
prefer aluminum to porcelain-enamel for 
cooking foods .. . so it’s natural that 

they want aluminum for keeping foods. 
That’s why the trend in refrigerators and 
freezers is toward all-aluminum interiors 

- -. Shelves, compartments, complete liners. 
Even the refrigerating coils are now 

practical in aluminum! 

® NORGE engineers have long known the premium 
advantages of aluminum ... its freedom from 
rust, lighter weight, lifetime durability, 

and the chip-proof white finish it can take. 

@ But only since Reynolds entered the field 
has aluminum production expanded to meet 
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such volume requirements as NORGE’s. Now 

NORGE engineers are designing to aluminum. 

@ And Reynolds is one of NORGE’s important 

suppliers, of both prime metal and finished 

parts. Result: better products to serve you! 

@ See the new Self-D-Frosting NORGE Refrigerator and the 
NORGE Home Freezer ...in any of the thousands of NORGE 
dealer showrooms. See Reynolds Aluminum in action! 


@ Memo to Manufacturers: Besides its greater sales 
appeal, aluminum means longer life for dies 

and tools, no chipping rejects, full scrap 

salvage, freight and labor savings. All factors 
considered, cost is competitive. Write or call 
Reynolds Metals Company, Louisville 1, Kentucky; 
Richmond 19, Virginia, and all principal cities. 




















FEATURE this spectacular UNIVERSAL 


WHLK-AROWNO DISPLAY 


in your Christmas Promotion Plans 









~e 


. » 
~ “ 
i 


1s a Complete ees 
Git} Applance Department - \ ¥ ( 
ia lself ‘ pen | 


@ Six Feet High—Only 32” in Diameter 
® Requires No Valuable Counter Space 
© 
® 











Beautifully Lithographed in 8 Colors 


Sturdily Built—Holds Full Gift Assortment of 
Universal Portable Electric Appliances 


You'll agree when you see it... this Universal Christmas Tree 
Display is the finest working merchandiser ever developed for 
volume gift sales of Portable Electric Appliances. 

A powerful magnet for gift shoppers, it frees valuable counter 
space ... holds a full gift assortment of Universal Portable Electric 
Appliances .... and yet requires only a 32-inch circle of floor space. 
A perfect 4-sided display island, it’s easy to sell from ... to work 
from all sides. 

A big Universal full-color, double-page ad in LIFE will direct 
gift shoppers to “Look for Christmas Tree Display” in your store. 
You also get Free a life-size Santa cutout, a 10-piece Kris Kringle 
window trim and a supply of 4-color, self-mailers—all aimed at 
pulling traffic to your store ... to look... compare value... buy. 





SEE YOUR UNIVERSAL DISTRIBUTOR for details of an amazing offer 
that brings you all this and extra profit besides. 


The Pk of Sanita Tack 


@ UNIVERSAL yor 











UNIVERSAL 


LANDERS, FRARY & CLARK - NEW BRITAIN, CONN. 


RESERVE YOUR UNIVERSAL CHRISTMAS TREE TODAY 
»»+ WIRE, PHONE, SEE YOUR UNIVERSAL DISTRIBUTOR! 
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WE'RE SELLING 
tat — KITCHENS 
HAND OVER FIST! 
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You can make more money selling American Kitchens ee ee 
than on any other type of major appliance! Because —— bes 4 
you earn a bigger mark-up—and your total average 
sales on complete kitchens is way higher! For example, 
every sale Toledo’s J. Charles Rockey and partner 
Donald P. Bondy (shown above) have made has been 
for over $1000.00! So kitchen sales are worth going 
after—with all the promotional effort you can muster! 

Appliance dealers everywhere are setting new profit 
records with American Kitchens— grossing as much as 





$50,000.00 yearly on American Kitchens alone—be- ‘ 
cause American Kitchens have more of the features ; 
women want most. Therefore, they’re easier to sell! — 








YOU can cash in on big American Kitchens profits, 
too! 19 out of every 20 home owners is a red-hot pros- 
pect, because only about 5% of all homes now have 
modern kitchens! Add the new houses that are going 
up and you can see that the sky is the limit on the big 
profits you can make on these finer, nationally adver- 
tised kitchens. 


): 













bd Let the exclusive American Kitchens Plan-A-Kit help 
‘2 you turn prospects into buyers! Takes only a few min- 
‘Yi utes to show prospects exactly how an American 
Kitchen will look in their home. Order one today 


fonts" ee from your distributor. 


”"— ——— 
oD .. 


Take a Tip from Big-Profit Dealers. A model American Kitchen 
like this eye-stopper display in Rockey and Bondy's Modern Kitchen 
Company store really pays dividends. Let customers see an actual 
model American Kitchen and more and more of them will buy! 
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AMERICAN CENTRAL DIVISION CONNERSVILLE, INDIANA 
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/ asked for an electric- / asked for a deep well / asked for a balanced heat 
clock-timed oven and that converts quickly and oven that keeps the heat 
appliance outlet very simple easily to another surface inside where it belongs and 
to operate. Now Crosley unit. Now Crosley has it! keeps my kitchen cool. 

has it! Now Crosley has it! 


If you wanted to design a range that would really sell, you’d profit 
by your past experience in selling. You’d ask your customers what 
they preferred in the ideal range. Well, that’s exactly what we did when 
designing the outstanding new Crosley line of eight superb models. 

We asked a lot of questions, and we received a lot of answers— 
sound, dependable answers that have made it possible for us to offer 
you the types of ranges your customers really want. 


“We want a range that will stand up for years and years,” was a 
frequent request. So here’s the sturdy Crosley with a one-piece, rust- 
proof, porcelain-enameled steel frame. 


“We want economy of operation at a purchase price we can afford.” 
There’s a money-saving Crosley range priced to please every customer. 


“We want a range that will make cooking simple as possible yet give 
the best-tasting results.” And what could fit this request better than 
Crosley, the electric range with beauty and brains. 


If you want to be sure to please all your customers, feature the Crosley 
line—8 beautiful ranges to fit every purse and purpose. 


FOR PRICES AND OTHER VALUABLE INFORMATION. contact your nearest dis- 
tributor. Or drop us a line: 


CROSLEY DIVISION, AVCO MANUFACTURING CORPORATION 
1329 ARLINGTON STREET, CINCINNATI 25, OHIO 
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SIGNAL LIGHTS—For surface units 


SIGNAL LIGHTS—For both broiling and baking. = 














DEEP WELL—Double-duty unit converts to surface unit. Pa 




















HIGH SPEED—7-heat Crosley Rod surface units. 

















DIVIDED-TOP—For beauty and convenience. 











STORAGE SHELF—For broiler pan. 











TOWEL-BAR DOOR HAND 











HUGE OVEN —Holds the largest turkey 











| AUTOMATIC OVEN LIGHT © 











STORAGE DRAWERS — Spacious with lifetime 
lubricated rollers. 











HEAVY-DUTY HINGES—On oven door. 











SELF-SEALING OVEN DOOR 











wo vl 





STEEL FRAME—One-piece, rustproof 
porcelain enamelled. 














END PANELS—OFf the floor—chipping prevented. 
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TOUR CUSTOMERS WANT 


Me Llctliic Ringe with, ¢5cailly and Fyraing 








| 1 AUTOMATIC ELECTRIC CLOCK-TIMER INTERVAL TIMER—For timing surface cooking. 
FLOODLIGHT— PUSHBUTTON— — Makes oven and appli- 


Fluorescent top-lamp. Pre-heat control. ance outlet automatic. rg 


SPILL-PROOF FLANGE—Under chrome border 


of surface-units. 




















TWO APPLIANCE OUTLETS 
—One automatic. 



















































A OVEN VENT—Out of sight. 














WATERFALL TOP—One-piece, acid-resisting, 
e porcelain enamel. 














TOR PANS—Easily cleaned. 











a : DRIP PANS—Under every surface unit. 














INSULATION—Glass fibre for lifetime 
efficiency. 


: Li /, Py ‘ 














BROILER/ROASTER—Specially designed pan 
and rack. 

















NON-TILT RACKS | 








ADJUSTABLE RACKS—Ten oven rack positions. 











DESIGN—Flush to wall. 











PORCELAIN OVEN LINER—Easy to clean. 














UNIFORM OVEN HEAT—With scientific heat baffle. 




















WIDE — Full forty inches. 


TOE-SPACE—Recessed. 

















eTHE CROSLEY DE 129 HAS ALL THESE FEATURES 


There are other Crosley models with many of these great features or combinations of them varied to fit any budget! 
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SALES GUARANTEE 
OR DEALERS 


Place a SUPERFLAME FI = 
on your sales floor al oer Fumes Ee 


burning floor f ongside any other oil 
. Urnace, If 
doesn't outsell the oth the SUPERFLAME 


V 


“Twin ” 
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COMM FEUER 
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VIN “FUEL SAVER” 
FLOOR FURNACE 


SETS NEW SALES RECORDS... 
-. siz hs f 
EVER . WHERE. 


Here it is! The new 60,000 B. T. U. floor furnace that sells 
faster . . . easier! Makes more money for dealers everywhere 
it’s shown! 

Sells faster and easier because it has more selling features, 
greater customer appeal, unmatched performance, and a com- 
plete advertising and sales promotion program! 

It’s quicker to install, easier to service. Requires no base- 
ment, yet service man does not need to crawl under house to 
disconnect fuel line or flue. Safety approved by Underwriters’ 
Laboratories. 

Why waste time on slow movers? Sell Superflame, the only 


a furnace with a positive sales guarantee! watg blimey —— veieranen 
your distributor immediately or send coupon below for 
ae your & X-RAY VIEW SHOWS EXCLUSIVE SALES FEATURES 


THE ONLY FLOOR FURNACE with exclusive SUPERFLAME Over-Size 
] “‘Fuel-Saver’’. Increases radiating surface 100%, decreases chimney loss 
40% and saves up to 4 on fuel costs . . . sometimes more! 
































| THE ONLY FLOOR FURNACE with two “Super-Radiating” heat chambers 

i To: QUEEN STOVE WORKS, INC., Dept. E11 | 2? and two burners—like ‘“‘two furnaces in one”. Use one when it’s mild, 

J Albert Lea, Minnesota ! =" two when it’s cold. More radiating surface means better regulation of 

' Rush at once full details about the SUPER- i heat, warmer floors and more comfort throughout entire house. 

i FLAME “Twin” Floor Furnace and its sales i THE ONLY FLOOR FURNACE equipped with “‘Triple-Combustion” low- 

1 and merchandising program. 1 3 draft burners that give maximum efficiency and a cleaner flame on low, 
We are a dealer [] a distributor [7] i medium and high fire. Each burner requires only .04 draft as compared 

¥ ' with .06 or .08 by other furnaces. 

i Firm Name SS 

: Address a es 

‘ City. State a 

i By (name) ——— J 
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desig™ and AERIAL suit" and completely ed in stunning Mahogany veneer 
- cabinet. New Phileo super-sensitive television cireuit give* you sharper: clearer $ 
pictures than ever oF uge 97 84: in. "price is over $175 less than last nant : 
+5 90 90. im picture. It's the biggest VaUC news in the industry: were any kind n on 
noinstallation cost.-- jus inan 
Even if you artment where © 
outdoor gerials are panned, forget 
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IT’S 
NEWS IN BIG PROFIT 


Yes, appliance 
Philco de e dealers everywh 
Aerial rates of the Electronic claim the —_leadin 
opportunity in — greatest seal Built-In aaa the way to the most 
dividend of Phil evision history. oe ee season of all sini fall and 
opening the ri poonensing dogg dealer vl sg for sal ! By far the 
gates of TV p eee ... deal sd pre for 1950 brings Bie ee and 
... ise of 19 bce ni fulfillment a — 
erchandising leade prom- 
rship ! 


Concentrate on Philco 
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\ “KEML Appliances are fun Cy 
/ fo give...a thrill to get! : 





Says Lovely Cauditte, Colbo t : a 
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KM Quod Waffle 
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KM Pop-Up Toaster 


KM Heating Pag 
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Get an early start on big | 
Christmas sales— with this 
attractive, colorful rotogravure 
mailing folder packed with 

Christmas gift suggestions! Mail it 
to your customers now... six 
famous Hollywood stars 
recommending gifts available in 
your store will boost your 
November sales as well as ) 
last-minute Christmas buying! 
Imprinted with your name! | 








Feature the M~ gift suggestions 
recommended by Claudette Colbert 

in this big, FULL-PAGE COLOR AD 

in the Saturday Evening Post 

of December 10—an added 

sales boost for your store 

in the biggest Christmas 

buying season! 








: KM Liquidizer 
M. Double Table Range 
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(( EME Appliances are the 
Stors of MY Home 








} KM. Appliances are the ) 
f Stars of MY Home ( 
f 








Tie your store in—with 
these hard-selling ads in 
LADIES’ HOME JOURNAL, 
BETTER HOMES & GARDENS 
and GOOD HOUSEKEEPING 
that reach millions! 
Feature the star-studded 
-um_line—for 
bigger-than-ever Christmas 
sales and profits! 














ou 
KM Monarch 
























nape IS. 
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For Mailing Pieces, Counter Cards, and Newspaper Mats, 
See your Distributor OF Write KM. 
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Monarch 


st. LOUIS 16, MO. 
red in Canada. 
Exclusive Distributors in Canada 


~EM— appliances also manufactu 
Crown Electrical, Brantford, Ontario 


World-Wide Distributors 
Philco International Corp., 50 Broadway, New York 





tEBE- Corn Popper f e- | » Ga \ 
| 5) : SS 
B ‘ ;* r 2 — 
- KM : KM. Speed tron 
= Jf 
KM Heir Dryer 


KM- ‘Two -Ten” 
Coffee Maker 


‘ 
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KM. Therm -A- Moti tr ? K eem-K-Uri ir 
atic Electric Blanke M. St R-Dri tron 
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High quality at low prices builds volume! New Bendix Economat $179.95 Ri te DIX 


New Bendix DeLuxe $199.95 * New Bendix Gyramatic $249.95 automatic 


New Bendix Gyramatic with soap injector $269.95 Wa sher 
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~ Edwards, Syracuse launches 


with novel “Scatter Pin’ Promotion! 


One day promotion produces 1,320 
hot prospects for Lewyt Specialists, plus 
45 quick off-the-floor Lewyt sales! 


Edwards’ promotion is one more proof that Lewyt has a success- 
ful formula that any dealer can use to multiply his vacuum 
cleaner volume. The ‘‘Scatter Pin’’ deal is only one of the Lewyt 
proven devices that not only produces off-the-floor sales, but 
supplies the outside men with lots of good leads for follow-up 
sales in the home. 





There’s a formula to it—one that can produce sales for any 
dealer who really wants to build volume sales with Lewyt. 


The 4 Ingredients of Volume Sales 


1. Attracting Store Traffic to vacuum cleaners (Lewyt's 
“Junior Demo” tied to the Promotion event.) 


2. Off-the-floor sales (Lewyt's self contained Market Place 
that speeds the sale.) 

3. Outside-selling to follow up prospects. (Lewyt shows 
dealers how to get the men—Lewyt Specialists; how to 
train them; how to supervise them.) 


Continuous supply of good leads (by Lewyt Promotions 
and use-the-user program.) 





> 


Lewyt has the only really complete merchandising program for 
the Dealer that sells vacuum cleaners in volume. 


Lewyt’s Complete Plan Book on Outside Selling 


When you sign with your Lewyt Distributor as a 
participant in the ‘“‘Double-your-Sales Program"’, 
you get the Lewyt Outside Selling Plan Book. It 
tells you how to organize the program, how to get 
the men, how to train them, covers compensation 
(commissions), handling the trade-in problem, get- 


S ALL DAY LONG! i ting leads for the men. In fact, it helps you put an 
This 1200-line newspaper active program to work right in your own store. 
ad brought Syracuse women j Here, at last, is an OUTSIDE SELLING PLAN that 
flocking to Edwards for will work—that will bring LEWYT DEALERS THE 
Lewyt demonstrations and EXTRA VOLUME and PLUS PROFITS they 


can only get by selling in the HOME, by 
APPOINTMENT, from LEADS! 

DOUBLE YOUR VOLUME with LEWYT’S OUTSIDE 
SELLING PLAN! Get in touch with your Lewyt 
Distributor for complete details. 


EDWARDS > oe LEWYT CORP., Vacuum Cleaner Div. 
DEVOTED 3 WINDOWS : Dept. 11, 76 Broadway, Brooklyn 11, N. Y. 


TO THE LEWYT ba 
“SCATTER PIN” rey * <a 


- 
».4 


ms 1 


- free “Scatter Pins’. 












~ You can 


‘DO IT with 
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CONTINUOUS LEWYT DEMOS! Edwards had 3 Lewyt 
Market Places continuously in operation! Exposing 
Lewyt’s revolutionary features to record-breaking store 
traffic is key to Lewyt’s sales successes off-the-floor—as 
well as getting qualified leads for home follow-up! 
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RCA VICTOR 9JY brings music lovers 
the glorious tone of the amazing new 
45 rpm System through their present 
set. It’s a compact plug-in unit that 
tucks into a console storage compart- 
ment. And, it’s a sure-fire sales catcher 
at $12.95! 
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‘Bes IS IT! The Christmas gift for any age. Value that 
draws customers to your store like a magnet! 

Give prominent display to the new RCA Victor 9JY at its 
new low price. Remember, hard-working national newspaper, 
magazine and radio promotion is setting the stage for your 
9JY Christmas sales! It’s within everyone’s reach. RCA 
Victor’s firm conviction that “45” is the system of the future 
is being borne out from coast to coast in big sales everywhere! 

Plan now to feature the 9JY. Remember that each 
Christmas-time sale of a “45” means another ripe prospect 
for $10 to $15 worth of “45” records right then. And many of 
these customers can be sold the more expensive “45” instru- 
ments plus other gift merchandise you're featuring! 


Here’s why RCA VICTOR “45” 


is the “system of the future”! 





LOWEST PRICE 
IN HISTORY FOR 
AN AUTOMATIC 
RECORD CHANGER: 










COMPACT AND LIGHT! 
—Changer unit occupies 
less than half the space 
of other types. Table 
models are easily carried 
from room to room. 


LOW COST, DISTORTION-FREE 
RECORDS!— New 45 rpm records are 
low priced—have that “‘under a 
buck” selling appeal. And they wear 
up to 10 times longer—center holes 
don’t wear out, edges don’t chip, 
playing surfaces are protected. 





CONVENIENT 
7-INCH SIZE! 


More than 150 single records or 
18 symphonies fit in one foot of 
bookshelf space. And they're non- 


WORLD’S FASTEST RECORD CHANGER!— 


breakable vinyl plastic, with a 

‘ lrigger-action speed customers rave about! surface-saving shoulder that means 

at A4 \ : Plays up to ten records with speedy, silent, much longer life a ei greater value. 
P ) 


—— hardly noticeable changes. And the mech- 
ast anism is foolproof . . . trouble-free! 


SILENT, RECORD-SAVING PICKUP!— 
New “Silent Sapphire” pickup eliminates 
needle chatter and surface noise. Cus- 


7 tomers are assured of better sound ... o y Ys y 
, longer record life. } } 4 ~ IN 
ONLY RCA VICTOR 
HAS THE 

“GOLDEN THROAT” 


“HIS MASTER'S VOICE” 


DIVISION OF RADIO CORPORATION OF AMERICA 


ONLY RCA VICTOR MAKES THE VICTROLA “Victrola” —T. M. Reg. U. S. Pat. Off, 
RCA VICTOR — World Leader in Radio... First in Recorded Music... First in Television 
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Get your share of Christmas shopping business! You've got the most 
appealing family gift package in the whole appliance field, in the Hamilton 
Automatic Clothes Dryer. Use this simple, sensible Hamilton Christmas 
Pro.1otion to attract the men-folks who have that “gift-for-the-household” 


idea in their minds. It’s bound to stir up business—give your show windows 
holiday atmosphere—promote store traffic! Read, below, the simple, 


easily-applied factory helps available, and get set NOW for this good, 
sound, profitable Christmas promotion ! 


HAMILTON MANUFACTURING COMPANY 
TWO RIVERS, WISCONSIN 


The Original Automatic 


CLOTHES DRYER 


(GAS AND ELECTRIC MODELS) 


This cele thal — coe CARES AND W ASHDAY WEATHER 
M FROM CLOT 
assured of FREEDO 


cw 
i ‘ tore named below, 2 9 
b son of the fact that there awaits her, at the sto 
WORRIES, by reas: 


Hamilton. AUTOMATIC FLUFF-DRY CLOTHES DRYER 


with the exclusive new Hamilton SUN-E-DAY ultra-violet ray lamp. 


i i gently safely e 
i i hours @¢ automatically + : 

ILL: luff-di i clothes indoors @ minutes, = ; , 

sweet ond fresh smell ng with SUN. E-DAY ultra-viole' t rays and ozone. t will guard cetes from dust ; ad ante °® ow 

borne bacteria * theft © and dama or soilin ind * . lines 7 

romping children, playful pets « birds and 


aaerey Epeistinas 


from clothes-drying work and worry 





Good Housekeeping @ The Saturday Evening Post 


NATIONALLY ADVERTISED ==: 55555" 


PENANG 


__ is hereafter 





















SIVA 


> 





tk 


In Canada the 
+ Hamilton Dry- 

¢ 4” 8 er is known as 
~ <9 the Coffield- 
a Hamilton Au- 
tomatic Clothes 
Dryer, and dis- 
tributed by Cof- 
field Washer 
Co., Hamilton, 
Ontario. 
































SPECIAL CHRISTMAS PROMOTION HELPS 


1, Big, ornamental Gift Certificate in Color, 
pictured above, furnished by factory. 


2, Colorful 24-inch Christmas wreath poster 


shown above, reproducing the Gift Certifi- 
cate, for window or wall display. 


3. Special ‘‘Human Interest” Christmas News- 


paper Advertisement for insertion in local 
Newspapers. 


4, Radio spot announcements for use over local 





ee 
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make Xmas traffic 
‘OP and SHOP! 


Here’s a line of G-E products that’s sure to stop and 
sell a bigger volume of Christmas traffic for you. 
Motors for home craftsmen, battery chargers for 
motorists, floodlights for home owners, and many 
other sales-wise items. 

As indicated in many public-opinion surveys, 
these practical G-E products are sure to please. For 
example, a recent survey shows that when it comes 
to buying motors, 63 per cent of the people pre- 












































i, fer G.E. 
es GET READY TO INCREASE Christmas de- 
i) i ny y " mand for these blue-chip products. Order now from 
“ 4 l your G-E distributor these big, new special Christ- 
a _ ALG ' mas sales aids: the eye-catching 4x2-foot, 3-color 
- Me | streamer for store interior or window backdrop, and 
1 (Pat Ss ail the 4x5-inch gift card shown below. Bolster this pro- 
\ Med) motion with a complete array of merchandising 
} oft 4 pieces on the individual products. Order from your 
M529 Ayo a Shop-Farm-Home Catalog. Your G-E distributor 
ie = “ie will supply you, or write to Section 674-14A, Appa- 
. Hh ret ra rs aS ratus Dept., General Electric Company, Schenec- 
HiT La , eae tady 5, N. Y. 
| ./ heme ys eS 
| Ax \ og ph a tigae Pe Xmas banner for store interior 
Pos Uae ty Y 2 co" We or window backdrop—GEL-1035 
ae “5 See oe a . 
. ee a : 
’ Py. ee pi 
| >) Mere is the fast selling line of 
, — ar oe} OE Farm-Home 
Ui Reet as 
, rg Sy Pp ees Waterers 
Gere a fers” YS Chargers 
Time ee Bus ? Maafing Co Cable 
9 Welde Te G}d iy nesta 
; re Se SG } Floodlight a he 
big JH hep Liquid Heater ests 
Tad Air Heaters‘ 
‘ ag | Soil Sterilizers Nase Relays 
f Soldering Irons Genet -purpose Transformers 
i Stock-tank De-icers Electric Calf De-horners 









Gift certificate 
for purchases or 
cash deposits—GEZ-194 
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ALL 

THIS 

PLUS 

ALL 

THE 
PROFIT 
FOR 
STARRETT 
SELECTED 


FRANCHISE 


DEALERS 


STARRETT TE 
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now on... 


OVER 21 MILLION ADS between now and 
Christmas alone! Saturday Evening Post! 
Fortune! New Yorker! Time! Field & Stream! 
Town & Country! Wall Street Journal! 


Journal of Commerce! Gourmet! New York * 


Times Magazine! Newsweek Magazine! 
American Weekly! 


STARRETT’S PROMOTIONS ARE ALL 


OUT TO BRING STARRETT DEALERS A we 


BIG PERCENTAGE OF THE 80,000,000 
AMERICANS WHO ARE HUNGRY FOR 
TELEVISION! 


plus DISCOUNTS UP TO 40% 


plus AMERICA’S MOST COMPLETE LINE, 
$249.95 to $1295 


plus PRICE PROTECTION ON BOTH LIST 
AND COST! 


plus BIG TUBES ONLY ... 12'/2” to 20” 
. .» MOST SALEABLE! 


plus TOP QUALITY, SUPER SENSITIVE 
CHASSIS—For extra fringe area sales! 








THUNDERBOLT PROMOTION NOV. 13 
IN THE AMERICAN WEEKLY makes TV 
selling history! Full Page! Full Color! 


STARRETT CONSUMER WARRANTY! 
MOST ORIGINAL, MOST POWERFUL 
SELLING AID IN TV! 


STARRETT MAT SERVICES, MAILERS, 
POSTERS, SIGNS, DEALER AIDS ARE THE 
HARDEST-HITTING SELLERS IN THE 


INDUSTRY! 





plus THE BIGGEST AD COOPERATION 
DEAL IN TV! 


plus EXCLUSIVE OPTICLEAR! EXCLUSIVE 
FILM-FREED TUBES! 


plus AMERICA’S MOST BEAUTIFUL 
DECORATOR CABINETS! 



























pticlear TELEVISION 


Some Exclusive Areas Still Open ...Phone, Wire or Write: 


LEVISION CORP. 601 W. 26th ST., NEW YORK 1, N. Y. 


*pats. pending tfed. tax additional 





tprices slightly higher in West 
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HOW'S YOUR AWIQ ? 


@ Can you describe the 4 basic washing principles used in A W’s 
today ? 


®@ Do you know why some A W’s have to be bolted down? 


@ Can you name the one A W having 100% mechanical control ? 


*Automatic Washer Intelligence Quotient 









ETHODS... 


<n metiacin, has 2 erveed cleaner 
fomcenan 10 the sabe remorsines 














e. Every appliance dealer and 
retail salesman, regardless of the 
brand of merchandise he sells, 
owes it to himself to read this 
enlightening and factual booklet 
from cover to cover. Simply 
write “Truth” on a penny post- 
card with your name and address, 
and a free copy will be mailed to 


- .6& 


you promptly. 


BLACKSTONE CORPORATION 


Jamestown, N. Y. 


Zemonlbtt, <2 OT BLACKSTONE 


THERE’S MORE PROFIT IN ver oF LINE 
AMERICAS OLDEST WASHER MANUFACTURER 
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Day after day during the month-long event, thousands of home-minded The crowds attending the Festival provided As the locale of the third annual Home and Home Furnishings Festival 
visitors trooped in and out of the 78 Festival homes to inspect every nook tongible proof of the size and responsiveness staged by the industry in cooperation with the Tribune, Chicago is thor- 
and cranny and every item of new equipment on display. af a home-conscious Chicago Tribune audience. oughly pre-sold on new homes and everything that goes into homes, 


The response to this community-wide project demonstrates the breadth and 
penetration of Tribune circulation in every neighborhood and suburb of 


Chicago. 








a | 


of the sales made at retail in Chicago and suburbs. 


* 








The waiting lines outside the Festival homes were dete from the huge 
Chicago Tribune audience which, day in and day out, accounts for the bulk 











‘ 

kiss A ae 
At a time when changing conditions suggest strong sales pressure, the Represented in the mass demonstration of new No advertiser, no group of advertisers, not even the record number of 
Chicago Tribune offers direct, effective and economical access to the most merchandise for the home was practically participants in the Festival, ever has pushed to the limit the buying 
intensively pre-sold market for hardlines in America. every type of late model appliance. power and responsiveness of the Chicago Tribune audience. 


a er 7 











Prospects for homes are good prospects for 
advertisers. That is one reason why you sell 
more when you advertise in the Tribune. 


PAGE 34 


= 





Manufacturers, distributors and retailers of seated cities and By their enthusiastic reception of the wealth of new home ideas presented 


t and 





PP place in the Tribune more of their promo- during the Festival, Tribune readers revealed a readi of r 





P 


tion funds than they place in all other Chicago newspapers combined, which emphasizes the opportunities available in Chicago to advertisers. 
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CROWDS AT THE 3rd ANNUAL CHICAGOLAND HOME 
AND HOME FURNISHINGS FESTIVAL AGAIN SHOW WAY 


TO GREATER VOLUME AND PROFITS FOR YOU! 


For the third consecutive year, manufactur- 
ers, distributors, retailers have presented 
with the Chicago Tribune one of the most 
spectacularly successful exposition of homes 
and merchandise for the home ever staged 
anywhere. 


With 78 new houses on display through- 
out Chicago and suburbs as a demonstration 
of the new in appliances, home furnishings 
and equipment available this season, the 
third annual Chicagoland Home and Home 
Furnishings Festival opened September 11 
to record weekend crowds of more than 
150,000 visitors. 


Attendance at the individual homes, of 
which 32 were completely furnished and 
decorated, ran as high as 5,000 a day. Be- 
fore the month-long, market-wide event 
closed October 10, total attendance was ex- 
pected to surpass by far last year’s Festival 
total of nearly 1,000,000 visitors. 


FOUR-SECTION CURTAIN RAISER 


On Sunday, September 11, the Chicago 
Tribune uneber the Festival witha 
4-section supplement, presenting a complete 
illustrated guide to the event. It placed be- 
fore more than a million Chicago Tribune 
families in Chicago and suburbs some 140,- 
000 lines of advertising featuring the —_ 
ances, home furnishings and other merchan- 
dise oftered by practically every leading 
manufacturer, distributor and retailer oper- 
ating in this market. 


Advertisers followed up this curtain- 
raiser with additional promotion throughout 
the Festival soliciting the patronage of the 
responsive Chicago Tribune audience which 


Chica > Tribune re; iy 
42nd Neeay York City 17; 
eet ae n Francisc also 448 S. Hill St., 


GROUP AND } casa Rease Re SUNDAY NEWSPAPE 





accounts for the bulk of the hard lines mer- 
chandise sold in this important metropolitan 
area. 


IMMEDIATE SALES VOLUME 


If ever a situation offered opportunity for 
greater volume and profits, that situation is 
yours to cash in on in Chicago—and the 
time is NOW! 


Sparked by the Festival, public interest 
never has been more intense in appliances, 
furnishings and home equipment. No other 
market has been so thoroughly pre-sold on 
hard lines merchandise as is the Chicago 
market today. 


Manufacturers and distributors make 
plain their conviction that Tribune readers 
make up Chicago’s biggest and most respon- 
sive market for hardlines merchandise. As 
shown by the chart, during the first six 
months of 1949, these advertisers of hard- 
lines placed in the Tribune 208.9% more 
linage than they placed in any other Chi- 
cago newspaper—and 26.0% more than they 
placed in all other Chicago newspapers 
combined. 


To take advantage of today’s favorable 
market conditions in Chicago, ask a Tribune 
representative to call. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


August average net paid total circulation— 
Daily, Over 940,000 — Sunday, Over 1,475,000 


W. Dreier, 810 Tribune Tower, Chicago 11; E. P. Struhsacker, 220 East 
. Bates, Penobscot Bldg., Detroit 26; Fitzpatrick and Chamberlin, 155 


Los Angeles 13. MEMBER: FIRST 3 MARKETS 





a 








largest, most responsive audience 





In selecting the Tribune as partner in its Festival promotion, the Chicago- 
land Home and Home Furnishings Council made plain its recognition of the 
Tribune's ability to arouse widespread public response. 





Festival curtain-raiser was a 4- section ‘Chicago Sentee ‘hese supple- 
ment, presenting some 140,000 lines of advertising and circulated among 
the more than 1,000,000 Tribune families in Chicago and suburbs. 





I a 





Fifteen trade groups representing more than 11,000 manufacturers, dis- 
tributors, builders, retailers and other important factors in the industry 
joined with the Chicago Tribune for the third consecutive year to present 
the greatest event of its kind in the trade. 


The streams of visitors who responded to the Tribune's invitation to 
visit these homes refiect the unique community position of the 
Chicago newspaper read every day of the week by the families 
who account for the bulk of the retail sales in Chicago and suburbs. 


To reach the consumers who account for the bulk of the hard- 
lines sold in the Chicago market, advertisers placed more than 
three times as much of their linage in the Tribune as in either of 
the next two Chicago newspapers—and more than six times as 
aweh as they placed in Chicago's fourth newspaper. 
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PIONEER COFFEE SERVICE, No. 4830 


Richly attractive, in lustrous chromium with 
solid walnut trim. Percolator urn, sugar, 
and creamer are chromium lined. 10-cup 
urn is 12% inches high; tray is 19% by 
7% inches. List, $27.95. 


COURTIER PERCOLATOR, 
No. 397-8 

Classic design, in polished 

chromium with solid walnut 


handle. Chromium lined. 
8-cup size. List, $16.95. 


JUBILEE PARTY URN, No. 494 
For party-givers—a 24-cup perco- 
lator or 32-cup server. Gleaming 
chromium with ivory trim. List, $37.00. 





LONG-LAST PERCOLATOR, No. 391 
Modern styling, with natural-grain 
blonde maple handle. In chromium; 


chromium lined. 8-cup size. List, 
$16.95. 
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@ The new Manning-Bowman line means business all 
along the line. Coffee lovers, for instance, can ask for 
nothing finer than the four Manning-Bowman products 
pictured here. 

Keep in mind, too, the sales appeal of the brand-new 
Manning-Bowman group of matched-design Regent au- 
tomatic appliances—of the companion line of matched 
Waldorf non-automatics—and of other Manning-Bow- 
man standout-quality products. A complete line—a wide 
price range—with a famous name always on the job to 
help you sell! 

Check your Manning-Bowman stock with your dis- 
tributor now—to make the most of the Christmas-gift 
urge of Manning-Bowman national advertising. 


Manning-Bowman 
Means Best 


MANNING, BOWMAN & CO., MERIDEN, CONN, 
DIVISION OF McGRAW ELECTRIC COMPANY 
IN CANADA: MANNING, BOWMAN & CO,, LTD., OAKVILLE, ONT, 
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has a silver lining ) | 
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GENERAL ELECTRIC'S 
49-50 SUN AND HEAT 
LAMP PROMOTION 
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SHOPPER STOPPERS! Get set now for G.E.’s big sun and heat lamp promotion, 
starting in December. Be sure to ask your local supplier for G.E.’s new sun and heat 
lamp display kit. It'll help make attractive attention-getting displays that will make a 
customer reach for his billfold and buy. And the idea sheet inside is packed with 
helpful display suggestions! 


NATIONAL ADVERTISING | 
Colorful adsin LIFE and | 
SATURDAY EVENING 
POST will pre-sell the 
winter-weather benefits of 
General Electric Sunlamps 


STOCK UP 
NOW ON... 





fe. tae Bat oe: SER A NR! 
© { Snes ts bee 





a 


and Heat lamps during SS i" +>) a’* | the summer sun. Convenient, muscular aches and pains. Hardglass 
aiid hie Ha = “ wa E. ‘el coat portable, easy to use $950 model with $995 Standard $110 
cial iad lamp campaign! ceaeant | WS To M@recrme 9 eee now only red filter... model... 


G-E REFLECTOR SUNLAMP Tans like G-E INFRA-RED HEAT LAMPS Soothe 


on 


4 


u— 
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SELLS AN IDEA THAT BUILDS 
MORE SALES FOR YOU... 


now and at Christmas time 


t’s a sales stimulator. The new Seth Thomas* “Gift-Lite”’ 


display attracts attention . . . stops prospective buyers. . . commands 


interest. It suggests the good idea of giving time . . . a lasting (ever- 


welcome) gift. Features Seth Thomas—“‘the finest name in clocks.” 


An all-season profit-maker—the “Gift-Lite” display is designed 
to help you sell more Seth Thomas Clocks of every type and at every 
season. It’s unique . . . does double duty. You can use it now (or any 
time) and with the aid of a simple conversion kit—a part of each unit— 
you can readily convert it into a smart and timely holiday display 


featuring Seth Thomas clocks for Christmas. 


....and it’s easy to get. There’s no charge for the “Gift-Lite” 
display. It’s included without cost with a minimum $75.00 purchase 
(your price) of Seth Thomas clocks selected from the current price 
schedule. You get the regular display . . . plus the conversion kit which 


enables you to set it up for effective gift-selling at Christmas time. 


Nation-wide advertising of Seth Thomas clocks paves the way for 
you... helps make “Gift-Lite” displays even more productive of sales. 
This advertising appears in holiday issues of such magazines as 
House & Garden, House Beautiful, Better Homes & Gardens, and 


The American Home. 


In addition . . . Seth Thomas also supplies newspaper mats to help 
you dress up your own community advertising. They help tie in with 
Seth Thomas national advertising. Clip sheets of these free mats, border 
designs and headline suggestions will be sent on request. Ask for them 
now...and plan now to make use of this new unique, double-duty, all- 
season “‘Gift-Lite” display. Let it start building more sales for you soon. 


Seth Thomas Clocks, Thomaston, Connecticut. 
























“Gift-Lite” Displays. At the top is shown the regular display model with large 
gift card on rich maroon background. Panels below are gold and white. 

The lower photo shows the Christmas gift display . . . quickly converted with 
parchment scroll and overlay pieces in six colors. A soft-toned flashing light 
accentuates gift card at top of the display and casts a mellow glow on the popular 
Seth Thomas Buckingham on pedestal. Flashing unit measures 18” high; 161%” wide 
and is supplied complete, except for two regular 25-watt light bulbs. Individual 
gift cards with easels present other selected models and the entire display can 











easily be set up in window, showcase or on counter or table. Order it now. 





*®REG J.S. PAT. OFF 
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THE “ ELECTRIC 
WATER HEATER WITH 





0 outstanding features 











Choose the automatic electric water heater you can recommend 
‘and install with confidence—the new John Wood, constructed 
with oll the skill of 82 years’ manufacturing experience. Featuring 
the famous Electric Weld tank with built-in heat-saver baffle . . . 


++. magnesium anode protection . . eran eoty-tovel lage . « 
cand @ gleaming white finlsh, these heaters are available in six 
sizes to meet every hot water requirement. 














...and you can-install John Wood 
vs Table Top Heaters . . . STANDING UP! 


F eet v 
me * 


sensational new heaters* end the back-breaking work 
table-top installation. You simply run pipes to table-top 
push heater against the wall, make connections at waist- 
top of heater tank, then slide on top and secure! What 
be easier! Write for complete specifications on all John 
models and specimens of the warranty plans providing 
wee 10 years protection. Do it today. 
hi a » JOHN WOOD MANUFACTURING COMPANY, INC. 
| ; : Pree Ma Sienee 9. lll., Toronto, Canada 


Ovonw Bee 


QUALITY-BUILT WATER HEATERS FOR 48 YEARS 


i: 





su 























new models... 


ew 


THE 605T12— 





12%2-INCH TABLE MODEL WITH 










THE 601K12— 
12%2-INCH CONSOLE 
IDEAL WHERE SPACE IS LIMITED 


New prices 


°Zectamie MAGNIFIER 


New picture clarity with a choice of the 
full-vision picture or the giant electronic 
close-up . . ..new built-in antenna... 
adaptable to UHF . . . phono-jack pro- 
vided for record player attachment. 






BUILT-IN 
ANTENNA 


S®ereeeeeeeveeeeeeeeeeeeee 8008 on all these new 






Westinghouse 
receivers 





THE 604T10-10-INCH a 


TABLE MODEL ATA * 
DOWN-TO-EARTH ° 
PRICE Py 


A real sales leader . . . top per- 
formance at an amazing low 
rice... improved sensitivity 
or bright, steady pictures in 
fringe areas and better pic- 


“ 
2 
* 
. 
tures everywhere .. . all e 
P b e a 
Westinghouse circuit fea- . 
tures... built-inantenna «¢ 


. . adaptable to UHF e 








— cabinet of solidma- © Electronic Magnifier gives big-picture television, standard 
a and mahogany radio and exclusive Westinghouse Rainbow Tone FM. Auto- ° 


7 TV adaptable to UHF. 


you CAN BE SURE...1IF ITS 
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THE 603€12—12%2-INCH 
TELEVISION, AM-FM RADIO, ° etepubic co UME . . - 


Everything your customers want for home entertainment! ® 


e matic record player ends record confusion . . . plays all speeds 
e and all sizes of records on market today. Built-in antenna . . . 


Beautiful clean-lined cabinet in mahog- 
any or blonde... built-in antenna... 
adaptable to UHF, phono-jack provided 
for external record player ... syncro 
tuning of sight and sound—when the 
— is sharply tuned, sound is per- 
ect, too. 





e 

a 
°, { ew THE 600T16—GIANT 
°, 160-SQUARE-INCH 


A PICTURE FROM 16-INCH TUBE 


° Your prospects who want a 


° big direct-view picture will 
° want the 600T16... biggest 
° picture from any 16-inch set 


. . . built-in antenna... 


phono-jack provided for 


THREE-SPEED RECORD PLAYER *, record player attachment 


... new high sensitivity 
. » « Cabinet of solid 
mahogany and mahog- 

@ any veneers. 

° 
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.. HOW pr00f ruar 
Westinghouse 


MEANS BUSINESS 
IN TELEVISION 














BIG PICTURE AT SMALL-PICTURE PRICE! /f 
. zy | 


a 3 _ A flip of the U.. 
+ OS t Electronic Magnifier “ 
a tures te yi 








ey AZ 
NOW is rue rime 10 cer ATE 
"/ A WESTINGHOUSE TELEVISION Bt)! 
FRANCHISE AN Ni ’ 
Send the coupon or call your 5S \ 


Westinghouse distributor. 











Home Radio Division 
Westinghouse Electric Corporation 
Sunbury, Pa. 


— 


Westinghouse 


I am interested in a Westinghouse television fran- 
chise. Please have your representative call. 


SCS EEE ESESEH EEE EE EEEEEHEEE DEES 
CROSSES EE HEB ES ESE RESET EEE EEE 
SOSH SHEETS EEEEEEEEEEEEEEEEEEEEE 


eeeeeecececeseseeeee ZVNEee ess Mlb sssesesee 


ELECTRICAL MERCHANDISING—NOVEMBER, 1949 








® Smartly styled Hammerbrite finish 
cast aluminum. Skirted platter for 
frying, easily removable cover, two- 
way heat unit. Base with handles, 


1745" x 11". Cat.No.721. $47, O5T 


Attractively finished in gleaming 
chromium. Broils steaks, chops, fish, 
fowl, etc. Automatically adjustable 
cover, removable for table service. 


Two sizes: Cat. No. 1321 $74, 951 
gy Catalog No. 1501 $79. 95t 
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Focused Radiant 
Heat Reflector 


Better Broiling be- 
cause heat is concen- 





BEAUTIFUL NEW MAGALOY* 


BROIL-O-MAT’ 


The proof of Broil-O-Mat’s superiority is in the delicious results made pos- 
sible only by such pioneered Broil-O-Mat features as... Visible broiling... 
Focused radiant heat... Air control... Adjustable-height cover for every 
thickness of meat... Removable hinged cover for table service... handy pour- 
ing lip...all make Broil-O-Mat unmatched in performance as well as style and 
price. Beautiful beyond comparison, this new model comes complete with a 
two-way heatunit, jumbo plug and cord,and double broilingrack. oOpneR NOW 


Length, including handles, 1744” long, 12” wide. Rating t 
1320-500 watts, 115 volts, AC-DC. Catalog No. 1601 $ 1 9? 5 


These Features Automatically Sell BROIL-O-MAT® 


trated on the meat. 












Table Service i 
Cover can be re- 
moved easily and 
quickly for table 
service. 





Magaloy* 

Magnesium Alloy 
Introduced by Rival in 
1932. A silvery, light 
metal of lasting quality, 
made with virgin mag- 
nesium and aluminum. 





{Fair Trade Retail (Including Fed. Excise Tax) * Trade Mark 


By the Makers of these famous 
Rival Products 


PRs 


Juice-O-Mat Can-O-Mat Steam-O-Matic Ice-O-Mat 


















RIVAL MANUFACTURING COMPANY, Kansas City, Missouri 
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AT. OFF 
TRADE-MARK REG v.s.? 
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HOME FREEZER 


SELLS 47 HOME FREEZERS IN 
45 DAYS! 


Huggins Furniture Company, Bishopville, 
South Carolina, sells Deepfreeze home 
freezers. It’s a fact . . they sold 15 units 
in 9 days... 47in less than 14% months. 
““My Deepfreeze franchise is a real money 
maker,” says L. H. Huggins, owner of this 
outstanding company. 


STRICTLY CARLOAD PURCHASER! 


“Deepfreeze home freezers are easy to 
sell,” states aggressive Houston dealer, 
Mr. H. W. Sinclair, owner of Acme Airco 
and H. W. Sinclair Company. 


12 HOME FREEZERS SOLD 
IN 5 DAYS! 


Display and demonstration did it! Over 
1500 Deepfreeze home freezer prospects 
attended demonstrations at Sanger Bros., 
Inc., Dallas, Texas, according to Fred R. 
Gamble, major appliance buyer. As a re- 
sult, this company sold 12 units in the 
first 5 days! 


THE DEEPFREEZE FRANCHISE 
MAKES DOLLARS AND SENSE 


Here are but a few reasons why the Deepfreeze franchise is 
the PROFIT franchise: The best name— Deepfreeze; the best 
product—Deeptreeze; the best national advertising; the best 
local advertising helps; the best sales training helps for 
dealers; the most complete dealer sales promotion program. 





See Your Distributor Today 
About the Deepfreeze Franchise 
and the 5 New Models! 


Your Deepfreeze distributor has all the details on the 
new models and the Deepfreeze franchise. Ask him 
about the national advertising program and the many 
great selling aids available to Deepfreeze dealers. 
You, too, can sell "em by the carload for a handsome 
profit! Don’t delay—call your distributor today! 


DEEPFREEZE DIVISION * MOTOR PRODUCTS CORPORATION © North Chicago, Illinois 


Deluxe Model C-12 

Helas more than 430 
pounds of assorted 
food. Price, delivered 
and installed—$424.50 


DeLuxe Model C-7 

Holds more than 252 
pounds of essorted 
food. Price, delivered 
and installed— $249.95 
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Model B-12 

Holds more than 430 
pounds of assorted 
food. Price, delivered 
and installed— $369.50 


Model B-7 

Holds more than 252 
pounds of assorted 
food. Price, delivered 
and installed—$229.95 


Delu e Model C-20 

Holds more than 700 pounds 
of assorted food. Price, deliv- 
ered and installed—$549.50 
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the 
MIRRO-MATIC 
Deep-Well Pressure Cooker 
is now featured in 
ADMIRAL 
COOLERATOR 
CROSLEY 

ESTATE 
FRIGIDAIRE 
GIBSON 

MARION 

NORGE and 
WESTINGHOUSE 
Ranges 





en 


@ Most women are divided into two groups 
... those who have MIRRO-MATIC Pressure 
Pans and those who would like to have! 


COOKING WITHOUT LOOKING 
You can hear tt / 


Those who already have one of our top-of- 
range models know how sturdily and simply 
MIRRO-MATIC is made, how easy it is to 
use and to care for. And they wouldn’t dream 
of changing from the exclusive MIRRO- 
MATIC “control you can 


The MIRRO-MATIC Pressure 
Control automatically prevents 


lett s-Micelimeleliale Malle i-lamialela) 


recipe requires...5, 10, or 15 


Nok Mimlale(=stiatlaile)(-Mam cell] o)(-ade-t-=. 


Exclusive ! 


WHEN YOUR RANGE HAS THE 


MIRRO-MATIC 


 Deep-Well PRESSURE COOKER 


recipes require. You'll have no job at all, 
selling MIRRO-MATIC to them. 


The women who haven’t hd MIRRO-MATIC 
will welcome your Deep-Well, as one more big 
reason to buy from you. It’s something extra 
that they’ve been wanting for a long time. 


Because our friends are your friends... and 
because we have so many friends ... the men- 
tion of MIRRO-MATIC 


hear,” whichautomatically Deep-Well will do a good 
prevents pressure from share of your range- 
going higher than their selling job for you. 


Oe ee a Se eeeeeveeveeeeee eee THE FINEST ALUMINUM eeoeeveeevee eee eee 


FIFTH AVENUE BLDG., NEW YORK 10 
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ALUMINUM GOODS MANUFACTURING COMPANY + MANITOWOC, WIS. 


MERCHANDISE MART, CHICAGO 54 


WORLD'S LARGEST MANUFACTURER OF ALUMINUM COOKING UTENSILS 
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NOW casi in ON THE DRYER MARKET 


with the (U 

















IT’S PRICED LOW TO SELL FAST... 
IT HAS MORE SELLING FEATURES 
THAN ANY OTHER DRYER 


You've seen the rest...now, see WHIRLPOOL and 
you'll agree it’s the best! It’s loaded with sales features 
that make it move fast. It has exclusive circle-flo air cir- 
culation for faster, more economical drying... it dries 
with “tempered” convection heat which is safer for 
clothes...it has forced air exhaust to remove more 
efficiently all moisture. And both gas and electric models 
feature automatic stopping and restarting! Yes... for 
greater safety and convenience, the operation stops when 
dryer door is opened and restarts when door is closed .. . 
and it’s done automatically. But that’s not all. The gas 
model features an automatic pilot burner . . . no matches, 
4g no waiting...turning on electric switch ignites the 
pilot! And there’s more . .. much more. Get the complete 
story on this new, revolutionary WHIRLPOOL Dryer... 


mail the coupon today... then you'll learn why dealers 
be say, “I'd rather sell it than seli against ic!” 
NINETEEN HUNDRED CORPORATION 


St. Joseph, Michigan, U. S. A. 


For Over 50 Years Manufacturers of the 
World’s Finest Home Laundry Equipment 


In Canada: John Inglis, Ltd., Toronto, Ontario 
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ws soph 


Bip-ts >< 




















$19995 


WHIRLPOOL — 
NINETEEN HUNDRE 
St Joseph. michige® 


CORPORATION . . 
Cate 
Dryer 
HIRLPOOL 
FREE copy of the new w 
d me o 
Please se" 
Gentlemen: 


FREE | _— 
DRYER BE FW scone 


CATALOG ——a-——_—‘<CSS =? 


INDIVID 
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A MESSAGE TO AMERICAN INDUSTRY ° 77th OF A SERIES 


MUDDLING 
in High Places 


I is time for men in Washington and London to 
stop toying with the problem of international trade. 
We of the democratic West are at a turning point 
in our economic affairs. A false step by either the 
United States or Britain could lead quickly to disin- 
tegration of trading between the people of the world 
as we have known it for the past hundred years. 
Recent meetings of diplomats in London and Wash- 
ington have not lifted us out of this danger. 


By two simple tests you and I can measure the sin- 
cerity of the men in Washington and in London who 
are trying to solve what they call “the dollar crisis.” 


One test applies to the British: Is Britain making an 
honest effort to re-establish itself as a real competitor 
in world markets? 


The other test applies to us in the United States: 
Are we willing to see Britain re-emerge as a strong 
competitor in world markets—even in our own home 


market —and to help her do so? 


Today, even though both countries have faced the 
devaluation test, the answer to these questions prob- 
ably is no. 


I 


The situation we face is, in fact, unprecedented. 
In every important industrial country of the non- 
Communist world, except Germany and Japan, pro- 
duction is above prewar volume, thanks largely to 
the Marshall Plan. Yet trade between nations is 
shackled as it has never been since the 18th century. 
And the shackles grow day by day. What is worse, 
two distinct trading areas—the dollar area and the 


sterling area — have grown up in the non-Communist 
world, and the gulf between them grows wider. 
What kind of leadership have the United States 
and Britain had in the face of this crisis? President 
Truman late in August wisely checked the trans- 
Atlantic bickering over the dollar crisis. But Mr. 
Truman showed no awareness of the basic question 
that the American people must soon decide: Is the 
United States able and willing to generate trade be- 
tween nations, as Britain did in the 19th century? 


What have British leaders offered us? Foreign 
Secretary Bevin and Chancellor Cripps called their 
September visit to Washington “one of the most im- 
portant missions in history.” But they did not tell the 
British people, and perhaps do not admit themselves, 
that their Labor government must change its internal 
and external policies if Britain is ever to earn its 
living in a competitive world. 

Admittedly, the problem Britain has faced since 
1945 is a colossal one. But, in the face of its grave 
difficulties, what has Britain done? The working day 
was shortened. Welfare economics have run riot. 
High taxes have sapped incentives. Labor and capital 
have clung to their prewar psychology of cartels and 
featherbedding. Government controls and govern- 
ment trading have hamstrung private initiative. Na- 
tionalization schemes have injected politics into the 
struggle for industrial recovery. 


Thus the policies of the Labor government have 
made Britain’s adjustment to its new position in the 
world immensely more difficult. But Americans who 
attribute the danger of an international breakdown 
to British socialism greatly oversimplify the problem. 
Virtually every country in the world, socialist or not, 
faces the same dollar crisis that Britain faces. 
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We Americans must recognize that our economic 
strength unbalances world trade as does Britain’s 
weakness. World War II increased America’s supe- 
rior power to produce goods. It also made the United 
States more self-sufficient. Thus, while the world 
demand for American goods has risen, our demand 
for foreign goods, except for basic raw materials, has 
not increased. Today we sell more to every major 
area of the world than we buy from it—and yet we 
wonder why there is a dollar crisis. 


It is time for us to recognize that there are two fun- 
damentally conflicting pressures at work in the United 
States. One is our desire for a big surplus of exports 
over imports. The other is our desire for a system of 
free-wheeling trade around the world. We can not 
have both unless we as taxpayers wish to subsidize 
our exports. Which do we want? 


Curtis E. Calder, chairman of the International 
Relations Committee of the National Association of 
Manufacturers, says, “The battle of the foreign trade 
gap is essentially that of reconciling our urge to ex- 
port our surpluses with a reluctance to accept imports 
in payment for them . . . The dilemma is an uncom- 
fortable one to face.” 

Ii 


Here, then, are the basic questions that confront men 
in Washington and London. Does Britain really want 
expanding world trade or a high-cost welfare state? 
Does the United States really want expanding world 
trade or a huge surplus of exports? So far politicians 
in Washington and especially in London have ducked 
these issues because they are political dynamite. 


If the people of Britain decide they want to regain 
their position as a competitive trader in expanding 
world markets, here are specific objectives that men 
in London should set for themselves: 


1. Lower government costs. The British Treasury 
has asked for cuts of 5% in 1950. But a cut nearer 
15% will be necessary, even if that means fewer 
government subsidies and health services. Enterprise 
will never revive nor costs come down while taxes 
take 40% of the British national income, including 
roughly 60% of business profits. 

2. Fewer government controls. Only by removing 
controls and allocations (except on a few necessities) 
can Britain begin to return to prices fixed by competi- 
tion rather than by government fiat. 

3. Stronger anti-monopoly legislation for both 
business and labor. Britain needs a concerted drive 


against all forms of restrictive, high-cost practices. 
This drive should put teeth in the anti-monopoly act 
and supplement it with legislation to end restrictions 
imposed by trade unions. 


4. Less restrictive trading practices. Britain should 
retreat gradually from its international barter be- 
tween governments if competition is ever to have 
free play in international trade. 

Meanwhile, if we of the United States sincerely 
want multilateral world trade, men in Washington 
must face up to four problems and hammer out 
workable solutions: 


1. Use of the International Monetary Fund to back 
a devalued pound. In time the Fund, in which we 
have the controlling voice, might be used to promote 
convertibility of pounds into dollars. 


2. Help for Britain in meeting war-created ex- 
ternal debts. This might mean support for London 
in getting a reduction of the war debts Britain owes 
India, Pakistan and Egypt, for example. To achieve 
such a debt reduction for Britain we might have to 
underwrite a part of a Southeast Asia recovery 
program. 


3. Encouragement of American investments 
abroad. Such investments should be directed pri- 
marily into enterprises which will earn dollars, such 
as the development of new sources of raw materials, 
or which will raise productivity abroad. 

4. Our own tariff barriers. Our attitude toward 
this critical issue will be the acid test of how deeply 
we believe in the merits of free world competition. 


If we really want free, competitive trading between 
the people of the world, these issues must be met and 
resolved by leaders on both sides of the Atlantic. If 
we do not want to face these issues, then let us resign 
ourselves to a world walled off into three trading 
areas: the Communist bloc, the sterling area, and the 
dollar area. So far, Washington and London have 
muddled along, except in facing the devaluation 
problem. Clarity and courage are still needed. 





President, McGraw-Hill Publishing Company, inc. 
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OQ) va Larvae _ 


Be money ahead with a 1950 Quicfréz... 


dollar-wise and feature-wise today’s biggest value. 





Compare! You'll find more capacity, features 
and efficiency for /ess money in a Quicfréz 

by Sanitary, one of the oldest makers of home 
freezers. Send for free booklet of new Quickfréz 
and low-cost refrigerator models. Sanitary 


Refrigerator Co., Dept. 1107, Fond du Lac, Wis. WB 














——_—— 


SANITARY 
QUICFREZ 
MODEL 1250 
12.5 cv. ft. including 
2.3 cv. ft. fast freeze 
compartment 





CHOICE OF TRAILER BUILDERS! 
Sanitary Refrigerators are chosen as TOP 
VALUE by most manufacturers of deluxe, 
livable trailer coaches! Write today for 
FREE interesting booklet. “The Wonders 
of Trailering.” Address Trailer Dept., 
Sanitary Refrig. Co., Fond du Lac, Wis. 
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Special Fast-Freeze Com- 

partment Assures Uniform 

Temperature ... Freezes 
Foed Faster! 


Counterbalaaced Table Top 
Lid... So Easy to Lift 


Convenient, Sturdy Food 
Baskets Included ... No 
Extra Cost. 


Efficient Fibreglass Insu- 
lation (4-1/2’’ thick) Sealed 
Against Moisture 


Bonderized All-Steel Cabi- 
net, with Bone-Hard White 
Enamel Finish 


THREE BEAUTIFUL MODELS 
For ANY Family’s Needs: 
MODEL 850 — 8.27 CU. FT. 
(289-433 Ibs. of food) 
MODEL 1250—12.5 CU. FT. 
(437-625 Ibs. of food) 


MODEL 1750—16.8 CU. FT. 
(579-825 Ibs. of food) 





HERE'S THE 
OPENING GUN 


e ? 


Cre S 


WHOPPER* 


Gry sew. 


CAMPAIGN 





.»POINTED AT 


16,000,000 


POST 


READERS 


GET THE FULL STORY! 


THERE’S A POWERFUL MERCHANDISING KIT WAITING TO HELP 
YOU MAKE EXTRA SALES .. . ADDED PROFIT. 

“GET WISE TO SANITARY QUICFREZ,” THE FINEST, MOST 
PRACTICAL LINE IN THE MARKET... THE LINE WITH CON- 
SUMER AND PRICE APPEAL. WRITE DEPT. 1107, SANITARY 
REFRIGERATOR COMPANY, FOND DU LAC, WISCONSIN. 
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_In today’s highly competitive appliance mar- ~ 
t ket, it’s not always possible for a manufac- 
| _turer to hold to the course of action and 

‘ product specifications originally plotted. 


Very often after he places an order with a 
supplier, unforeseen developments pop up to 
necessitate changes in design or quantity. 
Frequently schedules must be modified on 
short notice to meet new requirements. 


So, as part of developing an organization that 
| places customer satisfaction above all else, 
Delco Products has acquired the faculty of 
working under pressure to take care of last 
minute changes in specifications and schedules. 





It’s this flexibility—together with modern 
facilities, sound experience, and a thorough 
appreciation of all problems confronting a 
manufacturer—that makes Delco Products 
first choice of those who need quality appliance 


_ 4, DELCO MOTORS 


4 ioe DELCO PRODUCTS 


DAYTON, OHIO < al ? ' 
Division of General Motors Corporation, Dayton, Ohio 


SEE YOUR LOCAL DELCO MOTOR DISTRIBUTOR 
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er. Ta 
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Not just Face-Lifted— 


But Ne Add MEW 











4 0-36 FEAGIAGHYD 95 iin 


“ 


a t a} t THE DARINGLY DIFFERENT REFRIGERATOR THAT 
rer th @ HOLDS MORE FOOD @ TAKES LESS SPACE 

@ ALL SAFE COLD @TOP TO BASE AND 
@ FRONT TO BACK! 


The brilliant new Coolerators for 50 are an entirely new kind 
of refrigerator. They actually deliver what engineers have long 
promised and homemakers have always wanted—more safe cold 
capacity, in less space, at less cost per cu. ft. of usable area. 


In designing these amazing new Space-Thrifty models, Cool- 
erator threw the traditional limitations of conventional refriger- 
ator construction out the window and started fresh. The mech- 
anism was pulled out of the cabinet—flattened out—hung up 
out of the way on the back of the refrigerator. With the whole 
interior available for refrigerated storage, it was possible to 
offer the world’s first real Space-Saver Refrigerators. Big 9% 
cu. ft. refrigerators only 28 in. wide—7% cu. ft. models only 
2 feet in width which required less than 5 sq. ft. of floor space. 


But space-saving compactness is only one of many advantages 
made possible by Coolerator’s daringly different design. It also 
brought new convenience, economy and beauty prospects will 
instantly see and want in their new refrigerators. 


EVERY DEALER 
NEEDS COOLERATOR FOR ’50 


Every consumer survey indicates a constantly growing market 
for big capacity Space-Saver refrigerators. Four great new 











Coolerators give you the perfect answer. They range from a 
THE FIRST REFRIGERATORS BIGGER value packed 7% cu. ft. full-length door ‘‘Leader’’ model sensa- 
ON THE INSIDE THAN THEY tionally priced at $189.95 to a fully-featured 9% cu. ft. de luxe 
refrigerator and offer the finest natural ‘“‘step-up”’ since the war. 
LOOK ON THE OUTSIDE Regardless of other lines you may carry, you need Coolerator to 


| 


make the most of your market in ’50. 


READY NOW! 


That’s because they’re 3 to 7 inches narrower— 
inches lower—than conventional refrigerators. 
The sketch at the right shows the refrigerated 
area in the new Coolerator with the amazing 
Zerolator mounted on the back. 





You can’t judge a book by its cover—or a 
refrigerator by its door. You'll note that most 


| eee 
— first with the latest 
other refrigerators with full-length doors do not i ‘50 
give you a completely refrigerated interior— for less Mn 
safe cold top to bottom and front to back 
because there are step backs to house the mech- 
anism. Compare them with Coolerator’s New T H E Cc Le) Oo L E R = T oO R Cc Oo M P aA N 7 
Modern Design. | € Duluth 1, Minnesota 
CHICAGO OFFICES—11-107 Merchandise Mart 
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ELECTRICAL 
MERCHANDISING 


HALF OF the electri- 
cal dealers queried in 
survey reported that 
plumbers refused to 
install piped appli- 
ances they had sold. 


BN 


PLUMBER TROUBLE 





mK 


Nearly half of the 911 appliance dealers respond- 


ing to our recent nationwide survey on the 
plumber problem report delays, overcharges or 
flat refusals to install piped appliances 


By CLOTILDE G. TAYLOR 


LECTRICAL MERCHANDISING has 
EK several times called attention to 

the difficulty which dealers in 
various sections of the country have 
experienced in selling electrical appli- 
ances requiring plumbing connection. 
In order to learn just how wide-spread 
this “plumber trouble” is and what is 
being done about it, a nationwide ques- 
tionnaire was recently sent out to 5,000 
appliance dealers throughout the 
United States. All types of stores were 
included in the mailing—radio stores, 
hardware firms, furniture and depart- 
ment stores, independent dealers and 
utilities—and samplings were taken 
from every section of the country, with 
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especial emphasis on large industrial 
centers, where it was felt that plumb- 
ing establishments might be an impor- 
tant factor in the particular problem 
being investigated. Dishwashers, gar- 
bage disposal units and water heaters 
are the appliances most affected, with 
automatic washers and air condition- 
ing equipment also on the list in many 
localities. 


Situation Bad But Improving 


Returns were received from 911 
dealers. Their replies indicate that no 
section of the country is free from the 
plumber problem, that about one half 
the dealers replying are experiencing 
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Question I 


Are you having difficulty in obtaining plumbers to install 
piped appliances (automatic washers, water heaters, dish- 
washers, garbage disposal units)? Yes...... eveasks 





as follows: 


any more,” 





Replies from the 911 responding dealers were 


Dealers Dealers 
WR i sbaodsccce wecees 427 46.9% 
SE ee ewe 424 46.6 
a 2 2 
*Miscellaneous Replies. . 5 6 
ee 53 5.8 
911 100% 


* Miscellaneous Replies were as follows: 
these items,” “Situation is improving,” “Have had, but not 
“We are also plumbers.” 


Number of % of 911 


“We don’t sell 








trouble in securing installation of piped 
appliances at the present time, that in 
about one third of the communities 
from which replies were received the 
majority, or all, of the plumbers “re- 
fuse to instali” appliances not sold by 
themselves, and that 54 percent of the 
dealers feel that plumbers charge more 
to install dealer appliances than for 
those sold by the plumbers themselves, 
sometimes to the extent of adding 40 
percent of the sales price of the ap- 
pliance to the normal installation 
charge. 

On the other side of the picture, 53 
percent of the dealers replying either 
have no trouble or at least have worked 


out some way of getting along. About 
one third of them have an arrangement 
with some plumber to handle all their 
work and another sizable group does 
its own installing. Several com- 
munities have worked out a satisfac- 
tory city-wide agreement between con- 
tractors and plumbers and quite a few 
report that matters are decidedly bet- 
ter than they were six months ago. 


Codes, Plus Appliances, Basis of Trouble 


Basis for the entire situation, of 
course, is the fact that: (1) Manu- 
facturers release their appliances 
through plumbing supply jobbers to 

(Continued on next page) 
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Do plumbers in your 


ances unless sold by themselves? Yes...... 


Question 2 


territory refuse to install piped appli- 





The following is a summary of the dealer replies: 


Number of % of 911 


Dealers Dealers 

EA Ae ee ea eens 323 35.5% 
ON bois esta Do 457 50.2 
“Some Plumbers”... ... . 66 7.2 
*Miscellaneous Replies... 9 1.0 
grr 6 6 
Cer 50 5.5 

911 100% 


* Miscellaneous Replies—includes such answers as “They 
usually complain they are too busy,” “Most do,” “Reluctant 


to do so,” “Always say much work ahead,” etc., ete. 









Question 


3 


Have you any working arrangement with ¥ plumber to do 





* Miscellaneous Replies 
jobbers,” “Automatic washers only,” “Not satisfactory,” 
“We trade around,” 
majority,” “Make them for each. job,” ete. 


all your installation?,, Yes...... No. .s-.4\. 
Replies were as follows: 
: Number of % of 911 
Dealers Dealers 
EE De As eae 307 33.7 
SS ee 557 61.1 
er 2 = 
*Miscellaneous Replies... 8 9 
DENS es occ res eas 37 41 
911 100% 


included such answers as “Use 


“Our plumber does a few—we do 








Question 4 


Do local ordinances specify that only licensed plumbers may 
install piped appliances? 


, Desa cas 





Answers to this 





No Answer. . 


“Don't Know”. ......... 


question were as follows: 
Number of % of 911 


Dealers Dealers 
soda isasanica 602 66.1% 
Mr ers 277 30.4 
7 8 
ee 25 2.7 
911 100% 





retail plumbers and (2) Provisions 
have been written into the codes of 
most cities and many small towns re- 
quiring all plumbing connections to be 
made by a licensed plumber. Two 
thirds of the replies were from cities 
having such laws. The ordinances 
were intended solely to safeguard the 
health of the community, but in many 
such areas plumbers have seized upon 
them to further their own sale of ap- 
pliances. Where they have been strong 
enough to hold their own ranks, they 
now present a fairly impenetrable wall 
of refusal to install appliances not sold 
by themselves. At first they were frank 
in stating their position in just those 
terms—later, as their position was at- 
tacked as being “in restraint of trade”, 
they began to evade the issue by being 
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“too busy” to handle any work but 
their own, by delays, by knocking the 
dealer’s appliance to the customer 
while boosting their own, so that often 
the dealer found that he had to take 
back an article already sold, and occa- 
sionally (so at least one dealer reports) 
by bungling an installation so that the 
dealer’s appliance would not work. In 
most cases, however, they have 
achieved their end by raising their 
prices for dealer work. 


Kick-Backs and Overcharges 


Let’s be fair about this situation. Un- 
doubtedly there is some rebellion on 
the part of dealers against high in- 
stallation costs in themselves. Elec- 
trical installation costs come under the 
same criticism. The plumbers say this 


is the major trouble and that the dealer 
is to blame for not selling the customer 
on the cost of installation along with 
the price of the appliance. There is 
something to be said for this view- 
point and also for the fact that the 
plumber who is also an electrical 
dealer is not unnaturally reluctant to 
further a rival’s sales. Evidence is very 
strong, however, that this is not the 
whole story. The plumbers have un- 
questionably in many instances been 
trying to utilize laws intended solely 
for safeguarding health to force sales 
their way. There is one authenticated 
instance in Colorado of an installation 
charge on a dealer-sold electric sink 
which included the full price of the 
sink, as well as the cost of plumbing. 
From Boston, from Virginia and from 
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Wyoming come reports of installation 
charges which include a 40 percent 
profit on the appliances plus the nor- 
mal plumbing bill. Such remarks as the 
following have been received from 
dealers in all sections of the country: 
“Plumbers in our community charge 
our customers three times what they 
do on their own jobs”: “I’ve had to 
give up selling piped appliances be- 
cause the customer can’t pay the ex- 
orbitant installation charge”; “No one 
but plumbers can sell water heaters in 
this town”; “The dishwasher and gar- 
bage disposal business has been ruined 
in this area by the plumbers—they 
don’t sell and we can’t”; “If we don’t 
get a fair deal we are going out of the 
piped appliance business” ; “Forty per- 
cent plus plumbing costs is the usual 
charge in our city and vicinity” ; “They 
add 15 percent to our jobs”; “Ten per- 
cent higher”; “They don’t refuse to 
install but they make the charge so 
high no one could pay it.” 

Included in these complaints is the 
slightly different accusation that 
plumbers frequently ask the dealer for 
a “kick-back” in order to be persuaded 
to undertake the job. Dealers say they 
have been asked for 5 percent of the 
sale, 10 percent, 15 percent. Some ac- 
tually pay it in order to get their work 
done. One dealer writes that all the 
workmen on one construction job quit 
because the electric sink was not 
bought from the plumber. “He got the 
job,” complains this man, “we got the 
sink back.” 


All Sections Report Trouble 


No section of the country is free 
from trouble, although the Deep South 
and the Pacific Northwest seem to be 
relatively well adjusted. Worst areas 
are the midwest communities in Illinois 
and nearby states and certain of the 
Intermountain states, particularly Col- 
orado. 

Nor is the difficulty confined to large 
cities. As a matter of fact, in some of 
the larger communities, where organ- 
ization control is not too strong, there 
are enough plumbers so that there are 
always some who break ranks. Smaller 
areas, where “licensed plumber” ordi- 
nances are in effect and where the 
number of available plumbers is lim- 
ited, frequently report serious trouble. 
Occasionally, even where such restric- 
tions are not in effect, plumber groups 
are strong enough to keep their mem- 
bership in line. One dealer reports that 
“They fine any plumber who installs 
an appliance for an electrical store.” 
Best off are the rural areas where the 
owner is free to do his own installing 
if prices are too high. 


Are Plumbers Handling the Job? 


In order to make sure that the elec- 
trical industry is not in the position 
of attempting to block progress, as 
might be charged if the plumbers were 
actually doing a better. job of selling 
dishwashers and water heaters than 
electrical dealers can do, the question 
was asked, “Are local plumbers ac- 
tively selling piped appliances?” The 
overall impression received from the 
replies is that they are not, although 
actual answers are both yes and no. 
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lon’t - . th , the . - . set they — = No”, also 1 dealer who said “20% Yes; 80% No”. Also 
f the stock their own plumbing fxtures, several other qualifying phrases. 
per- either, but order as needed from the 
saieal supply house. Electrical equipment 
They they handle in the same way. This does 
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on their installation jobs than on the If local plumbers do install piped appliances you sell, do 
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q times sold at a d Miscellaneous Replies. 14 1.5 
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tl while installation prices may be main- o 
1€ at ‘— 911 100 « 
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scien aad . * Miscellaneous Replies included such answers as “Not 
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ube clear; several state they are still hav- 
aale., ing trouble. The manufacturers of 
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rn disposal units have in some cases made 
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talls plumbers in a community to install handle dealer needs in reasonable — staffs to take care of their own in- gave up the position. They have not 
sre.” their equipment at an agreed price. fashion. stalling—and, indeed, a number of since been able to find anyone who 
. the Several California towns and at least Other communities report somewhat large concerns who reply that they will take the job. 
lling one city in Ohio have found such a_ similar adjustments. “We work with manage to get along without plumber F a 
solution, a group of non-merchandising plum- trouble have handled matters in this Master Plumber Trouble in Illinois 
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as make arrangements with local plum- ways as easy as this may sound. “I additional plumbing parts to their al- by a “master plumber”. To become 
were bers who are not in the merchandis- only wish we could make a deal with a ready high investment in service de- 4 master plumber in Colorado one 
ling ing business and who are willing to plumber,’ mourned one dealer in a partment stock. Frequently it is im- must have served fourteen years as 
han install piped-in appliances not of their personal interview, “but the plum- possible to get anyone to work for apprentice and journeyman, besides in 
tion own selling. There are over 700 bers in this town are too strong for them. In one Wyoming city a group some localities having to pass an ex- 
ac- licensed plumbers in Los Angeles, and us.” of dealers together employed a plumber amination before a board consisting 
The while most of them do sell gas water ae to handle their joint work, but found solely of plumbers. Illinois requires 
é Hiring Your Own Plumber . “a 2 “¢ x ‘ are nticeship and five ve 
the heaters, only about 100 merchandise a that this satisfactory arrangement five years apprenticeship and five years 
ugh full line of piped electrical appliances. Most obvious solution to the prob- lasted only a short time before their as a journeyman before the license can 
no. It is among this remaining 600 that lem would seem to be for electrical man succumbed to the pressure of the be applied for. Few, if any, master 
enough plumbers have been found to firms to add plumbers to their service other plumbers of the community and (Continued on page 162) 
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THE PLUMBER PLANS his sales just as any other merchant. Here three generations of plumbers 
estimate the cost of a completely installed kitchen. Left to right are C. G. Inscho, Jr., engineer; 
Inscho, Sr., owner, and E. P. Inscho, founder. 


C.G 


By AMASA B. WINDHAM 


veteran plumber down in Home- 
A won Ala., one of Birmingham's 
largest suburbs, makes out a case 
for the merchandising plumber and his 
stand on installation charges. Carson 
G. Inscho owns and operates the busi- 
ness known as Inscho’s at 2817 South 
18th St., in Homewood. The firm, 
founded by Mr. Inscho’s father, has 
been in the plumbing and contracting 
business since horse and buggy days, 
and has sold electrical, as well as gas 
appliances, for several years. 
Mr. Inscho sums up the gripes 
leveled against the plumber as follows: 


1. That the plumber who merchan- 
dises electrical appliances is motivated 
solely by the desire to cut in on the 
profit possibilities of a line not strictly 
in keeping with his own business. 

2. That the plumber refuses to install 
appliances bought at outlets other than 
the plumber’s shop. 

3. That the plumber not only refuses 
such installation but bawls out the 
buyer who requests him to make the 
installation, thereby losing customers. 
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4. That the plumber charges exorb- 
itant rates for installation of piped-in 


appliances, thereby hurting the future 


sale of such equipment. 

5. That the plumber offers cut-rate 
installations on appliances he sells 
himself, while demanding that other 
dealers pay a full price for such service. 

6. That the plumber refuses to co- 
operate for the greater sale of elec- 
trical appliances. 

7. That the plumber is trying to 
corral all sales of piped-in appliances 
for his own fieid. 


Accusations Are Refuted 


Mr. Inscho refutes these accusations 
which have, time and again, been 
leveled at the plumbing trade. He ad- 
mits that the plumbing field has as 
many “black sheep” as any other pro- 


THE PLUMBER FINDS a sideline valuable in attracting traffic, 
even as other shops do. Sporting goods and fishing tackle line the 
shelves of this section in the modern appliance and plumbing shop 
of Inscho’s in Homewood, Ala. 


Misunderstanding of the plumber’s prob- 
lems and intentions is the real cause of the 


plumber-appliance dealer controversy, says 


‘ veteran plumber Carson G. Inscho of Home- 


wood, Ala., who makes a case for the man 


with the wrench and the pipes 


A PLUMBER TALKS BAGK 


fession but he denies that the trade as 
a whole is guilty of the accusations to 
the degree in which they have been 
made. 

“The plumber isn’t encroaching on 
anybody’s domain,” says Mr. Inscho. 
“We simply regard such electrical 
appliances as water heaters, automatic 
washers, dishwashers, garbage disposal 
units, etc., as plumbing and sell them 
that way. And we are just as con- 
cerned as the so-called ‘exclusive ap- 
pliance dealer’ is over how the future 
prospects for the sale of these appli- 
ances may be affected by installatioa 
charges. What must be accepted is 
the fact that many plumbers are appli- 
ance dealers, just as interested in the 
sale or service of appliances as they 
are in the installation and repair of 
plumbing fixtures. With such dealers, 





FROM BOTH SIDES 


This, one plumber's story, is presented here because ELECTRICAL 
MERCHANDISING, without necessarily subscribing to its conclusions, 
believes that all differences of opinion are most easily resolved when both 
sides have an opportunity to present their views. 


—The Editors 
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appliances are not just a side line, 
taken on with the expectation of pick- 
ing up a little extra money on the 
side.” 

So far, so good, Mr. Inscho. Granted 
that many plumbers are as concerned 
about the sale of appliances as “ex- 
clusive appliance dealers” are. Then, 
what about the question of plumbers 
refusing to install piped-in items, such 
as those appliances you mentioned, 
when these items are sold by outlets 
other than plumbing shops? 

“T think the question has been exag- 
gerated considerably,” answers Mr. 
Inscho. “There are exceptions, of 
course, but the average plumber, I 
believe, is ready to install any appli- 
ance for anybody at any time. The 
nub of the argument is the cost’ of in- 
stallation. Department stores and in- 
dependent dealers want to make a tie- 
up with the plumber to install appli- 
ances at a flat rate. This places all the 
risk on the plumber. Obviously, all 
installation jobs are not the same— 
why should all prices be the same? 
The plumber who ties up to do instal- 
lation work at a flat rate eventually is 
going to find himself facing a dilemma. 

(Continued on page 78) 
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THE PLUMBER HAS LEARNED that demonstration is a major fac- THE PLUMBER USES clever displays of merchandise because they are as profitable to his business 
tor in selling. Mrs. Grace Brittain shows the easy operating points as they are to other merchants. Young couples such as this one are prime prospects for the firm's 
of an automatic washer to a Homewood housewife. salesmen in presenting their sales talks on all kinds of kitchen equipment. 
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THE PLUMBER KNOWS that small appliances and electric house- THE PLUMBER SELLS appliances as part of the plumbing business and not as a sideline, Mr. Inscho 
wares, when properly demonstrated and sold, can lead to larger says. He contends that plumbers are as concerned over the future sale of appliances as other 
sales. Appliances are displayed with plumbing fixtures. merchants, by and large charge fairly for installations. 
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SELL FROZEN FOOD FIRST. | 





1 ATTRACTED BY ADVERTISING and the tales of neighbors about savings 
s possible by buying frozen foods at wholesale prices at Rich’s, this house- 
! 


wife pays a dollar for a year’s membership in the firm’s Frozen Food Club 


HER PILE OF FOOD grows as she moves along the row of freezers. Each 
. freezer is different in type and capacity so that she becomes acquainted 
with all the ayailable models. Ray works to sell the food, not the freezers. 
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SIGNED UP as a member, she proceeds to food-loaded display freezers to 
s make a selection. Carefully trained salesman, Elman Ray, doesn’t let her 
buy only what she wants, urges her to try other food products. 


AT THE END of the line she has collected an impressive stack of food, 
, but salesman Ray has not given up and works to sell her a frozen pie 
which she can add to the 16 items already purchased. 
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R SELLS IISEL 


That is formula of Rich’s Appliance Store, Mar Vista, Cal. Six months’ 


trial of frozen food club plan jumped sales from $3,000 to 


By W. R. HARRISON 


AR VISTA, California, has an 
M estimated population of 7,000. 

The business district is only 
two blocks long. Yet Rich’s Appliance 
Store, in June, sold $16,000 worth of 
home freezers! 

It sounds as if this store sold two 
freezers to every family in Mar Vista. 
Of course, it didn’t. But John W. Rich, 
owner, devised a merchandising plan 
that developed such a demand for 
freezers that it drew customers from 
Malibu, Van Nuys, Alhambra, and 
other communities twenty to forty 
miles distant. 

“We sell freezers,” says Rich, “by 
creating a need for them. Any dealer 
knows that this is one of the oldest 
principles of merchandising. But there 
is a vast difference between definitely 
creating a need for a freezer and 
merely telling a prospect she ought to 


’ 


buy one—which is just what appliance 
men and manufacturers have _ been 
doing. 

“I, too, had followed this practice— 
telling prospects they could save money 
on food, the improved flavor, the 
abundance of vitamins—all the good 
old stock in trade sales arguments. In 
spite of which last December, just six 
months ago, we sold only $3,000 in 
appliances, and very few of those sales 
were freezers! It began te dawn on 
me that if I could make my prospects 
actually feel the need of home freezers 
I'd have them hooked. 

“The answer was frozen food clubs. 
We create a need for a freezer by 
selling frozen food—at wholesale. 


Stuff the Prospects with Food 


“Our customers, their friends, and 
people who happen to hear about our 
Frozen Food Club, flock into our 
store and we sell them so much frozen 
food that they soon convince them- 
selves they've got to have freezers. 


LEAVING THE STORE, she has all she can carry and she and her family 
a will have to eat like starved bears in order to consume it all before it 
thaws—which is one way Rich’s proves that they need a freezer. 
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“We never try to sell a freezer to a 
prospect. Instead, we egg her on to 
buy all the frozen food she can stagger 
out with—look how much money she 
is saving! When she drives home with 
her bags of shrimp dinner, steak-in-a- 
cradle, mock chicken legs, beef stew, 
French fried potatoes, apple pie, and 
so on, on which she may have saved at 
least $2 over grocery store prices, she 
begins to wonder how in the world she 
can keep it from thawing out before 
she can use it. 

“During the next several days she 
and her family eat like crazy to keep 
the food from spoiling. 

“Do you think this cures her? Far 
from it. The food was so good that 
she is soon back for another load. 

“And she has begun to realize she 
can save from $2 to $10 a week by 
owning a freezer and buying her food 
at wholesale from us. It’s amazing how 
quickly she reaches that conclusion— 
in nearly every case, when she comes 
back for a second helping she has her 


$16,000 


unsuspecting hubby in tow. She indoc- 
trinates him in a hurry. Just listen—” 

“*Look, honey, I can save 8¢ on 
Why, at the market last 
week I paid 22¢ a box for them. And 
you remember that wonderful frozen 
apple pie! Look, I can buy it here at 
the food club for 24¢ less than at the 
grocery. I honestly believe I can save 
enough on our food bill to more than 
pay for a freezer.’ 

“Our plan,” Rich, “accom- 
plishes in a week or so what manufac- 
turers and appliance men have been 
trying to do for the past three years. 

“You can always tell when the pros- 
pect is hooked because then she be- 
gins to wonder if ‘salads won’t soon 
come frozen, too.” When that stage is 
reached, it’s time to start 
prices and terms on freezers.” 


these peas. 


says 


quoting 


That’s where a Rich salesman steps 
in. He has the facts and figures to 
verify her own conclusion that she 
actually can pay for a freezer from 

(Continued on page 176) 


BASIC IDEA of the whole Rich plan is to concentrate, as salesman Henry 


s Waldman does above, 


on selling food, 
convince themselves that they must have a freezer. 


Customers 
Sales are almost automatic 


not freezers. soon 
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FOR 10 DAYS ONLY WE ARE OFFERING THIS 


COMPLETE LAUNDRY OUTFIT 
£, 109° 


ASTUALLY LESS THAN MOST WASHERS COST ALONE 


“SPEED QUEEN 
WASHER 


PLUS 
72 CLOTHES PINS 


PLUS 


Strong Clothes Bosket 





MODEL 446 — 
TWIN WASH TUBS 
America’s =< 
Finest Wesker! 30 PACKAGES RINSO 


PLUS 
Met-L-Top tron Board 





G.E. ELECTRIC IRON 








or 

Generous Allowance 50 FT. CLOTHES LINE | 

For Your Old Washer! meee $109.95 | 

OUR EASY CREDIT TEAMS , q — | 
ACT NOW “+ 


OFFER IS GOOD FOR 
ONLY 10 DAYS 


M Sioame 
—————e! 
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SIMPLE COPY, the result of prior planning, bla- REACHES FAMILIES like the Giles of Manitowoc whose old wash tubs, lines, clothes pins, and boards M 
zons news of a money-saving combination offer... have worn out. Their response to Rahr’s short, but hard-hitting promotions . . . 

















Advance planning makes old promotion ideas produce big volume, even in a small town, says Upton 


Ziesler of Rahr’s, Manitowoc, Wis., who... . ! 


Sells Washers | 

















DRAMATIC DEMONSTRATIONS help R. L. Wain- SMALL APPLIANCE sales get impetus from free SALESMEN do no cold canvassing. Outside calls are { 
wright show a customer that Geneva’s finish won't chip. gift-wrapping service. made to follow up leads. 
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MEANS QUICK SALES of carload lots of merchandise which Upton Ziesler (center) buys after he has planned his campaign. This particular promotion, offering 
Speed Queen washer, tubs, clothes pins, line; ironing board, basket, soap, and a hand iron for $109.95, sold 234 washers in two weeks. 


by the CARLOAD 


OST people believe that a 
store shoots its bankroll on 
a carload of appliances and 
then whoops it up to get rid of them. 
Quite the reverse is the operation 
of Upton R. Ziesler of Rahr’s, Mani- 
towoc, Wis. (pop. 24,404). He 
studies what his town has an appe- 
tite for and prepares his product 
like a chef does a menu. He knows 
whether similar deals have satiated 
the customers’ desires, and what 
they can afford. He understands the 
conservative German character of 
the town, and can sense whether 
people in the income bracket the 
store caters to will go for an idea. 
In fact, it is this preliminary care 
and study that makes the numerous 
carload promotions of Rahr’s look 
so easy. The deal is the essence. 
Take, for example, a recent Speed 
Queen washer promotion that sold 
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234 machines in two weeks. Here’s 
the way it came about. Mr. Ziesler 
knew that in the old days a campaign 
which. included ironing board, iron, 
soap flakes, clothes basket, and all 
the appurtenances for a laundry 
drew a lot of customers. He knew 
that such a proposition had not 
been pulled in Manitowoc for nearly 
ten years. Figuring that all the old 
laundry baskets were worn out, the 
old rinse tubs had gone bye-bye, he 
believed that a similar promotion 
would go big. 

Now the Rahr idea is to funnel 
prospects into its three stores 
through advertising. They haven't 
had much luck with outside selling. 

“The first element of a campaign 
is to work out the advertising idea,” 
says Mr. Ziesler. “It must be sim- 
ple copy. We believe in smacking 
them big with the announcement, 
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follow it up with plenty of space 
and radio copy for a couple or three 
weeks, then close it off. A campaign 
loses momentum if operated too 


long.” 


This Combination Did the Trick 


The offer that knocked them off 
the Christmas tree was a Speed 
Queen washer for $109.95. It in- 
cluded 72 clothespins, a clothes bas- 
ket, twin wash tubs, 30 packages of 
Rinso, metal top ironing board, a 
50 ft. clothesline and a G-E electric 
iron. 

Displays were set up in windows, 
on the main floor—which normally 
features furniture—and in the base- 
ment. Every one of the 89 employees 
of Rahr’s was told about the story 
and urged to beat the drum in a big 
way. Result, which is now history, 
was 234 sales in two weeks. Fully 50 


By 
TOM F. 
BLACKBURN 


percent of the sales were cash. On 
the balance, the favored operation 
was to sell one-third down, a third 
in 30 days and the balance in 90 
days, with no carrying charge. 
Where time payments were made 
over a period, deals were sent to a 
local finance company, but collections 
were made in the store in order to 
bring the customers back in. 

It must be remembered, said Mr. 
Ziesler, that the essence of the whole 
idea is the proposition. Rahr’s tried 
another promotion, at $99.50, which 
omitted the G-E iron and the twin 
wash tubs. It didn’t go over half so 
well. Apparently the plus value of a 
known brand—the iron—plus the 
fact that most homes were shy of 
rinsing tubs, made the first copy the 
bigger success. 

To show that it was no fluke, 

(Continued on page 86) 
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ON THESE POINTS A DEALER IS JUDGED FOR A TV 





INTEGRITY of the owner, reputation of the store, are strong points in favor 
of any dealer, as they were when GESCO-SF radio-TV sales manager Garrison, left, 


franchised Ben Scott of Lachman Bros., San Francisco. Scott has had 26 years 
of radio selling experience 





SERVICE by the dealer or on contract is a must arrangement in most fran- 
chising. Some radio-appliance dealers like Ross Radio, Menlo Park, Calif., had 
long established service businesses, could expand to handle television service. 
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FRANCHISE . . . 





RECORD WITH RADIO makes a dealer a favored bet for success in 


selling television. 


Jack Miles, left, manager of Central Electric, Palo Alto, had 


been doing strong selling job on G-E radios and combinations, had no trouble in 


getting television franchises. 


Picking Dealers 


What makes a good television dealer? General 
Electric Supply, San Francisco, which thinks it 


By HOWARD J. EMERSON 


HE rumor that one distributor 
mailed out television franchises 


by third class mail addressed to 
“boxholders” is as untrue as the one 
about the cautious distributor who 
would not give a television franchise 
to anyone under 21 years of age—un- 
less the guardian signed. But it is true 
that the distributors in many areas 
have run the gamut of mistakes in 
carrying out the important job of 
selecting dealers to handle their lines 
of television receivers. Because most of 
these mistakes can be attributed to in- 
experience and ignorance of the re- 
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quirements of a good TV dealer, rather 
than only poor judgment, there’s no 
reason why distributors, and dealers, 
too, in the areas soon to receive tele- 
vision, should not learn from the mis- 
takes and experiences of their brothers 
and save headaches and dollars. 
The results of poor judgment in 
selecting dealers for television fran- 
chises do not confine themselves to the 
personal dealings between a distributor 


and a dealer—they become area wide, 


influencing the market for all lines of 
television receivers. Most important 
result is a general breakdown in the 
price structure of all brands, contribut- 
ing to a wave of costly price-cutting 
like that seen in almost every section 


1949—ELECTRICAL MERCHANDISING 

















—— 











—— — aa — 





—_ eer 








Ee one. 








SELLING ABILITY and willingness to organize outside selling, study new 


products, manage salesmen efficiently, were assets when GESCO-SF sought TV 
dealers. Wallace Blight, San Carlos, Calif., fit the requirement, has salesman, 


left, making home demonstrations. 


or TV Franchises 


knows, has set high standards, established an 


internal routine for handling dealer franchises 


of the country this summer. The fran- 
chising of many dealers who were not 
equipped or prepared to merchandise 
television in a competitive market was 
definitely one of the important causes 
for the situation. Such franchising of 
marginal outlets could have been held 
to a minimum if distributors had sifted 
applications more thoroughly, set their 
requirements higher, stuck to the re- 
quirements, and policed their outlets. 

Because the San Francisco Bay 
Area was late in arriving on the tele- 
vision scene (Jan. ’49), distributors 
there had time to analyze the problems 
of franchising, to study the successes 
and failures in Los Angeles, the East 
and Midwest. As a result, dealer fran- 
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chising in the Bay area presents one 
of the cleanest pictures seen anywhere 
in the country, and it proves that dis- 
tributors in the coming television areas 
can profit by the experiences of those 
who had to struggle through the early 
years of television set merchandising. 

One of the northern California dis- 
tributors which set up a system. of 
franchising designed to eliminate the 
mistakes that had been made in other 
areas, was the General Electric Sup- 
ply Corp., San Francisco, where F. 
Lowell Garrison is radio-TV sales 
manager, Bert Reynolds is appliance 
sales manager, and Chas. Goodwin, 
Jr., is district manager. Each of these 

(Continued on page 168) 
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DISPLAY that is adequate to provide good demonstration area and favorable 
appearance of telesets is sought in each community by distributors. Few respond 
with 2,000 sq. ft. of television showroom like that of dealer Clare Kemp, right, 
of Burlingame, Calif. 








LOCATION is not a substitute for selling, but decided asset. GESCO fran- 
chised the Appliance Center, Oakland, which Richard Lehman leases in model 


shopping area with parking space for 480 cars. 112,000 cars pass corner daily. 
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PERELMAN, ot the receiver, discusses various points in the “‘selling up’ program with his staff. Prospects will want a larger set anyway, he insists, and he carries. a complete 
price range as an aid to more, and more profitable, sales. 


Demonstrations Sell Video in Fringe Area 


Perelman’s of New Castle, Pa., even puts two sets in a prospect's home—the 
better to sell a better model—and keeps its customers with subsidized service 


\ROM a flying start early this 
4 vear, Perelman’s, of New Castle, 


Pa., worked up to 80% 


sales in 


closed 
its new television department 

this in a community that reaches 
about 50 miles for its TV 
from Pittsburgh 


reception 
Several points in the 
selling program contribute largely to 
this success. 

“We knew we had a job cut out for 
us,” admitted Larry Perelman, firm 
head, “and we adopted an aggressive 
selling campaign. In addition to being 
some 50 miles from the nearest video 
station, we’re in a community of hills 
and valleys, and Perelman’s is at one 
of the lowest reception points, too. 
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By WALTER RUDOLPH 


“We built a 100-foot television 
tower, to assure the best reception pos- 
sible in our store television salon, in 
the basement. Then we set out to sell 
a public that was very doubtful about 
television’s worth to it.” 


Traveling Billboard 


To aid in identification of Perel- 
man’s as a television “headquarters” in 
the community, Perelman set up what 
he calls his travelling billboard.” 
This consists of a cab-over-engine 
truck with attractive lettering on its 
sides: “Perelman’s Television. Sales 
. . « Installations . . . Service. New 
Castle, Pa,” 


“We've got a 100% location, in the 
heart of town,” he continued, ‘and our 
truck with its bright lettering travels 
the streets continually. The first thing 
people notice, I know, is the firm name 
and then ‘television,’ and they come in 
to ask about this new entertainment.” 

“Right away we assure them that 
we'll give them a home demonstration 
of any set they wish to see—and at no 
obligation. They don’t have to buy. 
We take the long range view. The 
main idea is to get that set out in 
the home for a few days, and that’s 
what the special truck is for, too.” 

Perelman says that he is profiting 
by these demonstrations, even when a 
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sale is not made, because his men are 
learning about reception troubles in 
the up-and-down spots where sets are 
temporarily installed. In time, he 
reported, this demonstration policy 
will be discontinued, but right now it’s 
doing its part in customer and store 
education. 


Sell Them Up 


Selling-up is the next important con- 
sideration at Perelman’s. Sure, the 
customer or prospect sees the set of 
his choice in action. Perelman’s car- 
ries the complete price range, from 
about $139.50 to $1,640.00. But a 
second phase of the demonstration is 
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Pattern for Promotions 


Every month Goddard's, Yakima, Wash., concentrate on a particular 
appliance—a method that has paid off with some spectacular results 


By ALLENE RUE 


promotion a month is a big order 
A for any appliance dealer, but 

Goddard’s in Yakima, Wash., is 
proving that it can be done, and with 
good results. And in doing so, the con- 
cern emphasizes the need for a dealer 
to have a pattern for his promotions— 
a flexible formula which takes into 
consideration the individual store’s lo- 
cation, display_facilities, selling force, 
service department, and how each one 
can be utilized to its fullest in the pro- 
motional effort. 


Freezer Promotion 


The proof of such a pattern for pro- 
motions is in the selling results, says 
president Ken Goddard. In April the 
store keyed its efforts to a Philco 
freezer campaign timed to hit the peak 
season for freezer buying in the Ya- 
kima area. Goddard’s sold 75 freezers 
in a five-week period, more than 
tripling its entire freezer volume of last 
year. For the first five months of 1949 
the store’s total freezer sales reached 
100, compared to a total of 22 freezers 
sold for all of 1948. 

Goddard’s followed this with a Gen- 
eral Electric washer promotion, selling 
25 washers in 10 days. Highlighting 
this campaign was a special offer fea- 
turing a $28 set of Cannon sheets and 
towels with each G-E automatic 
washer and a $10 allowance on the 
set with each wringer model sold. 

Volume-wise, Goddard’s biggest sell- 
ing appliance is refrigerators—the all- 
out promotion for June when refriger- 
ator buying is heaviest in that region. 
Featuring five Philco models and a $25 
immediate food bonus, the sales goal 
was set at 100 refrigerators for a 15- 
day period. 

With concentrated effort on monthly 
promotions Goddard’s has set a sales 
goal of $600,000 for 1949, a $100,000 
increase over last year’s volume. 

“We're a comparatively small store,” 
says Bliss Ingalsbe, vice-president and 
general sales manager, “employing 22 
people and located in a town of about 
40,000 population. We’ve set an ambi- 
tious goal but we believe we can reach 
it through hard-hitting promotions.” 

“So far the sales picture for 1949 
looks promising. For the first six 
months of this year our sales volume 
is equal to that of the same period last 
year. But we have the best half of the 
year ahead of us. Since our biggest vol- 
ume is realized during the last six 
months of the year the outlook is en- 
couraging. 

“On radios alone we hope to realize 
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a good percentage of profit during the 
last quarter of this year. Last year our 
radio business accounted for 20 per- 
cent of our total volume, and we’re 
working to make it an even larger per- 
centage this year.” 


A Formula For Promotions 


Ingalsbe finds the answer to suc- 
cessful promotions is in using a simi- 
lar pattern for each one. By applying 
a formula that has repeatedly worked 
the store can coordinate its efforts in 
advance, calculate the work and ex- 
pense that will be involved and time its 
promotions for the best results. 

“Tnitially we concentrate on direct 
mail which has proved to be a com- 
paratively low-cost form of advertising 
for us, as well as an excellent means 
for reaching a mass market. In advance 
of each promotion we mail out direct 
mail pieces to 1,000 of our appliance 
users. This is a carefully selected list, 
frequently revised due to changes of 
address and new users. Since our users 
are extremely good prospects for other 
appliances we are constantly working 
to ‘build this list to 3,000.” 

To reach the large farm market in 
the Yakima area the store sends out 
3,000 mailing pieces to its rural routes. 
Ingalsbe estimates the average cost of 
direct mail pieces is about three cents 
per person. Results from this form of 
advertising, he claims, run about 10 
percent. 

Supplementing its direct mail God- 
dard’s reaches another segment of the 
market through local newspaper ad- 
vertising which breaks on the morning 
of the promotion. In the meantime 
radio spots plugging the promotion 
provide increased build-up and re- 
mind listeners of the promotion. 

On advertising alone Ingalsbe esti- 
mates the store this year will spend 
about four percent of its total sales vol- 
ume, an increase of one percent over 
last year’s budget. 


Mass Display Outside 


While the advertising is providing 
the impetus Goddard’s is busy getting 
the store set up for the promotion. Its 
first eye-catching scheme is a sidewalk 
display of several models of the appli- 
ance uniformly lined up in front of the 
store. In the center of the display 
stands “the old washer woman,” for 
years the identifying feature of God- 
dard’s. The dummy woman, bent over 
a washboard continually scrubbing 
clothes, is often rigged up with a mi- 
crophone system to “talk” to passers- 
by. Located away from the center of 
town, but directly off one of the arterial 
highways in Yakima, the store is 


ideally situated for outdoor displays, 
and they are a constant attraction- 
getter, says Ingalsbe. 

A sealed-off window in the front of 
the store focusing attention on one 
model of the appliance provides a ver- 
itable backdrop for the sidewalk dis- 
play. Directly inside the store is a 
prominent floor display of the featured 
appliances carrying name brand ban- 
ners and conveniently opened for thor- 
ough inspection by the customer. God- 
dard’s uses several means to dramatize 
its floor displays in attracting custom- 
ers. On its recent freezer promotion 
the store had several freezers filled 
with prepared foods for the customers 
to see and sample. During its refrig- 
erator campaign, featuring a $25 im- 
mediate food bonus, built-up displays 
of canned foods were staggered around 
the promoted appliances. 


Sales Meetings Help 


An integral part of Goddard’s pat- 
tern is its live-wire sales staff backing 
up each promotion. Twice weekly the 
salesmen and service personnel get to- 
gether for sales meetings, headed by 
Goddard or Ingalsbe. One session 
scheduled just before a promotion 
breaks is devoted entirely to salient 
points to stress in the campaign, often 
showing slides of selling techniques on 
the particular appliance being featured. 
Working in close cooperation with its 
distributor and factory representatives, 
Goddard’s frequently has distributor 
specialists on hand to give a sales pitch 
before the promotion breaks and to 
work with the salesmen during the 
campaign. These informal evening ses- 
sions give the men an opportunity to 
air their gripes, offer suggestions and 
coordinate their efforts in all-out co- 
operation for each promotion. 

“Distributor cooperation is an im- 
portant factor in all of our promo- 
tions,” Goddard says. “We maintain a 
fine working relationship with our dis- 
tributors who provide us with sales 
help from specialists in the field, as 
well as advertising and advance plan- 
ning on each campaign. During our 
recent open house both Philco and 
General Electric distributor represen- 
tatives were on hand before and dur- 
ing the three-day opening to work with 
the men in demonstrating and selling.” 


Promotion Follow-Up 


Goddard’s salesmen leave no stone 
unturned in making the most of every 
promotion. The minute the customer 
steps into the store the salesman takes 
over, working into the promotion and 
carrying through to see what other ap- 

(Continued on page 174) 
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A DEALER’S 











FLOOR SELLING is active and color- 
ful at all of Goddard’s promotions. 
Typical of its distributor cooperation 











ALERT SALESMEN gather for a brief 
sales meeting before each promotion 














PROMOTIONAL PATTERN... 
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NATURAL TIE-INS using the store’s all-electric kitchen are carefully planned 
by the salesmen for each promotion to create sales on other appliances and 
build up prospect lists. 
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is the demonstration help of distributor representatives Jerry Straley, Philco 
specialist for Radio & Television Appliances, Seattle, and Ted Collins, sales 
counselor for General Electric Supply Corp., Seattle. 















MASS DISPLAYS featuring models of the promoted appliance serve as an 
ideal traffic stopper at Goddard's strategic location directly off one of 
Yakima’s arterial highways. 
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breaks. Bliss Ingalsbe, vice-president and general sales manager, summarizes SALES CONTEST running throughout the year for the salesmen and service 
important selling points and concentrates on last minute details of the promotion. personnel provides added incentive in making the most of each promotion. 





ELECTRICAL MERCHANDISING—NOVEMBER, 1949 PAGE 67 


~. 


HOUR-LONG, five-a-week TV programs have been used by Peirce-Phelps, 
Philadelphia distributors, in training retail salesmen in equipment features 
and in appealing directly to customers by showing appliances in actual use. 
Fifteen minutes of each show is devoted to product demonstration, 15 minutes 
to man-on-the-street interviews and the remaining half hour to a studio 
audience participation show. 
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TELEVISION’S PROMOTIONAL POSSIBILITIES were exploited by Donald Del 
Colle, president of Manhattan Commodities, Inc., Floral Park, L. |., when he 
sponsored television coverage of his new store’s opening over WPIX, New 
York TV station. Visitors to the store were able to watch a telecast in the 
making while stay-at-homes were treated to a variety of entertaining acts 
interspersed with effective commercials. 
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TELEVISION SOLD TELEVISION for the Havens Electric Co., Albany dis- 
tributor, when the firm chose to use an hour-long video show to introduce 
four new G-E TV sets to its retailers. So successful was the combination 
sales presentation and variety show that the distributor sold out his supply 


within a day; in the meantime, retailers reported good response from con- 
sumers who had seen the show. 


TELEVISION THEATER seating 25 persons has been built in the radio tele- 
vision department of O’Neil’s department store, Akron, Ohio. Room is about 
12x20 ft. and folding chairs accommodate visitors. Shows run daily from 
3 to 5 p.m. Store salesmen credit theater idea with really pulling in prospects. 


Large placard visible from door of store’s restaurant helps draw crowds to 
the TV theater. 
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TIMING HOME DEMONSTRATIONS of television sets so that they will coin- 
cide with telecasts which reflect the family’s entertainment preferences is 
vital according to Marshall Smith of Cleveland Television Sales, Inc. In 
loaning TV sets, Smith checks on what sort of event might interest the family 
most, then leaves the set for a three day period during which at least one 
such telecast is available. 





COIN METER for television set does more than merely help owner put aside 
money for payments. The meter also serves as a reminder of how economical 
television entertainment is when compared to actually attending movies, plays 
or sporting events. Terman’s in Chicago sells meter outright to TV owner 
for $15 because some customers like to have it available for putting bite on 
guests watching the set. 
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KEEPING CUSTOMERS SATISFIED is the purpose behind follow-up calls made 
on TV set owners by salesmen for Stowers, Inc., Pasadena, Calif. Careful 
explanation of how set works during the sales pitch, complete demonstration 
of tuning by serviceman when set is installed, and follow-up call by salesman 
to make sure set is performing at peak efficiency help owners enjoy television 
and make them remember Stower service. 
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A COMPLETELY EQUIPPED travelling service shop is opening doors for 
television sales in Burlingame, Calif. Jack Lane and Ken Onyon of Peninsula 
Refrigeration and Appliance Co. use the truck’s presence in a neighborhood 
as an excuse for door to door canvassing. The truck’s complete service facili- 
ties impress prospects with the type of service they can expect if they buy 
their TV set from Onyon and Lane. 


PAGE 69 














Ne. 


PEOPLE WILL BUY clocks all year ‘round if they are properly displayed, if dealers follow up on holidays and engagement announcements, and if 
this advice to use in a successful campaign. 


It's Clock Time All The Time 


Traditional season for clock selling is Christmas, but Irvin Von Driska, Rock River Electric Supply Co., Ill., sold 600 in five summer days 


promotions are staged, say industry experts. 


O his salesmen assembled, Irvin 

Von Driska said: “The neces- 

sity of mailing out a lot of 
individual clocks is going to take a 
pile of packing around this place. I’ve 
got a better idea. I want each of you 
boys to put half a dozen in each of your 
cars. 

“When you go in to see a dealer, 
stick one in a display card, set it up 
on his counter, and say, ‘Mister, this 
clock is yours, free, with no strings 
attached, right now, if you take this 
deal.’” 


No Chance tc Bog Down 


Mr. Von Driska was outlining an 
electric housewares promotion that re- 
sulted in the sale of 600 pieces in five 
days. 

It was a deal that proved that small 
appliances can be sold out of season, 
if the handling and the proposition are 
right. This one worked for these rea- 
sons : 


1. The dealer got a gander at his 
premium right off the bat. 

2. The public enjoyed an allowance 
on an old clock. 
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Irvin Von Driska has put 


3. Because the salesmen carried the 
premiums, no distributor was over- 
taxed in his shipping room. 

4. The distributor’s man set up 
the display. 

5. The moment the deal was ac- 
cepted, he tore off a postage paid card, 
marked it with the mat and advertis- 
ing copy requirements of the dealer, 
and tossed it in the mailbox as he went 
out. As a result, nobody was ruffled by 
the operation. 


Irvin Von Driska holds forth with 
the Rock River Electric Supply Co. 
in Rockford, Ill., but what he did 
was repeated over the country. 

The basic idea behind this clock 
promotion, out of season, was a so- 
called “Trading Post.” It was built 
on the fact that the average price 
paid for electric clocks, retail, is $5.95. 
A free $6.95 clock permitted the re- 
tailer to offer $1 trade-in on half a 
dozen old clocks and get his own full 
list price and more. There was a 40 
percent margin for the dealer. 

In the clock business the American 
home has escaped the bogey of sat- 
uration because one can be used in 


nearly every room. Today, one home 
in two is buying clocks. 

Electric clocks will sell well in any 
season if properly displayed. If placed 
where the prospect can get her hands 
on it, the demand will be accelerated. 
The $1 allowance on old clocks— 
offered temporarily—was enough to 
get action from interested people. 


Distributors at Fault? 


Trouble with the promotion of elec- 
tric housewares, says John Babb, who 
heads up Telechron sales for Chicago, 
is that the whole distribution machin- 
ery is at fault. Too many distributor 
men are working on a straight com- 
mission basis, and naturally sell what 
is hot. They neglect stuff that responds 
to pushing. 

It has been shown that some incen- 
tive will get results. A clock house not 
long ago offered a $45 clock as a per- 
sonal gift to each distributor man turn- 
ing in a certain accomplishment. The 
result was 7,300 clocks sold in July, 
out of season. 

The electric housewares business 
has been stamped in retail eyes as a 
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gift business, something to be whooped 
up around Christmas. 

It has been overlooked that August 
and September are busy times for par- 
ents who are thinking of getting their 
kids off to school. They have to buy 
clothes for the youngsters and, if they 
are going to get up for class, they 
must have alarms. This idea, promoted 
by display, advertising, or simply by 
calling a dozen parents whose young- 
sters are school bound, can result in 
business, and often moves a combina- 
tion radio and clock. 


Remember the Special Days 


Mother’s Day is another time of 
year when everybody’s mind is open 
to gift suggestions. Birthdays, holi- 
days and anniversaries dot the calendar 
and yet nobody makes an effort to tie 
in with these activities. 

A tickler kept full of dates, such as 
wedding anniversaries, family holi- 
days and the like is going to come 
back into the retailing picture, John 
Babb thinks. The society columns of 
newspapers offer a daily supply of 
ammunition as well. End 
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Third National Home Laundry Conference 
Reveals New Washing, Drying Techniques 


HE Third National Home Laun- 
dry Conference, sponsored by the 
American Home Laundry Manu- 
facturers’ Association, was held at the 
Commodore Hotel in New York City 
recently. H. Paul Nelligan, president, 
Easy Washing Machine Corp., Syra- 
cuse, N. Y., president of the associa- 
tion, opened the meeting. Eloise Davi- 
son presided at the sessions. 

One hundred twenty-five experts in 
the home economics field from educa- 
tional institutions, women’s magazines, 
industry and government participated 
in discussions on textiles, washers, 
dryers, ironers, soaps, detergents and 
other supplies. 

The conferences, held twice a year 
by the AHLM Association, are de- 
signed to arrive at a common un- 
derstanding of all phases of home 
laundering problems, the findings to be 
reflected in improvements in product 
design and in better techniques in 
washing, drying and ironing. 

A feature of this conference was 
the first public showing of the asso- 
ciation’s special Comparator washer, 
designed as a yardstick for conducting 
washing tests by which manufacturers 
can test the efficiency of their own 
products and of competitive models. 
Frank Breckenridge, chairman of the 
association’s engineering committee 
and vice-president of the Automatic 
Washer Co., Newton, Iowa, assisted 
by G. I. Cockerill, Apex, and Dave 
Hays, engineering consultant to the 
association, explained how the machine 
is used. The Comparator is available 
only to washer manufacturers and cer- 
tain research laboratories with the 
consent of the association’s executive 
committee. 


Textiles 


Betty Genger, Woman’s Home Com- 
panion, discussion leader on the sub- 
ject of textiles, had two guest speak- 
ers: Julius Goldberg of J. P. Stevens 
Co., textile manufacturers, who dis- 
cussed fabrics in relation to their 
washability; and Dr. Charles A. Sie- 
bert of the American Association of 
Textile Chemists and Colorists. 

Dr. Siebert outlined the background 
and workings of his association. Lo- 
cated in Lowell, Mass., the AATCC 
has groups geographically distributed 
throughout the country where com- 
mittees are carrying on research proj- 
ects in all phases of textile industry. 
According to Dr. Siebert, the associa- 
tion is interested in getting together 
with the American Laundry Manufac- 
turers’ Association members. “A closer 
working relationship between the vari- 
ous branches of the textile and laundry 
industries,” he said, “will help serve 
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Experts, 125 strong, discuss improvements and uses of 


textiles, washers, dryers, ironers, soaps, detergents. 


Comparator test washer shown for first time 


By ANNA 


as a guide post in developing future 
equipment, and in knowing what will 
happen to certain fabrics when laun- 
dered at home, as against what will 
happen to them in a commercial laun- 
dry.” 

Dr. A. Pauline Sanders, chief, home 
economics education, Department of 
Public Instruction, Commonwealth of 
Pennsylvania, Harrisburg, Penna., in 
“Marketeers in the Making,” told, 
with the aid of a slide film, of home 
management projects being carried on 
in Pennsylvania schools. “Emphasis 
on laundry principles and laundry 
equipment is meeting with great suc- 
cess in many state supervised groups,” 
she reported. “And since 1944 these 
home management projects have in- 
creased 50 percent while sewing, for- 
merly the most ponular project, has 
decreased 12 percent.” 


Blanket Washing Survey 


Heading up the washer discussions. 
Fern Halverson, Nineteen Hundred 
Corp., presented Dr. Elaine Knowles 
Weaver, associate professor, House- 
hold Equipment, School of Home Eco- 
nomics, Ohio State University. who 
reported on a recently completed blan- 
ket washing studv. 

Five types of blankets (heavy, me- 
dium, 50/50 cotton and wool, cotton 
and ravon, and 5 percent woolen) were 
studied. The heavy blanket, accord- 
ing to Dr. Weaver, presented the most 
problems. 

“The type of blanket, we found, had 
a lot more to do with the appearance 
after washing than did the machine,” 
she reported. “An automatic washer 
will work well if used rieht. The ma- 
chine must be manuallv controlled 
when using it for blankets.” 

Five controlled mechanical methods 
were tried. It was found that a two- 
minute wash period was long enough 
for the dirtiest blanket. The most sat- 
isfactory formula, according to Dr. 
Weaver, was found to be five minutes 
for pre-soak, which allows for relaxa- 
tion of soil from blanket: two minutes 
for washing; and two tub rinses of 
one minute each. 100 degree water tem- 
perature was found to be the most 
suitable. (Texture became harsh after 
five washings at 135 degrees.) 
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Detergents versus mild soap experi- 
ments proved that less shrinkage oc- 
curred with mild soap flakes than with 
detergents. “The lack of a buffer,” Dr. 


Weaver said, “caused the shrinkage 
with detergents.” Results of these 
studies will soon be made available 


in pamphlet form, Dr. Weaver said. 

Lucille Williamson, Cornell Uni- 
versity, reported great interest and 
some befuddlement on the part of 
homemakers on the subject of deter- 
gents. She urged these manufacturers 
to include on their boxes a formula 
or table of suggested quantities to be 
used in various degrees of hard water. 
She also brought up the subject of 
inadequate directions. “Too much 
faith is placed in directions,” she said. 
“College students can’t read very well, 
let alone homemakers. Let’s have more 
explicit directions and bigger and het- 
ter arrows on appliance control dials,” 
she added. 


Dryers 


Edith Ramsay, household equipment 
editor, American Home, was the dis- 
cussion leader on dryers. Mrs. Julia 
Kiene, director Westinghouse Home 
Economics Institute, reported on a re- 
cent dryer study made by Westing- 
house. 

“The research was made to deter- 
mine the following,” Mrs. Kiene re- 
ported: “Do clothes discolor in a 
dryer? Do they have an odor? Is the 
dryer harder on sanforized garments ? 
Do they shrink more or less? Is the 
dryer harder on table linen than line 
drying? Is the dryer harder on the 
wear factor than line drying?” 

Three loads of clothes were used in 
the study—one held as a control: one 
was washed and dried 50 times in an 
automatic dryer; and the other was 
line-dried 50 times. Briefly, the re- 
sults showed that the same degree 
of fade occurred for both methods in 
the first five or six washings. After 
that the dryer-dried clothes stopped 
fading, but the line-dried batch con- 
tinued to bleach out. 

A panel of 35 people checked the 
smell of the two bundles of clothes 
for the odor test. “It was interesting 
to discover that not one of the 35 was 
able to distinguish any difference be- 


tween the line and the dryer dried 
bundles,” Mrs. Kiene commented. 

In the line-dried tests the clothesline 
had to be cleaned each day; it broke 
10 times; one load had to be taken 
down three times because of rain; and 


in several instances wind velocity 
made it necessary to re-wash some 
pieces, 

The tensile strength tests showed 


about 3 percent better wear for dryer- 
dried clothes than the line-dried batch. 
Sanforized fabrics and percale sheets 
showed 25 percent better wear; muslin 
was almost as good as the original; 
linen napkins showed wear in both 
methods. The dryer batch showed 33 
percent less wear than the line-dried 
napkins. 


Drying Blankets 


Natalie Barry, supervisor Home 
Laundry Dept., General Electric Insti- 
tute, described the success her depart- 
ment has had in drying blankets in an 
automatic dryer. “We have been dry- 
ing blankets in an automatic dryer to 
a set of specifications for several years 
with very little shrinkage—about one 
inch narrower and in some cases as 
much as four inches longer than the 
original measurements after 50 wash- 
ings and dryings. 

“The dryer must be kept thoroughly 
clean, especially the lint trap, which is 
an important factor in any blanket dry- 
ing job. Buffer material such as pillow 
cases should be included with the blan- 
ket. Time is important—15 minutes is 
about average—but drying progress 
should be carefully observed every 
minute or two until just a little mois- 
ture is left—then it is time to take the 
blanket out and re-block it.” 

Dampness—the degree of moisture 
left in a fabric, according to Mrs. 
Sarry, is a term which should be de- 
fined and classified, since no two 
women have the same conception of 
the meaning of the word. 

“If the lint problem in a dryer is 
properly explained to a customer at 
the beginning or post-sale demonstra- 
tion, there is no disappointment or dis- 
satisfaction encountered,’ said Mrs. 
Barry. 


Other Hints 


Other hints for satisfactory dryer 
use given by Mrs. Barry included the 
use of a small ventilating fan to solve 
most of the moisture problems encoun- 
tered. “Where there is a cold floor, 
there are added condensation prob- 
lems—venting out the dryer may be 
necessary in these cases, although a 
cotton rug in front of the dryer often 
solves this problem and has an added 


(Continued on page 180) 
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Store A 


Total Store Sales......... 
Houseware & Traffic Appl. 


Trattic Appliances Departmentalized 





Se eh 820,000 
% Total Store Sales... ... 3.15% 
Traffic Appliance Sales. . . 265,000 
% Housewares Sales... .. 32.3% 
Total Space Housewares 

ee 30,000 
Devoted to Traffic Appl 

oe ere 1,600 
% Space for Traffic Appl.. 5.3% 
Dollar Sales Per Sq. ft..... $165.63 


DEPARTMENT STORE SURVEY (1941 FIGURES) 
(Six of the Leading Department Stores in Midwest) 


B Cc D 


$26,000,000 $20,000,000 $20,000,000 $19,000,000 $8,445,000 $29,400,000 $122,845,000 


700,000 250,000 525,000 
3.5% 1.25% 2.16% 
160,000 45,000 87,000 
22.71% 18% 16.6% 
33,867 7,500 7,000 
3,600 300 850 
10.6% 4% 12.1% 
$44.44 $150 $102.35 


Housewares Department Figures in All Cases Do not Include Kitchen Furniture 
Trattic Appliance Sales Do not Include Light Bulb Sales. 


Total or 

E F Average 
200,000 1,420,000 3,915,000 
24% 4.83% 3.02% 
30,000 236,000 823,000 
15% 16.6% 21.02% 
11,700 50,000 140,067 
1,000 3,640 10,990 
8.5% 7.3% 7.8% 
$30 $64.84 $74.89 








What's Wrong With Electric Housewares Sales? 


Useful, low in cost, free of trade-in and delivery problems, electric housewares still are 
not realizing their sales potential, say 10 industry members, who offer some solutions 


INDERELLA girl of the appli- 
C ance business is undoubtedly the 

traffic item industry. Although it 
has grown until its total dollar volume 
exceeds range sales—one member is 
said to have done $40 million last year 
—it still sits in the chimney corner, 
awaiting some prince with a glass slip- 
per. 

What, then, prevents traffic appli- 
ances—electric housewares—from get- 
ting the recognition they deserve? 

They perform as many useful func- 
tions for family life as major items, 
and due to lower prices and small sizes, 
they reach more people. 

They miss the trade-in headache. 

They duck the trucking and delivery 
problem. 


What 10 Men in the Field Say 


A group of manufacturers, distrib- 
utors and dealers have discussed this 
situation with ELecrricAL MERCHAN- 
DISING. All were outstanding in their 
field. Their off-the-record opinions are 
presented herewith :— 

1. The marvelous diversification of 
the business is both a strength and a 
weakness. In Chicago alone there are 
said to be 6,000 retail outlets selling 
electric housewares, against 2,013 
stores retailing major items. The re- 
cently completed Chicago Tribune sur- 
vey showed this picture: 


932 jewelry stores 
2,013 major appliance stores (who also carry 
traffic items) 
832 hardware stores (who do not carry 
major items) 
1,834 drug stores 
98 drug chains 


4,708 known electric housewares outlets 


If you add on the utility and its 
branches, the mail order chains, the 
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dime stores and other outlets, you 
easily get 6,000. This is typical of the 
entire country. What does it mean? 

It means that dealers feel that most 
electric housewares give them nothing 
exclusive in their neighborhoods; they 
are just like sugar and salt to a 
grocery store. They can hope to sell 
only their normal traffic, cannot reach 
out for business, therefore do not plug 
them. 

2. This also goes for distributors; 
half a dozen may be carrying the same 
item, calling on the same trade. The 
result is that there is no pressure, no 
personal attention. Traffic items are 
actually an also-ran with them. It so 
happens they are actually specialties 
and require specialty attention to 
thrive. 

3. Burden of promotion, even down 
to the retail level, thus rests on the 
manufacturer. This burden, in the 


opinion of some, has not been picked 
up. 
4. The business has allowed itself to 
get messed up with non-electric house- 
wares. 


Who Is Doing the Business 


While everybody seems to be in the 
small appliance business, a Middle 
West distributor declares it is his 
opinion that jewelers who sell on time 
do the best job. Recently a jeweler in 
his town bought 50 mixers and adver- 
tised them at $24.95. They were sold on 
a 50¢ down, 50¢ a week basis, and 
cleaned out immediately. 

The department store, with its floor 
traffic, is another big outlet. On the 
other hand, a manufacturer said that 
he thought department stores ac- 
counted for only 10 percent of the total 
business, with 50 percent of the vol- 
ume going through dealer channels. 


' 


There is disagreement on who is 
actually selling small appliances. How- 
ever, one well known distributor main- 
tains that the drift in small appliances 
is to jewelry and department stores. 
They sell 50 to 60 percent of the total 
in his midwest city of 200,000. Fur- 
niture stores are fading badly on port- 
able appliances, he said. 


1% of Department Store Volume 


One manufacturer has made a con- 
fidential store study in a number of 
cities to find out the number of square 
feet in appliances, and the number 
of square feet in housewares. The firm 
has discovered that four percent of the 
department store’s volume is in house- 
wares. Some 25 percent of this is in 
small appliances, which means that 
about one percent of the total sales of 
the average department store are for 
portable electric appliances. 

A small dealer, one manufacturer 
says, can get enough out of table appli- 
ances to pay his light and heat. On a 
$10,000 yearly volume of table appli- 
ances he will make $3,600 gross. He 
can earn six percent, which should be 
$216 a year, enough to pay for light 
and possibly, heat. The average rent 
is around $85 to $100 a month. The 
average store pays out $36 a month for 
utilities, $432 a year. By selling table 
appliances you can take care of a hunk 
of this. 


Sales Bunch Around Christmas 


Most dealers figure traffic appliances 
are gift items. Recently one of the large 
houses published a five year resumé of 
its sales. It showed that two-thirds of 
the firm’s volume was done the last half 
of the year, and if you cut out a couple 
of summer months it packs the busi- 
ness even more closely towards Christ- 
mas. 

One distributor says that special 
days, such as Mother’s Day, have not 
been properly exploited. Another dis- 
tributor is of the opinion that the pres- 
ent large sales of portable appliances 
during the holidays cannot be changed. 
The only way to increase the volume 
is to suggest weeks on special items, 
and promote them. 

On margins everybody is vociferous. 
The buyer of a Middle West depart- 

(Continued on page 164) 








Every day is someone’s birthday—and there are 
2,800,000 a week. Every day someone is getting mar- 


WHEN TO PUSH ELECTRIC HOUSEWARES AS GIFTS 


1948. And every day 
more than 30,000,000 a year, declares the magazine 


is someone’s anniversary— 








ried—more than 1,800,000 marriages took place in Esquire. 
FEBRUARY MARCH APRIL MAY JUNE JULY 
eS eee 11,600,000 11,890,000 11,020,000 11,455,000 11,890,000 13,195,000 
Weddings.......... 121,600 131,100 155,800 182,400 226,100 148,200 
Anniversaries........ 2,080,000 2,144,000 2,880,000 2,880,000 3,456,000 2,624,000 
ONS ee Valentine's Pre-Easter Easter Mother's Graduation Father's 
Day St. Patrick's Day Day 
AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER JANUARY 
Te 13,050,000 12,325,000 12,325,000 11,890,000 12,180,000 12,180,000 
Weddings.......... 182,400 172,900 155,800 144,400 133,000 146,300 
Anniversaries........ 3,104,000 2,880,000 2,784,000 2,624,000 2,688,000 2,272,000 
OS Sa eee Vacation Back-to- Halloween Thanksgiving Christmas Christmas- 
Gifts Campus New Year's 
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Me OW. STROMBERG-CARLSON 
(F-tach Emperor” 


RE TAO ae 


at $64,500" 






YOU'RE ON TOP... when you show and 
sell these highly profitable new Stromberg- 
Carlson EMPERORS! 


saccsinaiiisinsitanitaiisiiiaiilinis a? 
4 


TOP PICTURE SIZE —for direct view—with 
a 19-inch tube giving an immense, bril- 
liantly-detailed 203-sq.-in. picture! And the 
focus is sharper — because the tube is short- 
bodied, with shorter throw of the beam. The 





























| plate-glass tube face is coated to reduce 
— ———— Lp room reflections and glare! 

THE EMPEROR YO--— = FGFS 
Dramatic, ond smartly styled, with full- : = = TOP TUNING—with panel at top front 
opening doors. Short-bodied tube _ a , . oe , 
told caoek eebhact emer ; \\ concealing the simplified controls! No 
In finest solid mahogany and mahogany crouching or bending! 
veneers, #TC-19-LM $645.00* 


aren tere iat Ce cath, SAN TOP VALUE_—highly competitive in the 


19-INCH TUBE ° TOP TUNING large-picture field! The EMPEROR, with its 
COMPARTMENT FOR 45 RPM CHANGER 19-inch tube, Top Tuning, powerful fringe 
SUPERB FRINGE RECEPTION reception, famous Stromberg-Carlson tonal 
HIGH FIDELITY SOUND fidelity, 45 rpm compartment and closed- 
door smartness—offers you powerful sales 
*Slightly higher in South and West. clinchers to close highly profitable big 

Plus installation and $1.62 excise tax. 


console sales! 


See it better <= F ea it better 


STROMBERG-CARLSON 


THERE IS NOTHING FINER 
Stromberg-Carlson Company, Rochester 3, N. Y.— In Canada, Stromberg-Carlson Co., Ltd., Toronto 
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ELECTRIC RANGE «2 
6 TOP UNITS and 2 OVENS 


All the features only the finest 


range can have 
have IMus 
ONE-SWITCH-CONTROL! 


@ 2 full-size ovens, each big 
enough for a complete meal. 

@6 top units, positioned for 
most convenient cooking. 

®@ Vari-Speed “‘one-switch 
control"’. 

@ Smokeless waist high broiler 
in each oven. 

@ Automatic pre-heat tempera- 
ture control for each oven. 
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@ Automatic time control and 
electric clock. 

@ Selector switch for automatic 
timing of right oven, 2 left 
surface units, or appliance 
outlet. 

@ Interval timer. 

@ Broil-bake signal lights. 

@ Fluorescent range lamp. 





Here’s the range for bucking today’s stiff competi- 
tion! Compare it with any range. It’s got “sell” 
written all over it . . . features women want. . . 
quality they can understand . . . beauty they can 
see. From “one-switch control” to a 74 year record tage 
of building superlatively fine ranges, L&H gives 

you “talking points” that really clinch sales. And t 

now is when you need them! Write today for infor- aa cman € 


mation about the L&H LECTRO-HOST franchise. Lea Etectric Water Heaters 


It’s a profit, progress and prestige maker! “an e+ > mall 


A. J. LINDEMANN & HOVERSON CO. 
MILWAUKEE 7, WISCONSIN 
Export: S. F. Appliances, Ltd., 595 Broad Avenue, Ridgefield, New Jersey 


NOVEMBER, 1949—ELECTRICAL MERCHANDISING 








—- - = ee ee 


~~ * A. OD 


@@#d eer ob 











IRONERS 
Built Their 
BUSINESS 





ALWAYS AVAILABLE for demonstrations are dampened 
clothes—kept that way by storing them in a refrigerator. 


ironers. 


ironer. 





CONSTANT DEMONSTRATION and instruction are prime principles of the McCluer method of selling 
Every person in the store can operate an 


Group demonstrations, unlimited post-sale calls, thorough instruction, 


built substantial ironer volume for McCluer’s Appliances, Lima, Ohio 


AOUSEWIFE’S bad back led to 
A the establishment of McCluer’s 
Appliances at Lima, Ohio. 

When Mrs. Orval W. McCluer 
thinks of the 800 Ironrites that she and 
her husband have sold in the communi- 
ty, the 1,200 Bendix washers and 
many other appliances, she remembers 
that it all started as a result of her 
handicap. 

During her convalesence, in an 
attempt to take care of household 
duties she got hold of an Ironrite iron- 
er for the home so she could do the 
family laundry without standing. 

She taught herself to iron and found 
the job so easy for one with reduced 
physical strength that she wondered 
why other frail women didn’t do like- 
wise. 


Bringing Them Together 


Always eager to be in business— 
she had worked in a grocery store as 
a girl—she dreamed up a demonstra- 
tion idea and wrote the distributor, 
who gave her a tryout on the scheme. 
The plan was to operate from her 
home. Mrs. McCluer knew that there 
were many church organizations and 
the Parent Teachers association which 
brought housewives together. She fig- 
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ured she could put on a demonstration 
before groups and tell the story to a 
number at one time. The result was 
that a few women came forward and 
made inquiries. There was no com- 
petition to speak of and she got some 
business, 

She began paying 10¢ a head to var- 


ious church groups for each housewife 
they could round up for meetings to 
watch her demonstrate. It wasn’t so 
much a selling job as spreading the 
story around. 

Within a year’s time she was making 
more money than her husband. As a 
result, he gave up his traveling job 





OTHER APPLIANCES now outsell ironers at McCluer’s, although store is 
still a laundry center. Chimes, other impulse items, are at cash register. 
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with a meat packing firm and joined 
her to handle the business end of the 
organization. Mrs. McCluer continued 
to demonstrate and sell, and her son, 
Wesley, delivered. From 1934 to 1945 
the whole operation was out of her 
home at 219 N. Jameson St. That year 
they took space downtown at 226 N. 
lizabeth, and opened a store carrying 
a variety of appliances. Essence of the 
McCluer selling operation is as fol- 
lows: 

1. Group demonstrations are arrang- 
ed wherever and whenever possible. 

2. During demonstrations Mrs. Mc- 
Cluer watches, with a politician’s eye, 
the people who ask questions. These 
are worth following up on later. 

3. To her prospects she guarantees 
to teach them to iron everything or 
offers to refund their money. 

4. To a purchaser, she gives a two- 
hour demonstration in her home, going 
over everything with her. 

5. There are frequent callbacks to 
see how buyers are getting along. 

6. If a woman is on the fence Mrs. 
McCluer offers to put in an ironer on 
trial and let her get acquainted with it. 


Incidentally, some 90 percent of the 
(Continued on page 94) 
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as advertised in 


Spectacular large space, full-color advertisements 
in LIFE, with Linda Darnell and other famous 
Hollywood stars, feature the new Proctor Custom 
Toaster as the “Choice of Hollywood Stars.” It's 
America's most beautiful toaster with the world’s 
most accurate “color guard” toast control. 


a —. —" 
linda ow 
785 3 er ve 
“ue Oa oe 
4 x " “4 ; 
‘ F 4 


LINDA DARNELL 


starring in 

A773 4:10)>) a oe) <b ae 
a 20th Century Fox 
Production 


says: * 


NEW “GIFT” PACKAGE 


Beautiful “star” design in blue and gold. 
Cover and sides lift off disclosing toaster 
nested in gold-edged tray. Makes hand- 
some display. 


as * eta ‘ 
Fa 4 Oh aaborr s 


l* 
at x 
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It’s the big Christmas Gift News—this new handsomer-than- 

ever Proctor Custom Toaster in its striking new ‘Hollywood Star’ gift 
package—‘“‘Choice of Hollywood Stars.”’ A distinguished new design—a 
perfect toast maker with unique wide range “Color Guard” control—silent 
cushioned pop-up, long-life rigid mounted heating element, sliding 
crumb tray. The Proctor Custom Toaster, $22.50*.. . also Standard 





Medel, $15.95*. Feature them for Christmas sales and profits. 
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Comparison proves: 


rover 


WATER HEATERS 
op them all for customer Apnea 





FOWLER invites comparison by those who sell and 
those who buy water heaters. 

See why Fowler is the most-wanted, easiest-to-sell 
water heater on the market today. 


FOWLER ELECTRIC WATER HEATERS OFFER THESE 
OUTSTANDING FEATURES: 


PORCELAIN-LINED to prevent rust COPPER HEAT TRAP eliminates 
and corrosion, (Water never touches wasteful circulation of hot water in 
metal.) plumbing system. 


TRIPLE, BUILT-IN INSULATION ... ADJUSTABLE AUTOMATIC THER- 
Retains maximum heat in tank; as- MOSTAT keeps water at desired 
sures supply of hot water always. temperatures, day and night. 


“BLACK HEAT” lock-on, external- 20 YEAR PRORATED WARRANTY 
type elements give top efficiency backed by a national manufacturer 
and long life. with 35 years of water heater ex- 


perience. 
BUILT TO LAST. . . Designed for 
trouble-free, reliable service. Heavy 
gouge steel construction. Pressure 
tested. Baked enamel finish. 


CAPACITIES: 5 to 80 gallons. (Table 
top models with 30 and 40 gallon 
capacities also available.) 





















S WATER HEATERS have 
ks and are built to the 
andards as Fowler 
models are backed 


FOWLER GA 
orcelain-lined tan 

high quality st 
gost r heaters. All 


lectric wate , 
; turet’s liberal warranty. 


by manufac 


Available in 3 popular sizes. 


salt the best! 


Sell FOWLER 
Electric + Gas 4 3 
WATER HEATERS | +. 


Contact your local Fowler distributor for j i 
additional information . . . or write direct. j 


DISTRIBUTORSHIPS OPEN: A few territories 
are now available for assignment to distribu- 
tors. Write for complete details. 


FOWLER 


Manufacturing Company 


2545 S. E. GLADSTONE 
PORTLAND 2, OREGON 
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A Plumber Talks Back 





He is either (1) going to lose money 
on certain jobs or (2) be forced to 
turn out an inferior job to break even 
on it. He’s also going to find himself 
constantly goaded to drop everything 
else he is doing—including the work of 
his own customers—in order to service 
first the customers of his tie-up. 


Installations Any Time 


“In our own case, we stand ready at 
any time to install an appliance for a 
customer of our own, a customer of 
some other firm, a builder, architect, 
contractor, new home owner or any- 
one else—but we will do it only on our 
own estimate, in the order in which the 
request is received, at a fair profit and 
with guaranteed workmanship. 

“This matter of cost, as pointed out, 
is the nub of the whole argument. I 
don’t believe many plumbers explode 
or bawl out customers who request 
them to install an appliance bought 
somewhere else unless they have some 
provocation for it—usually, a demand 
for cheap installation. If the consumer 
pays the standard price asked by the 
plumber, he usually gets his appliance 
installed promptly and cheerfully.” 

Well, Mr. Inscho, you're talking 
about costs now and that’s a very big 
gripe. How about the accusation of 
exorbitant installation charges? After 
all, you'll admit it does cost a pretty 
penny to get a licensed plumber to do 
the work, doesn’t it? 

“Of course it does,” says Mr. Inscho. 
“It also costs a pretty penny to get 
your property painted, your car fixed, 
your house built or almost anything 
else ; that is, if you get it done properly. 
A buyer can always pick up a cheap 
job or he can always circumvent the 
local code in these matters by getting 
the work done illegally by those not 
properly authorized or qualified to do 
it. During prohibition you could al- 
ways buy something that was called 
liquor but which usually turned out to 
be something that would gag a Hotten- 
tot. And in Mexico, you can buy per- 
fume at a very cheap outlay—if you 
can smuggle it across the border. 


There’s a Plumbing Code 


“Sure, people are getting their appli- 
ances installed every day by somebody 
other than licensed plumbers—and 
the plumbers are getting scores of calls 
every day to come and fix or repair 
those appliances so they will operate as 
the manufacturer intended them to. 
Plumbers operate under a code. The 
plumbing code naturally takes into ac- 
count such factors as the health, the 
convenience and comfort and the high 
standard of living of the user of plumb- 
ing appliances. It is designed to bene- 
fit the customer, in the long run. While 
there are some black sheep, of course, 
[ believe the average plumber tries to 
live up to the code in its spirit as well 
as its letter. If the plumber, for some 
reason, refuses to install an appliance 
bought from some dealer other than 
himself, the local plumbing code may 
not be strengthened. Indeed, it may be 
weakened, but that doesn’t make the 
code wrong, does it? The eventual 
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sufferer under a weak code will be the 
consumer, not the plumber. And as I 
pointed out earlier, it is my opinion 
that most refusals by plumbers to in- 
stall appliances come as a result of 
demands that installation be done at 
cut-price rates.” 


How About Package Deals? 


Well, Mr. Inscho, what about pack- 
age deals? Do you expect the “ex- 
clusive appliance dealer” to offer a 
packaged kitchen, for example, com- 
pletely installed, at the same price you 
do? That is, do you cut your installa- 
tion price if the consumer buys the 
kitchen from you—while demanding 
that the dealer pay full installation 
charge on his sale? 

“I don’t deny that a good many 
plumbers, contractors or dealers who 
have licensed plumbers on their pay- 
rolls, offer cuts in price of installation 
work in such cases,” says Mr. Inscho. 
“But in that case, what actually hap- 
pens is that the plumber or dealer 
really gives this discount from the 
margin of profit in the appliance. If 
the dealer wants to do that—in so 
many words, to donate his installation 
work—all right, that’s up to him, but 
he’s going to have to sell a hell of a lot 
of appliances to make it up in volume. 
It really just boils down to price cut- 
ting, doesn’t it?” 

What then, Mr. Inscho, would you 
sum up as the plumber’s side of the 
picture? Is he refusing to cooperate 
for the better sale of appliances in the 
future; is he trying to grab off profits 
by monopolizing the installation busi- 
ness ; is the plumber who merchandises 
appliances trying to corral all sales of 
items such as dishwashers, water heat- 
ers, etc., into his own domain ? 


His Answer Is ‘No’ 


“T think a definite ‘no’ is the answer 
to all your questions,” replies Mr. 
Inscho. “First, I reiterate, most 
merchandising plumbers are just as 
concerned over future sales of appli- 
ances as any other dealer. They know 
that big volume sales of water heaters, 
dishwashers and kindred appliances in 
the future depends on knocking down 
all possible sales barriers. It would be 
foolish not to cooperate fully with 
other dealers in achieving this end. 
But cooperation is a two-way affair 
and must be practiced by those who 
want appliances installed as well as by 
those who install them. Why pick on 
the plumbers? I don’t know that any 
electrical leagues or associations have 
made any moves to discuss with the 
plumbers the charges they are so ready 
to hurl at us. 

“As for monopolization of the instal- 
lation business, the very facts refute 
the idea. We plumbers know that 
appliances sold are going to be in- 
stalled whether we do it or not—just 
as liquor is sold in dry areas and 
homes are being built by those who are 
not builders. Again, I reiterate, the 
trouble is not in plumbers refusing to 
install appliances bought elsewhere, 
but in the demand that the plumber do 

(Continued on page 82) 
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Feature the famous brands below because they are Journal advertised—and more women buy Ladies’ Home Journal 
than any other magazine. Since they buy and believe in the Journal, they also buy and believe in its famous 
brand names. That’s when Journal readers become STORE TRAFFIC and help you ring up sales when you... 


> STOCK > PROMOTE > DISPLAY > ADVERTISE THESE FAMOUS BRANDS ADVERTISED IN THE NOVEMBER, 1949, ISSUE OF LADIES’ HOME JOURNAL 


Crosley Electric Range KitchenAid Mixer and 

Electre Steem Vaporizer KitchenAid Electric Coffee Mill — 

G-E Refrigerator and Maytag Washers Ladies Home 
Refrigerator-Freezer Combination Mirro-Matic Electric Percolator 

Gilbert Whirl Beater Monitor Aerator Washer 


Hamilton Beach Mixer Toastmaster Hospitality Set 
and Mixette Universal Electric Blanket “= 4h . 
Hoover Cleaners Westinghouse Light Bulbs for » tore raffic 
Hoover Iron Whirlpool Automatic Washer — 
Johnson’s Waxes and White Sewing Machine 
Wax Electric Polisher Zenith Radio-Phonograph 
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Announcing the most spectacular 
Radio-Television History... 


New—Sensational—Exclusive: Of course, Lenith 
a Built-In CI ECL Antenna—the ge 
+”—Plus the Glare-Ban Blac 


y other Zenith “Firsts: 


has 
“Picturemagne 


Tube and man 





Never before have there been such amazing television 


$98995° 


Plus Federal Excise Taz 


improvements available to you as in these new Zeniths! 
Zenith} gives you pictures with great depth and detail 
— photographic realism. Sensational Zenith Glare-Ban 
“Black” Tube greatly increases picture clarity—eliminates 





New Zenith “Saratoga” 
An unprecedented value in television entertainment. With new Glare- 
Ban “Black” Tube—television’s greatest picture improvement! Has 
“Big B” Giant Circle Screen and sensational new “Picturemagnet” 
built-in aerial. Plus Zenith’s exclusive One-Knob Automatic Tuning 
and convenient Duo-Picture Control Switch. In handsome cabinet of 
genuine mahogany veneers. 


objectionable blur and glare. And now in many primary 
areas, no need for a separate aerial inside or out with 
Zenith television. Just plug in, and Zenith’s exclusive 
“Picturemagnet” does the rest. 





ZENITH TELEVISION 





Yes, of course Zenith has a Built-In Antenna— 


PLUS These Sales-Proven Zenith Features 


* One-Knob Automatic Tuning—one twist brings in station, picture, 
sound. Does automatically what on many other sets takes up to 5 or 6 
manual tuning operations. 


New Zenith “Lexington” 
Quality television at its finest! 
New Zenith Glare-Ban “Black” 
Tube— gives up to 60% more 


picture clarity in lighted * “Gated” Automatic Gain Control — Zenith’s exclusive, automatic pro- 


rooms. With “Giant C” Giant 
Picture Screen and Zeniti’s 
exclusive built-in “Picturemag- 


tection against “picture flutter.” 


* Genuine Armstrong FM Sound—the FM of the experts. Glorious 


net” aerial. Simplified One- 
Knob Automatic Tuning and 
convenient Duo-Picture Con- 
trol Switch. An exquisite con- 
sole in genuine 

mahogany ve- $39995° 
meeers. . .. 


Plus Federal Excise Tar 








All at the lowest prices 
ever offered for 
Highest Quality Television 


See all these exclusive new Zenith features 
—then compare. Discover for yourself why 
Zeniths are easier to sell, faster to move 
and are better profit builders for you. See 
why today, more than ever, it pays to 
make Zenith your first line in television. 
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toned, static-free, even in worst storms! 


* Giant Circle Screen with Picture Control—gives you a choice of cir- 
cular or rectangular pictures at the flick of a finger! 








ZENITH TELEVISION 


New Zenith “Regent” 

Television FM-AM Radio-Phonograph Combina- 
tion. With new Glare-Ban “Black” Tube and “Big 
B” Giant Circle screen. Has Zenith’s new built-in 
“Picturemagnet” aerial plus exclusive Duo-Picture 
Control and Simplified One-Knob Automatic Tun- 
ing. Matchless radio reception with Zenith’s new 
super-sensitive FM and famous Long-Distance AM. 
Revolutionary new 3-Way Cobra Tone Arm and 
Record Changer plays all records, all sizes, all speeds 
—automatically! All exquisitely com- * 
bined in asuperb “Queen Anne” cab- 548995 
inet of genuine mahogany veneers. 

Plus Federal Excise Tax 
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array of new selling features in all 
' and only Zenith has them! 























World’s Easiest New Way to Play 
Records Plus New Super-Sensitive 


EM. and Long-Distance AM 





N ow sensational new Zenith radio-phonograph 
combinations that completely revolutionize rec- 
ord playing! No needles or center posts to adjust. 
No complicated gadgets. In one new Zenith, a 
single Cobrat automatically plays 7, 10 and 12 
inch records... 334%, 45 and 78 R.P.M.! In an- 
other new Zenith, a single Cobra automatically 
plays all 7 inch records, 33% or 45 R.P.M.! 

And in radio, Zenith’s new super-sensitive FM 
continues to lead as the most sensational value 
ever offered the public. Assures clear, static-free 
reception even in remote “fringe” FM areas and 
where ordinary AM sets are almost useless! In 
addition famous Zenith Long-Distancet AM pro- 
vides amazingly more powerful and more sensi- 
tive Standard Broadcast reception. Gives perform- 
ance your Customers can’t resist. 

Call your Zenith Distributor right away for a 
reservation on all these sensational new models. 
Get ready now for your biggest year—with Zenith! 


New Zenith 
“Trans-Oceanic” 


New edition of the Aristocrat of all 
portables—now more sensitive and 
more powerful than ever. Exclusive 
Wavemagnets bring in Standard 
Broadcast coast-to-coast plus Short 
Wave on any of five separate inter- 
national bands. Plays where ordi- 
nary portables won’t—in boats, 
trains, planes, remote areas. Works 
on thrifty long-life bat- 


tery and on AC or DC. $9935" 








New Zenith “Zephyr” 
Unquestionably the quality 
leader in its field. New Zenith 
improved Consoltone? gives the 
tone richness and volume of a 
large set. Famous Wavemagnet? 
pulls in signals sharp and clear 
—minimizes static and interfer- 
ence. Alnico 5 speaker assures 
amazing fidelity. Smartly styled 
in sparkling black or swirl 
walnut-plastic with— 
large sweep circle $3495* 


dial AC,DC. . . 


ZENITH RADIO 





New Zenith “Bradbury” 
Sensational new FM-AM Radio- 
Phonograph combination — of- 
fers the world’s easiest way to 
play all type records. Revolu- 
tionary 3-Way Cobra Tone Arm 
and automatic record changer 
plays 7, 10, 12 inch records... 
334%, 45, 78 R.P.M. Gives su- 
perb radio reception with Zen- 
ith’s new super-sensitive FM and 
famous Zenith Long-Distance 
AM. Stunning period cabinet of 
figured walnut 


finished hard- $3995" 
woods. . 





qaveweeepeen eye? 












wions ostancee RADIO 
and TELEVISION 


ZENITH RADIO 


New Zenith 
“Super-Triumph” 
Top FM-AM value of the year! 
New super-sensitive Zenith- 
Armstrong FM with patented 
powerline Antenna, and famous 
Zenith Long-Distance AM. Ex- 


clusive Wavemagnet . . . big Al- 
nico 5 Speaker .. tone control 
... on/off indicator . . . easier- 


to-tune “Cut-Away” Dial. Beau- 
tiful swirl walnut plastic cabi- 
net with “Flexo- 


. * 
Grip” handle. A 
Grip” handle. ac, SHQSS 


ZENITH RADIO CORPORATION 
6001 W. Dickens Ave., Chicago 39, Illinois 









® 
*Suggested retail prices. West Coast — 
i ightly higher. 7 j ° 
ee ee Zenith has the great values 
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NICHROME ‘element wire teams with 
TOASTMASTER for product quality 


Year in, year out, the Toastmaster" Toaster 
continues in top demand. This popularity, 
which brings pre-sold customers into your 
store, is the result of just one thing—product 
quality. 


Product quality comes about through pains- 
taking care in the selection and use of the 
best in materials that are available. As with 
every product, the ‘Toastmaster’ Toaster can 
be no better than the parts that go into it. 


To help keep quality high, ‘‘Toastmaster" 





Nichrome is manufactured only by 


.\ Driver-Harris Company 
re) HARRISON, 


BRANCHES: Chicago, Detroit, Cleveland, Los Angeles, San Francisco, Seattle 





uses Nichrome element wire. This bigh beat 
and corrosion-resistant alloy delivers years 
and years of trouble-free service—not now 
and then, but always. 


Yes, Nichrome is the very heart of good 
appliances everywhere. And good appliances, 
to you, mean more traffic, more sales, more 
customer satisfaction . . . more store prestige 
and profit. If your manufacturing sources are 
not already using Nichrome in appliances you 
handle, profit by asking them to do so. 


NEW JERSEY 





Manufactured and sold in Canada by 
The B. GREENING WIRE COMPANY, LTD., Hamilton, Ontario, Canada 
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A Plumber 
Talks Back 


eee CONTINUED FROM PAGE 78 eee 


the work at cut-rate prices or take all 
the risk involved while doing the work 
at a flat rate for other dealers. 

“As to the suggestion that we are 
trying to corral all the sales of piped-in 
appliances in our own domain, it is 
rather far-fetched. In the first place, 


| the 50,000 plumbers in the United 


States couldn’t handle the business and 
continue their plumbing work at the 
same time. In the second place, we are 
in competition with other appliance 
dealers on a fair basis of price and 
quality of merchandise, just as we are 
in competition with the plumber across 
the street for plumbing jobs. Many 
merchants sell different things. Across 
the avenue, a drug store sells radios 
and records from its record depart- 
ment, a few blocks away there is a 
chain of grocery stores which sells 
home freezers, around the corner there 
is a lumber company which sells refrig- 
erators, washers and ranges. Are 
these merchants trying to use their 
positions to corner the market in cer- 
tain appliances ?” 


Store Is Progressive 


Aside from the arguments advanced 
by the Homewood dealer, his store is 
a progressive one and a real appliance 
selling institution. Set up not as a 
side line business but as the selling 
division and show room of E. P. 
Inscho & Son Plumbing Co., Inscho’s 
is managed by Hubert Craig, a veteran 
in the appliance field. The store con- 
tains a fishing tackle and boat depart- 
ment which serves as a traffic puller. 
One feature of the big shop is a 
well appointed, air-conditioned: ladies 
lounge which Mr. Craig describes as 
an excellent factor in drawing store 
traffic. Sales and service meetings are 
held regularly in the spacious rear of 
the store building. Westinghouse is 
the firm’s major line and other appli- 
ances handled include Thor, Deep- 
freeze, Carrier air conditioning, 
Youngstown kitchens and Zenith 
radios. A $40,000 stock of heating and 
plumbing parts is carried and a first 
class service and repair shop for appli- 
ances is maintained. 


Selling Activities 


A mailing list of 15,000 names is cir- 
cularized regularly by Mr. Craig. A 
one-sheet publication titled “The In- 
scho News” also goes to these poten- 
tial customers at regular intervals. 
During local celebrations such as a re- 
cent “Homewood Anniversary”, the 
firm participates in every way, serving 
tefreshments and staging regular ex- 
hibits. Mr. Craig says that his best 
business is done in the sale of complete 
Youngstown kitchens. A model kit- 
chen with all appliances fully con- 
nected aids in the sale of such equip- 
ment by providing an attractive place 
for demonstrations and sales exhibits. 
The firm, which has approximately 60 
employees, gives all of its working 
personnel as much sales training as 
possible, according to Mr. Craig, since 
every employee is a salesman in his 
own right. End 
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In over half 
of all U.S. counties, 
Country Gentleman 
circulation exceeds that 
of the biggest weekly 
and biggest women’s 
magazine 
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Here are gifts that will make Christmas 





sales history for you! General Electric radios, 






' jam-packed with new features, popular- 
“Wake-up-to-music”’ 
IES t. den nekee vee 1c priced, outstanding in quality! Here are gifts to 
music—automotically. Beautiful tabl di ° 
se. dependable G-t doch, tells time in the appeal to ail tastes, all budgets! Clock-radios, 
dark. Ivory plastic. $36.95* 
Model 64, rosewood plastic—$34.95* portables, table sets—they all add up to the 


hottest holiday line in G-E history! Cash in on 
it! Act fast— get in touch with your G-E radio 
distributor or write General Electric Company, 


Receiver Division, Electronics Park, Syracuse, N.Y. 








Model 218—New FM-AM Table Radio. 
Quvality FM at a new low price. Genuine 
Armstrong FM plus powerful AM radio, Rich 
rosewood plastic cabinet. $49.95* 


| — 


I 


LL 


| 


CA 
we 


Model 165—New! 5-Tube 3-Way 
Portable. Especially designed to bring in 
faraway stations. 3 times as sensitive as pre- 
vious models! Improved Dynapowerspeaker. 
AC-DC battery switch. $39.95* 

(less batteries) 


“ak 
ipa 


"Prices slightly higher West and South— 
subject to change without notice. 
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Electric radio 


Model 123 







thing But Price. Not a midget 
model—but a full-sized table 
radio, Over 12" wide, over 8" 
high! Not a midget performer— 


wer speaker for good 
uke hong Plastic. * $26.95* 
| Model 135, mahogany plastic — 
24.98" 





GENERAL ELECTRIC 
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Model 136—BiIG—in Every- 








Model 123—G-E Price Leader. 
Streamlined, low-slung G-E beauty delivers 
performance rigint up there with sets costing 
many dollars more. Dial light, brass pointer. 
Rosewood plastic. Enclosed dial. $19.95* 


Model 124, ivory plastic—$22.95* 










Model 226—Deluxe Table 
Radio. Outperforms many consoles! 
New, richer bass formerly thought 
impossible in a set of this size. AC-DC. 
Mahogany plastic. $29.95* 


Model 145—Famous Very Thin 
Portable. Slender—only 2%" deep. 
Lovely maroon plastic case, gold-colored 
control panel. AC-DC batteries. Closing 
lid shuts off battery power. $44.95* 

(less batteries) 
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Help yourself to big profits with 


this amazing heater discovery... 
GS 


~ THERMALINK 


Ke 


Left: 1320-watt port- 
able model, also avail- 
able with wall-mount 
bracket. Other models 
for 2000 watts supplied 
with or without built-in 
thermostat. 


1 


Other exclusive featited/ 


SAFE, RANGE-TYPE ELEMENT 


Shockproof element is insulated and permanently sealed in 
metal sheath. No hazardous, open-coil elements are used. 


STURDY ARC-FORM CONSTRUCTION 


Made of heavy-gauge steel, formed to provide unusual 
stability and prolonged heavy-duty service. 


TIP-PROOF BALANCING 
Scientifically balanced to prevent tipping, even though 
unit weighs only 91 Ibs. for easy portability. 


CyP 
7 


DESIGN DOUBLE-DUTY SERVICE 


Besides serving as highly efficient heater in winter, the 
unit is effective as cooling fan in summer. 


ATTRACTIVE DESIGN AND FINISH 


The appearance of the smart, modern design is enhanced 
by the soft, texture-gray finish that harmonizes with any 
color scheme. 


WRITE FOR BULLETIN 106 


ELECTRO-THERM INC. @ SILVER SPRING, MD. 
Makers of the Famous Thermalink Water-heating Elements 
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A RAHR’S CAMPAIGN draws prospects to three stores like this one, all of 
which have good locations in busy traffic areas, tie-in with the promotions 


Washers by the Carload 





CONTINUED FROM PAGE 61 








| water heaters had been 





Upton Ziesler went on to tell about 
another deal that had just been con 
cluded. For years sales of electric 
poor im 
Manitowoc. Trouble lay in the fact 
that a customer buying a water 
heater in the store had to po out on 
his own and hire a plumber and an 


| electrician to hook it up. 


Both of these gentlemen were 
peevish at not making a sale and 
their prices stopped the customer. 


Judge Gives Rahr's Ideas 


It so happens that Upton R. Zies- 
ler was studying law at Marquette 
University before he wrote a theme 
on appliance merchandising and be- 
came fascinated with appliances. He 
still follows court cases ; thus it came 
to his attention that a judge had 
ruled in a case that anybody can in- 
stall plumbing appliances in Wis- 
consin if he follows the code. He 
saw that if he could get some men 
who could put in water heaters cor- 
rectly the plumbers of the town 
couldn’t do a thing about it. An 
injunction would stop them in their 
tracks. Studying further he found 
that it cost about $36 to install one. 
and that most plumbers had been 
nicking their customers around $70. 
At $50 Rahr’s would make a profit 
and it would be a good deal. Fur- 
thermore, he noticed that by using 
copper tubing the job could be made 
twice as simple. 

Rahr’s came banging out with the 
usual two weeks advertising cam- 
paign featuring its Whitehead water 
heater at $149.95, plus $50 for in- 
stallation. 

The bounce back from a deal that 
involved no puttering around with 
the trades was remarkable. The 
store sold four carloads, moving 170 
water heaters in ten days. \fter the 


NOVEMBER, 


campaign closed, demand still caine 
floating in. The firm advertised that 
these could be bought under the 
FHA plan with no money down. 
However, only ten FHA deals went 
through. 


Tailor-Made Propositions 


Kahr’s got into the big ticket oper- 
ation accidentally. When Upton R. 
Ziesler entered the business 13 years 
ago he started by sticking $400 into 
a business that was going badly. He 
found it was a firm that was selling 
Permutit water softeners, Iron Fire- 
man and other heating equipment. 
Everything sold had to be installed 
in the customer’s home. To keep 
the crew of service men busy, the 
firm gradually added more made-to- 
measure jobs. It sold wiring, heat- 
ing, complete kitchens, motor re- 
winding, insulation, roofing, floor 
coverings, and gradually grew into 
furniture, carpeting and gifts. 

Take a look at that setup and you 
don’t see any small potatoes except 
the giftwares, which are on the mez- 
zanine, largely to attract women cus- 
tomers into the store. 

The boys love anything which has 
to be tailored to the home. Most 
merchants shunt installation prob- 
lems, while Rahr’s went into them 
up to their elbows. Result is a sales 
force keyed to big ticket deals. 

The salesmen work on a straight 
salary proposition, with a chance to 
buy stock in the firm. 

Virtually every one of the firm’s 
officers can do a selling job. They 
are, president, Claude P. Allis; sec- 
retary-treasurer, Upton R. Ziesler ; 
assistant secretary-treasurer, Roy 
M. Peronto; vice presidents, Clar- 
ence Deja, Albert Schmidt and Wal- 
ter J. Clark. 


(Continued on page 90) 
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The Biggest. Christmas Thrill 
THE NEW MULTI-SERVICE in the Holiday 


|| €VERHOT “xc 


' | ROASTER ENSEMBLE 








Anyone of the various pieces in the Everhot Roaster 
Ensemble will delight any woman who received it 
but to find the complete unit, in all its magnificent 
elegance and versatile utility among her gifts, will 
make Christmas 1949 an event that no woman will 
ever forget. « 
The retailer who sells the Everhot Roaster Ensemble 
is doing business on the highest level of retailing 
and earning a profit that is worthy of the most con- 
structive salesmanship. The woman who gets an 
Everhot Roaster Ensemble no longer is chained to a 
kitchen stove. And the price is less than thousands 
will pay for things of transitory appeal and no 
practical value. 



























































me Here’s What She Gets 
hat The Everhot ROASTER ENSEMBLE embodies in one 
the magnificent assembly of almost infinite versatility the 
following specialized units: 
wn. % The well-known Everhot Roaster-Oven improved, 
ent refined, modernized. y% Everhot all-steel cabinet pro- 
viding ample storage space. Exclusive, secure door 
catch. Cooking guide. Four sturdy swivel casters. 
% Everhot Electric Timer Clock. Simplified, one-knob 
on and off setting. Readily removed for many other 
; uses—decorated panel slips into its place. y Everhot 
= Broiler-Griddle Set. Heavy aluminum frying griddle. 
R. Reflector serves as broiler pan and cookie sheet. »& Five- 
ars piece Pyrex Everhot dish set. Cleverly styled. Guaranteed 
nto against heat breakage for one year. y% Handy, adjust- 
He able Elevator Rack provides double deck cooking. 
Automatically remains raised for easy serving. % Only 
ang operating requirement is an electric wall outlet and 
ire- about two square feet of floor space. 
ant 
led Other Everhot Gift Items 
ep ff Roasterettes—Rangette—Heaters— 
the Fan and Heater—Electric Blankets. 
~ Full Margins— Quick Turnover 
wel Immediate Delivery. Phone, Wire, Write. 
net THE SWARTZBAUGH MFG. COMPANY 
oor Toledo 6, Ohio 
nto 
@ The various units comprising 
the Everhot Roaster Ensemble are 
you feclones and mone to cometiente 
t t the complete en- 
ept commie, Sor pate 4 an a ouschened 
1ez- and operated independently of the 
. others. 
US- 
has 
fost 
‘ob 
en 38 
ales | niin 
ae “@ Everhot Roaster Ensemble 
2 to SPECIFICATIONS 
No. 950 Roaster Oven UT 365 Price $39.95 No. 946 Broiler-Griddle Set Price 7.95 
be No. 951 Cabinet ” 17.95 Total $76.80* 
ms No. 927 Timer Clock sed 10.95* *Plus $2.19 Tax 
hey 
sec- | 3 
ler ; Gores soo perma y —— : 
Roy ae= _] to Nn 
lar- (Z Sata) Bets 
= 2a Fo Gls] Goss 
RN =—\> “Ups 
| se besarug for romper room, 
0) Quick, - Ete Roasts 20 I turkey. New eave ame results Bacon and k o, bet cabes Cmig eee and Freedom for the housewife. ZZ, Pay ae to Feat om 
NG 
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For the past two years, the sales volume of Storage Type Electric 
Water Heaters has been over 1,000,000 units a year. This represents 
more than $126,000,000 annual sales volume, and that’s not peanuts 
in anybody's language. 


If you didn’t promote and sell Electric Water Heaters, how much 
of that volume did you miss? 


Proof that Electric Water Heaters are what people want 
Not only actual sales volume but surveys—by such magazines as 
McCall’s and Successful Farming, by the Office of Civilian Require- 
ments, and NEMA—show the rapidly increasing demand for modern 
Automatic Electric Water Heaters. 


Here’s WHY people want Electric Water Heaters 
This trend is growing daily as people see for themselves the many 
advantages of the modern Automatic Electric Water Heater: 


(1) Auromatic (continuous hot water, no attention); (2) CLEAN 
(smokeless, sootless); (3) DEPENDABLE AND TROUBLE-FREE (as 


ALLCRAFT * BAUER * BRADFORD °* 
MONARCH * NORGE 
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Mere you there when 


electric light); (4) Economica (fully insulated storage, short hot 
water lines); (5) SAFE (all electric, dependable temperature control); 
(6) FLex1BLe (can be installed anywhere, even in living quarters; 
no flue or vent). 


Here’s why dealers like to sell Electric Water Heaters 


Not only do people want to buy Electric Water Heaters, but dealers 
like to sell them because of: 


© Larger Individual Sales. One Electric Water Heater repre- 
sents as much dollar volume as two or three smaller appliances. Each 
sale also represents... 


©@ More Profits for You. Dealers make attractive profits on the 
sale of Electric Water Heaters. And there is also the added advan- 
tage of... 


@ Pleased Customers who come back to you for other electrical 


appliances and services. 


That’s why you’re missing plenty of sales and plenty of profits unless 
you stock and sell modern Automatic Electric Water Heaters! 


ELECTRIC WATER HEATER SECTION, 
155 East 44th Street, 


FAIRBANKS-MORSE * FOWLER * FRIGIDAIRE * GENERAL ELECTRIC 
PEMCO * REX * RHEEM * SELECTRIC * SEPCO * SMITHWAY 
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During the six years preceding war-time manufacturing restrictions, 
sales of Automatic Electric Water Heaters almost tripled. Since the 
war, sales have really soared. The years 1947 and 1948 showed a gain of 
more than 500% over the best pre-war year. This points to a high vol- 
ume for years to come. The Electric Water Heater is what people want! 


























WAR 


~<a i ee band 


1935 1936 1937 1938 1939 1940 1941 1942 1945 1946 1947 
Source: January, 1949 Statistical Issue, Electrical Merchandising. Industry Figures developed from Statistics compiled by NEMA. 
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National Electrical Manufacturers Association 
New York 17, N. Y. 


HOTPOINT HOTSTREAM 
THERMOGRAY TOASTMASTER 


JOHN WOOD KELVINATOR 
UNIVERSAL WESIX 


LAWSON MERTLAND 
WESTINGHOUSE 
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---OF COURSE, IT’S ELECTRIC 
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if it’s a part of the house 
it’s a part of 


|OUSEHOLD 





Yes, everything that goes into home construction goes into 
Household home editorial . . . one article in every seven is 
on home building and modernization. 


Why? Household home families! At the most recent count, almost a 


third planned new homes or additions—fully two-thirds planned to 
modernize. They bought 15,472 Household blueprints in a single 


eight-month period! 


Bear in mind that these are the families of communities under 25,000, 
where 60% of all non-farm homes are built. Household has the profit 
combination in this market—home editorial, home families — and only 
Household concentrates it here. Household has that /ow cost per page 
per 1,000, too—four colors, $3.20; black and white, $2.40. 


HOUSEHOLD'S profit comubiavation 


HOME EDITORIAL pe HOME FAMILIES 


* Home building & modernization..... 14% 
* Home furnishing & management... .20% 
ce vcandivaxks +inwcnuanweue cen 18% 
es cdiesscedrensonabeects 8% 
Rn cetuwacdessehaotecabeaves 8% 
i I ci ctcacenescncesees 5% 
* Fiction, inspirational, community 
ic vstceseenues aaa 20% 
SF iv cesdvcccsecascnavese 7% 


* 2,107,586 reader families 
* 3,764,000 primary adult readers 
*® 2,635,789 children 
* Women 81% housewives 
* Families 62% home owners 
* 87% with gardens 
* Eat three meals a day 
at home 
* 82% in communities under 25,000 


HOUSEHOLD 


Arthur Capper, Publisher e Topeka, Kansas 





Washers by Carload 





CONTINUED FROM PAGE 86 





The boys get together and are 
schooled in the sales facts on the 
product they are to push. By having 
the campaigns short, they are over 
before the element of boredom 
creeps in. 

The general idea is to funnel cus- 
tomers into the store by advertising 
and close the deals right then and 
there, although the boys have no 
hesitancy in chasing down leads and 
using users outside. Straight out- 
side salesmen have not worked out 
so well. The store has only had four 
of them. 

“T’m thinking,” said Upton Zies- 
ler, “of restricting outside men to 
extreme specialties such as Webster 
wire recorders, Permutit water soft- 
eners, and Geneva kitchens. It may 
be that the store can only make 10 
percent on the sales. But this way 
we can make a deal attractive enough 
so that an outside man can make 
a good living at it.” 

The firm believes in using radio 
six days a week in addition to big 
newspaper space and daily the good 
people of Manitowoc are haunted 


| with copy that reads something like 


this : 

“Through the courtesy of Rahr’s, 
we bring you the correct time, but 
first this message : 

“Do you need a washing ma- 
chine? Here’s a bargain you will 
never forget. A Speed Queen washer 
—all metal ironing board, washtubs 
on stands, clothesline, clothespins, 
G-E iron and clothes basket—all 
seven items for only $119.95. You 
pay only $19.95 down, and $7.32 per 


| month for 15 months. The number 
of these special values are limited— 


see Rahr’s at 8th and Franklin to- 
day. 

“At the sign of the tone beat it 
will be o'clock. Courtesy of 
Rahr’s, 8th and Franklin Sts.” 

And that’s what does the trick. 
making one carload campaign after 





another successful. End 
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“HERE’S THE KEY—WOULD YOU MIND LOCKING 
THE FRONT DOOR WHEN YOU LEAVE?” 
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DOLLAR STRETCHING VALUE 
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MOORE'S 

AMOARES OCCIDENTAL SPARK 

CALORIC GARLAND ODIN BEAUTYRANGE —TAPPAN 

CLARE GLENWOOD O'KEEFE & MERRITT —-—UNIVERSAL 
cROWN GRAND MAGIC CHEF ORIOLE WEDGEWOOD 
DETROIT JEWEL HARDWICK MAYTAG DUTCH OVEN QUALITY WESTERN HOLLY 


MOFFATS 


AB ESTATE 
ACORN GAFFERS & SATTLER 





For all types of gases in cities, towns and on farms 
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CC ———————— —_——————_ 
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=) by leading Manufacturers, the American Gas Association and the 








Q Promotion Starts New 
Sales and Profit Drives 





ocKER? 


Gas Range 








Multi-Million Dollar Promotion Slated for 1950 


aca’ History repeats! Sales curves pushed up by FIRST of CONTINUOUS year ‘round 

national gas range promotion drives. Participating dealers from coast to coast 
increased sales. It’s only the beginning—1950’s slated for all-out industry-wide gas 
range profit drives. Count yourself in. Gas has got it for acceptance FROM HERE 
ON OUT! 


a : pe Gas Ranges Prove “‘Best Sellers” — 


N Gas Ranges Prove Biggest Profit-maker— 

(; 10% to 20% More. Up—up—up goes the profit-take for 

A dealers. Gas ranges give 10% to 20% more profit than any other appliance. You 

ao can't afford to turn your back on money like that. Gas has got it for profits FROM 
HERE ON OUT. 


“CP” Proves Gas Has Got It for Merchandising 
| i N Leadership. Dealer after dealer is proving it right now. “‘CP’’ is first 
A with product features—first with national and local promotions—first with 
—_— the unbiased buying guide your customers look for. ‘‘CP’’ is your strongest 
selling tool to move high-grade, profit-making gas ranges off your floor in 
volume FROM HERE ON OUT. 


“CP” was created for your customers’ protection. ‘CP’ means - Sf 
that the brand name gas range on which it appears has been built and “iLT To 
J} 


tested to meet the highest standards of the Gas Appliance Manu- 
facturers Association—standards created on recommendations made 





LP Gas Association. Xo, 


GAS APPLIANCE MANUFACTURERS ASSOCIATION, INC. 
60 EAST 42nd STREET + NEW YORK 17, N.Y. 
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@ The store that presents an attractive front —that is 
modern and inviting inside and out —is a real winner. 
It attracts more customers, makes more sales, increases 
profits. 


Y our electrical appliance store can be a winner, too, 
if you modernize with Pittsburgh Glass and Pittco 
Store Front Metal. And when you modernize, do it 
right ... no half-way job! Dollar-wise merchants all 
over the country have proved that the complete mo- 
dernization of their stores has been a sound invest- 
ment which has resulted in the immediate improve- 
ment of their businesses. 

When modernizing your store, consult your archi- 
tect. He is familiar with Pittsburgh Products and will 
give you a design that is well-planned and economical. 
We will be glad to help both of you in every way pos- 
sible. If you wish, you can arrange for convenient 


_.and be one! 


terms through the Pittsburgh Time Payment Plan. 


In the meantime, why not send for a free copy of 
our store modernization book, “Modern Ways for 
Modern Days”? It contains illustrations and de- 
scriptions of remodeled stores, and projected designs 
by some of the world’s foremost architects. Just return 
the coupon below. 


Pittsburgh Plate Glass Company 
2326-9 Grant Building, Pittsburgh 19, Pa. 


Without obligation on my part, please send me a FREE copy of 
your book on store modernization, “Modern Ways for Modern 
Days. 


Name 


Address 


City State 


THIS PICTURE of a store in Augusta, Ga., shows how effectively Pittsburgh Products can be employed 
to make a store more attractive, win new customers. The “open-vision” design — in which the entire 


store interior becomes a sales-producing display — invites passers-by to come in. . 


. actually helps 


make the sale before the customer enters. Your electrical appliance store will be a sales winner when 
modernized with Pittsburgh Glass and Pittco Store Front Metal. Architects: Eve & Stulb Augusta, Ga. 








“PITTSBURGH” — /iic front and Matriors- 


PAINTS - GLASS - 


PITTSBURGH 
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Ironers Built 
Their Business 


eem==CONTINUED FROM PAGE 75=e 


ironers are sold on a time payment 
basis. The reason, explains son Wes- 
ley, is that people have the habit of 
paying out of checking accounts and 
like to hold back on bank savings 
A common deal is one third 
down, one third in 30 days, and one 
third in 60 days. 


Call Backs on Owners a Must 


McCluer’s have an ingenious break- 
down on their list of owners by streets 
It is easy for Wesley, while sailing 


| along in his car, to remember an old 
| customer and drop in and see how she 


is doing. It is estimated that former 
buyers get a callback as frequently a- 
once a year. 

Any family with children is a pros- 
pect for an ironer. Typical case was 


| a family with three girls. This meant 
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| . 
some other businesses. 


a lot of blouses to iron and Mrs. 
McCluer knew exactly what to say. 
Anybody with a baby is a prospect. 
However, it is not smart to call on 
them the moment the new baby arrive-. 
Everybody in town is out to sell them 
something then, and the young couple 
have their household expenses to meet 
and it is best to wait until the infant 
is old enough to wear baby dresses. 

You wouldn’t believe it, but the 
ironer is a good Christmas item be- 
cause so many families want to buy 
something like it for a present, says 
Mrs. McCluer. 

When new people arrive in Lima, 
McCluer’s joins other merchants in 
making them welcome. Young cou- 
ples, says Wesley McCluer, frequently 
want to buy used goods. McCluer’s 
ducks this angle by saying, “You're 
young and want your appliance to last 
a long time—the thing to do is to wait 
until you can get a new one and avoid 
a lot of mechanical trouble. Why get 
an old appliance that is at the end of its 
lifetime ?” 


School for Everybody 


The store has broadened out in the 
downtown space and ironers are no 
longer the biggest selling item. The 
firm sells ranges, refrigerators, wash 
ers and other appliances as well a- 
ironers. It is more or less a laundry 
center, although Wesley, the son, ha- 
recently built an island for table ap 
pliances. The McCluer system is to 
see that everyone in the store has ab 
solute mastery of what he sells. Al! 
have attended the ironer school con 
ducted by the distributor at Toledo. A 
récord is kept of every sale of every 
item to every family. 


Quick Reordering 


Some idea of turnover is gained by 
the fact that from six to 12 ironers and 
washers are ordered at a time, and re- 
orders sent in about every three weeks. 
Although Lima, an industrial town, is 
suffering some unemployment, specialty 
selling has not suffered as much as 
Members of 
the firm work as far as 50 miles out of 
Lima, which is a town of around 44.- 
711, with a trading area population of 
about 113,000. End 
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YES, IT SURE IS 
A SERVICE-MANS DREAM! 





vew FLORENCE {/eericl) GAS RANGES 


can be dismantled in less than one minute! 















Backguard 3 
lifts off in sec 
One piece 5 
top removed in sec 


Oven door 8 
lifts off in sec 


Both end panels 5 
taken off in sec 











No other range is so easy to service 


@ FLoRENCE didn’t stop with giving you a line that’s easier to sell. Florence 
made sure the new Regency line is easier to service than any other gas 
range. That means a service man can handle more calls in less time... 
customer complaints are cut...store good-will is protected. And...because 
your service costs are cut to the bone, you make more real profit on every 
Regency you sell! Ask for co-op ads, display pieces, folders and other pro- 
motion material. Cash in to the fullest on this great new profit-making 
line. Call your Florence representative or PHONE, WRITE OF WIRE the Division 
Office nearest you. Models for LP-Gas (bottled or tank) and City Gas 


5 new models priced to sell from $89.95" (space-saver model) ae 
to $144.95* (custom de luxe model) *Depending on transportation costs. 












































GAS RANGES * LP-GAS RANGES + ELECTRIC RANGES + OIL RANGES REGENCY 
DUAL-OVEN Combination RANGES + OIL HEATERS + GAS HEATERS GAS RANGES 
FLORENCE STOVE COMPANY . . . General Sales Offices and Plant: Gardner, Massachusetts. Mid-Western Plant: Kankakee, III. ‘A 
Southern Plant: Lewisburg, Tennessee. Othe: Sales Offices: One Park Avenue, N. Y.; 1452A Merchandise Mart, Chicago; ; go Ree a ef 
419 Western Merchandise Mart, San Francisco; 53 Alabama Street, S. W., Atlanta; 301 North Market Street, Dallas. ‘5 : ag Esk ONS A oe 
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$3.19 Air Express cost helped this 
wildcatter strike it rich! 


ree TIRE 


ee 


Cap Bigs. He 








When a pump valve goes while drilling for oil, it’s costly. Idle men and 
equipment make profits evaporate. It happened to a wildcatter at 4 P.M. 
Phoned 800 miles away for parts—delivered 11 P.M. that night by Air 
Express. 12 lbs. cost only $3.19. (Regular use of Air Express keeps any 
business moving at a profitable clip.) 





4 & 

oe ast —_ owe — 
$3.19 was complete cost. Air Ex- 
press charges include speedy pick- 
up and delivery service. Receipt 
for shipment, too. Makes the 
world’s fastest shipping service 
exceptionally convenient. 


Air Express goes on all Scheduled 
Airline flights. Frequent schedules 
—coast-to-coast overnight deliv- 
eries. Direct by air to 1300 cities, 
fastest air-rail to 22,000 off-airline 
offices. Use it regularly! 


Facts on low Air Express rates 


Special dies (28 lbs.) go 500 miles for $1.30. 
6-lb. carton of vacuum tubes goes 900 miles for $2.10, 
(Same day delivery if you ship early.) 


Only Air Express gives you all these advantages: Special pick-up 
and delivery at no extra cost. You get a receipt for every shipment 
and delivery is proved by signature of consignee. One-carrier 
responsibility. Assured protection, too—valuation coverage up to 
$50 without extra charge. Practically no limitation on size or weight. 
For fast shipping action, phone Air Express Division, Railway 
Express Agency. And specify ‘Air Express delivery’’ on orders. 


ZSS 


GETS THERE FIRST 












Rates include pick-up and delivery door 
to door in all principe! towns and cities 


AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


SCHEDULED AIRLINES of THE u.s. 
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EVERY SALESMAN carries a key to the big display room of the Sewanee Appliance Co., 
and is allowed to demonstrate appliances at any time of the day or night. The room 
contains approximately 60 electric outlets plus hot and cold water connections. 


Elbow Room for Selling 


By catering to the customer, the Se- 
wanee Appliance Co., Chattanooga, 
Tenn., does $160,000 a year in sales 


SEX HOW it and sell it” ,is the 
motto of W. S. Craig. Mr. 
Craig, manager of the Sewanee Ap- 
pliance Co., 1038 E. Main St., Chat- 
tanooga, Tenn., has faced the prob- 
lem of getting volume in a side-street 
store, and has solved it to the tune 
of $160,000 worth of business a year. 
“We catch moforists and passersby 
with a smart display front,” says Mr. 
Craig, “and newspaper ads draw pros- 
pects who have never seen the store.” 
Once they’re inside, buyers find 
plenty of elbow room, as well as all 
the comforts and conveniences Sewa- 
nee could devise. They find salesmen 
who can handle customers with con- 
fidence and ease because they, too, 
enjoy the atmosphere. And they find 
live models of every appliance Frigi- 
daire makes. 

“Along the base of the walls,” Mr. 
Craig points out, “there are approxi- 
mately 60 outlets, spaced at intervals 
of every few feet; and there are more 
in the support posts in the center of 
the display room. We can connect 
an appliance anywhere in the room 
without going further than six feet. 
We have installed plumbing connec- 
tions for both hot and cold water and 
have four plumbing outlets spaced at 
intervals along the back wall.” 


Coddling the Customers 


Nothing is allowed to disturb the 
customer’s sense of comfort in the 
store. Modern rest rooms, upholstered 
chairs and an ice-water fountain set 
the mood. Besides fluorescent light- 
ing which floods the display area, the 
prospect can have the benefit of a 
spotlight turned on any appliance on 
the floor. As for the temperature, a 
hot water blower combination pro- 
vides comfort in winter, and an air 
conditioning system is on the way for 
summer relaxation. 


NOVEMBER, 


A big factor in making sales is an 
arrangement whereby every Sewanee 
salesman carries a key to the building 
and can carry on a demonstration at 
any time convenient for him or his 
prospects. He can reach daytime 
workers at night, and can bring work- 
ing husbands in with their wives for 
family demonstrations. 


Elbow Room Outside the Store 


The “elbow room for selling” pro- 
gram, Mr. Craig explains, carries to 
outside sales activities as well. The 
firm’s sales area has been divided into 
five sections as equal as possible in 
houses, families and population, and 
each salesman has been assigned a 
section. One day a week is spent in 
the store, to allow each man to ring 
up floor sales. 

“We set a quota for salesmen,” says 
Mr. Craig, “and we advise them that 
our experience has shown that a sys- 
tem is necessary. For instance, a man 
should make at least 15. cold contacts 
a day. He is expected to start work 
at 8:30 a.m., foilowing the sales meet- 
ing which we hold three times a 
week, and to work all day. Every 
two hours he must contact the office 
by telephone to report on prospects 
or pick up leads we may have for him. 
His drawing account gives him a cer- 
tain amount of security, but his com- 
missions are unlimited, and his per- 
centage of commission increases as 
his sales increase.” 

Realizing that a housewife some- 
times hesitates to receive men sales- 
men because of her state of dress, 
personal appearance, etc., Mr. Craig 
employs one saleswoman, Mrs. Ann 
Roach. Mrs. Roach can give answers 
on cleaning and cooking from her own 
experience, and has passed on many a 
cooking recipe or shortcut in house- 
work which has led to a sale. End 
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Tell the “DEEP CLEAN” Story! 


‘‘Deep Clean” is the clearest, 
most convincing selling idea to 
hit the tank-cleaner market in 
years. Use it and you'll sell the 
Hamilton Beach “Deep-Clean”’ 
—the cleaner with more exclu- 
sive features than any other in 
its price class. $72.50 retail, 
including attachments. 





Feature the , 
TOP-VALUE 


Weighs only 13 lbs., 12 oz.—yet has no plas- 
tic! Full-size, full-capacity, 14-inch nozzle. And 
Hamilton Beach has never made a “price 
model.” The “Champion” is lightest-weight, 
full-size, first-line upright on the market at 
$52.50, retail. 


o & 
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HAMILTON BEACH 


Only 3-Speed Portable with 
ONE-HAND OPERATION! 


the New 
[llixette 


ONE-HAND OPERATION lets user hold the 
Mixette in one hand, set the speed 
with her thumb. No stopping to 
change speeds—no muss, no fuss, no 
bother. Only Hamilton Beach has it! 
ALL-PURPOSE—it beats, mixes, mashes, 
whips, creams. Ideal in smaller kitch- 
ens and apartments—a big untapped 
market! 















$17 75 Retail 


($18.25 Denver and West.) Includes 
bracket and screws for wall-mounting. 


| POWERFUL yet compact and light. De- 


pendable, free of service complaints 
that cut profits. 

BALANCED HANDLE ends wrist strain. 
Flat base on beater unit prevents 
messy batter-drip. 

TWO STURDY BEATERS handle hard-to- 
mix batters. Snap in for use—snap out 
for cleaning. Easy to use, easy to sell. 
HANGS ON WALL or fits in a drawer. In- 
creases use, builds need, justifies pur- 
chase! 

SMART GIFT BOX is a merchandising 
plus! Box also serves as a compelling 
counter display. 
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lts the biggest 
RCA VICTOR 
Eye Witness 
Television—=— 


IN A CABINET OF DISTINCTION 


lts the 9PC4H/ 





Through this luxurious RCA Victor 
instrument .. . housed in a beautiful 
cabinet of 18th century design 

that’s a lovely addition to any home 

. your customers see their favorite 
football games on a screen nearly the 
size of a newspaper page. 

To preserve the authenticity of the 
traditional design, the screen can be 
lowered into the top of the cabinet 
when the set is not in use. 

The 9PC41, like all RCA Victor 
instruments, has fast turnover because 
it offers your customers highest possible 
quality at a fair price. Sell the entire 
RCA Victor line for more satisfied 
customers . . . greater profits! 
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ONLY RCA VICTOR HAS THE “COLDEN THROAT” 


RCA J ICTOR 2 


DIVISION OF RADIO CORPORATION OF AMERICA 
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Here's why your profits 
are greater with this 


RCA VICTOR 


tigher qualiy and oulstending selling points of” 
BLA RCA VI CTOR sstuments heep Jwrnover high / 


Push the 9PC4/ for football / 





Your customers get a seat on the 50-yard SHARPEST BLACK-AND-WHITE 
line with this great 300-square-inch (15” x CONTRAST EVER IN 

20’) viewing screen . . . the biggest with PROJECTION TELEVISION— 
RCA Victor Eye Witness Television. Screen 
locks in vertical position for most advanta- 





It's RCA Victor's all-silicate-face picture 
tube that does it. And pictures are elec- 
tronically locked in tune by RCA Victor’s 
improved Eye Witness Picture Synchro- 
nizer. Glorious “Golden Throat” tone brings SPLENDID 18TH CENTURY 
the full excitement of the game right into TRADITIONAL CABINET— 


your customer's home. 


geous television viewing. 


The lovely cabinet of the 9PC41 portrays all 
the splendor of the 18th Century traditional 
design. The great 300-square-inch screen can 





PLUS a demonstration clincher! 


be lowered into it when the set is not in use. 
Available in fine mahogany, rich walnut. or 


: ‘ modern blond finish. 
With Model 9PC41 you can offer your customers a remote 


control unit at no additional charge. This 3” x 4” unit, finished 





to match the cabinet, permits adjustment of the Contrast 





and Brilliance Control from the viewer's armchair. It has a 
25-foot extension cord. An impressive demonstration point 


; ONLY RCA VICTOR MAKES THE VICTROLA 
to help you sell! 


“Victrola” —T. M. Reg. U. S. Pat. OF 





RCA VICTOR—World Leader in Radio First in Recorded Muste First in Televi 
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Here's a new source of added profits! — Chronotherm, 


Honeywell’s electric clock thermostat. More than three years of 
intensive national advertising has already built strong con- 
sumer demand that’s still growing. To meet this demand you 
have convincing sales facts. Chronotherm pays for itself in full 
savings. Equipped with a Telechron clock, it automatically 
lowers the room temperature to a fuel saving level at night and 
returns it in the morning to whatever degree is desired for 
daytime comfort. That’s assurance for your customers of complete 
heating satisfaction with all the convenience of fully automatic 
operation. Reason enough why Chronotherm is much more 
than just a thermostat. Order a Chronotherm stock from 

your wholesaler today. Minneapolis-Honeywell, Minneapolis 8, 


Minnesota. In Canada: Leaside, Toronto 17, Ontario. 


The new Plug-In Chronotherm is 


designed to replace all manual ES a Se a se ee ee 
thermostats. All the advantages of vy a 
the regular Chronotherm. Anyone 
can install it in a few minutes. F F 
o 
—-s N Tee ©... Yio > = MM S 


7 BRANCHES FROM COAST TO COAST WITH SUBSIDIARY COMPANIES IN: TORONTO * LONDON * STOCKHOLM © AMSTERDAM © BRUSSELS © ZURICH * MEXICO CITY 
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MBITIOUS sales’ promotion 
A plans and new models shared 
the spotlight last month as Crosley 
division of Avco Mfg. Corp. 
announced details of a two million 
dollar giveaway contest designed 
to spearhead a fall sales campaign. 

Crosley chose New York and Sep- 
tember 28 to let the public in on the 
giveaway, which company officials 
called the “most spectacular promo- 
tion ever launched in the appliance 
industry.”” On the same day, up- 
wards of 1200 retailers and their 
salesmen gathered in New York to 
hear Crosley officials explain mer- 
chandising plans and introduce new 
appliances. Over 20 other regional 
dealer meetings were held across the 
country. 

An Early Start. W. A. Blees, 
Avco vice-president and Crosley 
general sales manager, explained 
that the introduction of 1950 re- 
frigerators 60 days in advance of 
the traditional time for appearance 
of new models makes it possible for 
retailers to take full advantage of 





Scheduled Meetings 


NEBRASKA-IOWA ELECTRICAL 
COUNCIL 

Fourth Annual Conference 

Hotel Fontenelle, Omaha, Neb. 

November 3-4 


NATL. ELECTRICAL 
CONTRACTORS ASSN. 
Annual Convention 
Rice Hotel, Houston, Tex. 
November 8-11 


NATIONAL ELECTRICAL 
MANUFACTURERS ASSOCIATION 
Chalfonte-Haddon Hall, 

Atlantic City, N. J. 
November 14-18 


ALL-INDUSTRY REFRIGERATION 
& AIR CONDITIONING 
EXPOSITION 
Refrigeration Equipment Mfrs. Assn. 

Atlantic City Auditorium, 
Atlantic City, N. J. 
November 14-18 


SAN DIEGO ELECTRICAL & 
HOME APPLIANCE SHOW 
Bureau of Radio & Electrical 
Appliances 
Electric Bldg., Balboa Park 
San Diego, Calif. 
November 25-30 


NAT’L FARM ELECTRIFICATION 
CONFERENCE 


Stevens Hotel, Chicago 
December 20-22 











Crosley Promotes New Line 
With $2,000,000 Giveaway 


Early introduction of models allows 
dealers to capitalize on fall trade 


fall and Christmas business. He 
pointed out that Crosley expected to 
sell about 100,000 refrigerators this 
fall. During the meeting he ac- 
knowledged that Crosley was ex- 
periencing a severe shortage of 
refrigerators, ranges, freezers, tele- 
vision and radio. 

New Lines, New Models. Eight 
new models ranging in capacity 
from 7 to 10.5 cubic feet are included 
in the new refrigerator line. Mr. 
Blees announced that the suggested 
list prices on the new models would 
be as much as $40 below comparable 
1949 models and disclosed that dis- 
tributor and dealer discounts had 
been increased. 

Sharing the preview stage with 
the 1950 refrigerators were Cros- 
ley’s newest appliance lines includ- 
ing steel kitchen cabinets, kitchen 
sinks, electric waste food disposers, 
hot water heaters and home freez- 
ers. (See ELECTRICAL MERCHANDISING 
for October and the “New Prod- 
ucts” section of this issue for details 
of these new lines.) 

Big Ad Appropriations. Crosley, 
in cooperation with its dealers, will 
spend between two and three million 
dollars in promoting the giveaway 
this fall. Advertising and promotion 
budgets for 1949 will total between 
nine and ten million dollars with an 
expected expenditure of between 12 
and 14 million scheduled for 1950. 

To stage the 20 shows outside of 
New York, Crosley moved a troupe 
of 33 persons across the country. 
Three railroad cars were necessary 
to move the show’s props. Eleven 
railroads and 12 airlines were used 
in covering the 10,000 mile circuit. 

Cash and Kitchens. Approxi- 
mately $1,950,000 of the giveaway 
awards will go to winners of local 
contests throughout the country in 
the form of custom model 9 cubic- 
foot Shelvadors. Every participating 
dealer will have a winner. 

Grand prize winners nationally 
will share 125 cash and merchandise 
awards with the national winner re- 
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ceiving $10,000 in cash and a com- 
plete Crosley electric kitchen with a 
retail value of $1,520. Winners of 
second through fifth prizes will each 
receive a complete kitchen and vary- 
ing sums of cash. The next 20 
winners will receive complete elec- 
tric kitchens and an additional 100 
winners in the national contest will 
get custom model refrigerators. 

Local Judges. Each participating 
dealer will select three prominent 
members of his community to serve 
as judges of the local contest. In 
metropolitan areas where there are 
numerous dealers, each will have a 
board of judges, and the activities of 
all participating dealers will be co- 
ordinated by the Crosley distribu- 
tor in that area. 


} 


The complete kitchens which will 


be awarded as contest prizes include 
a 9 cubic foot Shelvador refrigera- 
. > 


electric range, 3.2 cubic-foot 











TWO MILLION dollars in one dollar 
bills, stacked high in a giant Crosley 
refrigerator—plus models and bank guards 
—pointed up Crosley’s announcement of 
its fall $2,000,000 giveaway campaign. 


freezer, 40-gallon table-top electric 
water heater, 48-inch cabinet sink 
with automatic disposer, steel base 


and wall:cabinets ard $300 in cash 
toward installation of the kitchen in 
the winner’s home 

Entrants in the contest, which 
ends November 30, are required to 
explain in a few words “Why I 


should be given a new 1950 Shelva 
S hd 





CROSLEY Division of Avco Mfg. Corp. will spend some $5,000,000 on its giveaway 
promotion, expects to sell 100,000 refrigerators in the October-December period alone, 
W. A. Blees (center), Crosley general sales manager, told the press and dealers in 
New York recently. Flanking him are: Victor Emanuel, Avco board chairman (left); 
and John Craig, Crosley general manager and Avco vice-president. 
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> Reasons 


for the Popularity of 
Appliances Powered with... 











WESTINGHOUSE ASSUMED SPONSORSHIP of one of television’s top rated dra- 


matic shows, “Studio One,” this fall. 


One of the season’s first programs was a 


dramatization of Ben Hecht’s short story “The Rival Dummy” with Paul Lukas, “Pepi”, 
and Anne Francis. At right, J. Gilbert Baird, Westinghouse sales promotion manager, 
runs over a commercial with actress Betty Furness. 


“Studio One” Hired By Westinghouse 


Still another TV manufacturer as- 
sumed sponsorship of a top-budgeted 
TV show last month when Westing- 
house Electric Corp. took over 
CBS’ highly rated dramatic show, 
“Studio One.” 

Other appliance and TV manu- 
facturers footing the bills for video 
programs include General Electric 
(the Fred Waring show), Philco 
(TV Playhouse), RCA~ (Kukla, 
Fran & Ollie), Admiral (Stop the 
Music), and DuMont (the Morey 
Amsterdam show). 

“Studio One”, using established 
Broadway and Hollywood actors, 
entered the video field after a dis 


tinguished run in radio. It became 
one of the first programs to achieve 
a style and character unique to T\ 
Show business’s hard-boiled Variety 
said of it, “The quality of produc 
tion, direction and acting combined 
to point up emphatically that ‘tele 
can handle the best in drama.” 

The show was sponsored by 
Westinghouse for eight weeks dur 
ing the early summer on a nine sta 
tion network. So successful was th: 
trial that the fall series has bee: 
expanded to 28 stations, 17 of them 
receiving the show direct by cable. 
the remainder relying on TV record - 
ings of the original production. 


_Lewyt Launches Outside Selling Plan 
With Life Ad for Part-time Salesmen 


Novel plan is designed to help dealers 
secure manpower for following up leads 


oe 


Series motor parts for drink 
mixers, food mixers, and 
other household appliances. 





Universal motor, requiring 
minimum attention, for port- 
able devices and applications. 





Shaded pole fan motor with 
rubber grommeted lugs to 
assure quiet operation. 


Because Lamb Electric Motors 
are designed and built to 
meet the exact requirements 
of each particular application, 
they provide: 


1. Good Performance 

2. Thorough Dependabilty 

3. Compactness and Light 
Weight 


These qualities, of Lamb Electric 
Motors have proved to be 
important factors in winning 
product popularity. 


THE LAMB ELECTRIC COMPANY 


KENT, OHIO 


Zn Electric 


SPECIAL APPLICATION 
FRACTIONAL HORSEPOWER 
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MOTORS 


An outside selling plan designed 
to double the annual volume of 
Lewyt Corporation’s cleaner di- 
vision and to help its dealers capi- 
talize on “plus business” which they 
cannot now handle was opened last 
month when the firm ran a column 
ad in Life aimed at uncovering part 
time salesmen to be trained as 
“Lewyt specialists”. 

Called the “Lewyt Outside Sel- 
ling Plan”, the drive is designed 
to furnish individual retailers with 
sufficient manpower to follow up 
leads and is not intended to en- 
courage cold canvassing. 

Face Two Problems. In the eyes 
of the Lewyt Corp., appliance re- 
tailers have long been handicapped 
by two problems: 1) getting leads 
and 2) securing manpower to capi- 
talize on these leads. Convinced 
that the first problem is being solved 
by local and national advertising, 
the firm’s “Market Place”, and 
special promotions including a 
cedarized chest and a new scatter- 
pin promotion, Lewyt is now at- 
tempting to solve the second prob- 
lem by helping retailers recruit and 
train part-time salesmen. 
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Local newspaper ads by the re 
tailer and his own contacts with 
church and educational groups wil! 
complement the Lewyt national ad 
in finding applicants for the part 
time jobs. Once an applicant has 
been accepted he will be trained by 
the distributor or dealer. Lewyt 
has made available a “textbook” 
covering the background of the firm. 
types of cleaners, an outline of a 
home demonstration and _ instruc- 
tions on how to close the sale. 

Handle Training. Distributors 
will be expected to handle the train- 
ing and assignment of Lewyt spec- 
ialists living in or near cities in 
which distributing houses are 
located. In other areas the dealer 
will handle these matters. Com- 
pensation schedules will be deter- 
mined by the dealer. 

When a dealer signs a partici 
pation certificate for the plan, he 
agrees to aggressively recruit spec- 
ialists, provide training, telephone 
facilities, sales tools, literature and 
promotion merchandise and to de- 
velop prospects for the specialists 
through floor demonstrations and 
store promotions. 
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| Se// all types — 
of difficult, 
prospects... 
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When they worry about minute details . . . are exacting to 


/ a the point of exasperation . . . point to the Du Pont “Dulux” 
} \ seal. Usually it’s all the assurance customers need . . . of a 
f an quality finish that gives years of washable, mar-resistant 
: \ i d sparkling good looks. 
USE THE DU PONT SEAL ating 
TO CL OSE TH E 1 DE AL If your manufacturer supplies you ‘““Dulux’’-finished appli- 


ances without the seal, ask him to include it in the future. It 
\ gives you a quality story that helps close many a difficult sale! 


\ 


It identifies America’s HERE'S SELLING MADE EASIER: Free new informative booklet 
leading home appliance finish! gives you profitable ‘‘selling points’ for appliances finished 
/ ; \ with ‘‘Dulux.”’ Send coupon today for your copy. 
' i=) ‘ 


’ \ 





\ 
\ 














E. I. du Pont de Nemours & Co. (Inc.) 
Finishes Division, Dept. E.M.-911 
Wilmington 98, Delaware 






































Please send, free of charge, your new illustrated booklet, “‘Inside 
Information on the Outside.” 


Name Title 














- . THROUGH CHEMISTRY 


BETTER THINGS FOR BETTER LIVING D U i uU » 4 
orf 
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A Real Gift... 


The Westinghouse SUN 
LAMP. Unlike so many 
“workaday™ appliances, this 
lamp makes a perfect Xmas 
gift. It’s expensive enough 
to express real affection, 
yet well within the reach 
of your average customer! 






















A POPULAR PRICE... 
The Westinghouse HEAT LAMP. Few 


of the items you sell are priced so low 
as this lamp. Either the ruby red, spatter- 
proof lamp ($2.95) or the regular 
infrared lamp ($1.10) is ideal for the 
many Xmas buyers who want something 
different, yet inexpensive! 
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AN EXTRA PROFIT 
this XMAS!... with 


) these 2 Westinghouse winners 


= vow 
Ex # ONLY 


Spa, 


ps. en °2 5 0 - 















if its Westi 


























This Xmas “SELL” is the word. That's why 
you will be putting plenty of steam behind large 
appliances. But... you can make many an 
extra dollar this season by promoting Westing- 
house Sun and Heat Lamps. Both these fast- 
selling lamps are high profit gift-type items . . . 
and powerful new point-of-sale display cards 
will help you move them with a minimum of 
effort. Here’s a further sales tip . . . include the 


*For the name of your Westing- 
house Lamp Distributor call or 
write the nearest Westinghouse 
Lamp District Office: 


/ 7 
BOSTON 10 High Street e 
CHAMBLEE, GA. 2260 Peachtree ‘ 
Industrial Blvd. 
CHICAGO 20 N. Wacker Drive 
NEW YORK 40 Wall Street 


PHILADELPHIA 3001 Walnut Street 
PITTSBURGH 419 Wood Street 
SAN FRANCISCO 410 Bush Street 
ST. LOUIS 411 N. 7th Street 
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appropriate fixtures with your Westinghouse Sun 
and Heat Lamp displays. This kind of merchan- 
dising helps sell more of both lamps and fixtures. 
Get set today! Check your stock of Westing- 
house Sun and Heat Lamps and your supply of 
display material. Order more from your West- 
inghouse Distributor*. Or write direct to the 
Lamp Division, Westinghouse Electric Corpor- 
ation, Bloomfield, New Jersey. 
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- You Sell 


UFETIME HEAT 


When You Sell FLECTROMODE / 








HE amazing Lifetime Heating Element built into every Electro- 
mode All-Electric Heater means maximum profit for distributor 
and dealer. Service troubles due to element failure are eliminated 
because, with the minimum of care, Electromodes practically last 
forever! And customers’ complete satisfaction with a heater that 
always puts out an abundance of fan-circulated heat—within a 
minute—for as little as 1c an hour, can't be equalled by any other 
heater on the market! Approved by Underwriters’ Laboratories. 
The Electromodes featured below are leaders—nothing can touch 
them for real values. Read their specifications and you'll agree that 
ELECTROMODE’S THE LINE FOR ‘49! 


THEY’LL WANT THESE ELECTROMODES... 


ORDER THEM NOW 


Model PJ-13 PORTABLE 


Lifetime heating clement; safety switch; separate 
fan switch. Size: 13” high; 1144” wide; 7” deep. 
Weight: 16 Ibs. 1320 watts. 110 volts AC. 4435 
BTU. 





Model PJ-13 Model WJA-13 Automatic SMALL-ROOM HEATER 
Electromode 
Builds into the wall. Lifetime heating clement. 
Front plate size: 1144” x 127%”. 1320 warts. 110 
volts AC. 4435 BTU. In chrome or white finish. 


Also available non-automatic. 


Model WA Automatic DOWN-FLO 





Bilt-in-Wall type. Lifetime heating clement. With 
or without built-in thermostat. Front plate size: 
17” x 21”. Four capacities from 1500 to 4000 watts 
—§122 to 13,660 BTU. 230 volts AC. 





Model WJA-13 Electromode 
with automatic heat contro! 





Write Dept. EM-119, for 
Sales Aids and Complete Line Information 








ELECTROMODE 


qi Eee: HEATERS 





Model WA Electromode 
with automcti-. heat control 





ELECTROMODE CORPORATION ° 45 Crouch St., Rochester 3, N.Y. 
World’s Leading Exclusive Manufacturer of All-Electric Heaters 
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Manufacturers Sales Rise in August 
Reversing July's Downward Trends 


Refrigerators, only item up in July, 
is only appliance to fall in August 


Closely reflectiag increased ac- 
tivity in consumer markets, manu- 
facturers’ sales of appliances, radio 
and television turned sharply up- 
ward in August to reverse July’s 
sharp downward trends. 

During July, refrigerators were 
the only appliance to show gains at 
the manufacturer level while tele- 
vision sales dropped to half of those 
in June. These trends were com- 
pletely reversed in August with re- 
frigeration being the only industry 
to show a decrease while television 
led the general movement upward 
with sales almost double those of 
July. 

Refrigerator production went 
down from 327,429 in July to 314,- 
839. Despite this drop, August pro- 
duction was 7.22 percent ahead of 
the same month last year, the first 
time since May that monthly pro- 
duction has passed last vear's fig- 
ures. 
“Video Picture. TV sales, which 
last month dropped precipitously to 
a 79,531 figure, more than recovered 
in August to reach a monthly total 
of 185,706 units. This was 185 per- 
cent ahead of 1948 and eight month 
pro:luction was 194 percent ahead of 
the same period last year. 

Radio production recovered 
sharply, reaching 623,255 units, the 
highest monthly figure since March 
and over 280,000 units better than 
July. August radio figures were only 
28 percent behind the same month 
last year, the best showing this year 
against 1948’s monthly marks. Pro- 
duction of FM-AM receivers for 
August was nearly triple that of 
July while AM production was up 
241,000 units over July's mark of 
318,104 sets. 

Best Month Yet. August ironer 
and washer production figures were 
closer to 1948 figures than those of 
any other month this year with 
ironer production off a scant 8 per- 
cent and washer figures only 10 
percent below 1948. Ironer pro- 
duction in August was nearly double 
that of July, with 32,300 units being 
produced against a July figure of 
17,700. Washer production was up, 
too, with 323,789 units being pro- 
duced against July’s 200,900. Eight 
month production of both appli- 
ances was still considerably off 1948 
figures, ironers being 43 percent 
behind and washers 36 percent off. 

Range production increases for 
August were not as sharp as for 
other appliances with only 4,000 
more units being sold. The total 
of 67,891 was 43 percent behind the 
same month last year and made the 
eight month production fall behind 
1948 by 31 percent. 

Cleaning Up. Factory sales of 
vacuum cleaners in August totalled 
219,909 units, an increase of 35.7 
percent over 161,920 in July and 
down only 7.3 percent from the 
August, 1948, figure. Eight month 
production was 18 percent behind 
1948 but 60 percent higher than 
1941, the industry’s best prewar 
vear. The industry in 1941 pro- 
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duced 1,670,129 cleaners, a mark 
which has been passed in the first 
eight months of the current year. 

Water heater sales for August 
totalled 46,351 units, up approxi- 
mately 6,000 from July but 27.21 
percent behind August of 1948 
Eight month production is 32.38 
percent behind last year. 


(FOR STATISTICAL SUMMARY 
SEE PAGE 110) 


RMA Releases Series 
Of 22 TV Film Spots 


A series of 22 films designed to 
help TV owners understand the op- 
eration of their sets has been pre- 
pared by the Radio Mfrs. Assn, and 
the Television Broadcasters Assn. 
for distribution to every TV station 
in the country. 

In introducing the films, R. C. 
Sprague, chairman of RMA’s Town 
Meeting committee, predicted that 
the spots would be viewed on more 
television sets by more Americans 
than any other series of films, com- 
mercial or non-commercial, ever 
before produced for television. 

Most of the films are 20 second 
spots; four run for one minute. Be- 
sides offering advice on focussing 
and tuning, the films explain the 
most prevalent forms of interference 
and what can be done to eliminate 
some of them. 

In commenting upon the indus- 
try’s obligation to provide adequate 
installation and service facilities. 
Mr. Sprague pointed out that 40,000 
radio technicians have been neces 
sary to service the nation’s 80 to 
90 million radio sets and predicted 
that by 1956 an additional 50,000 
technicians will be needed to 
handle a market of 24,000,000 TV 


sets. 


Modernizing Old Dobbin 





RADIO EQUIPPED HORSES are the 
latest development in Miami where police 
plan on equipping 13 horses with minia- 
ture two-way radios like the Motorola unit 
above. 
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SAFETY-TILT AUTO.- 
MATIC IRONS— with 
famous “Rock-to-Rest” 
motion, Duo-Dial Heat 
Control, and other fine 
features. Also Fold-Awa 
Travel Iron. 














































SAMSON lm 


. ELECTRICAL APPLIANCES 





wo 








? \ FOLD-AWAY TRAVEL 
IRON — Folds flat for 
packing, locks upright 
for ironing. Weighs ~ ———— 
only 2% Ibs. AC-DC,: ~ + 
Chrome finish. “> Ps 









ZF “i 
SAFE-T“CIRCUIT 
HEATING PADS—featuring 
3 Fixed Heats, 4 Safety 
Controls, 100% Wetproof 
Construction 


GIFT-MINDED BUYERS want quality and 


performance ... but above all they want the 
















extra beauty and distinctive features that make 
every Samson electrical appliance a present to 
{ be remembered. That’s why it will pay you, 
especially at Christmas, to push Samson—the 
buy-appeal line that means high-unit sales 


and volume profits. And don’t forget—Samson 
TEMPO-FLEX 
TABLE RANGES — 
with hairline gradu- 
ations of burner heat. 
Streamlined design. 
One or two burner. 


electrical appliances are not only BETTER ... 


~ 


by Design, but also 3 
= SS my i ont 
3 Showkened ts Sa > * P 


SAMSON UNITED CORPORATION, ROCHESTER 10, N.Y. Samson United of Canada, Limited, Toronto 
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I MUST HURRY HOME OR DINNER, 
WILL BE LATE. ARENT You 
WORRIED ABOUT YOURS # 










NOT A BIT! MY DINNER IS IN THE 
OVEN. WHEN I GET HOME, ITLL BE 
READY To SERVE. MY ELECTRIC 
RANGE COOKS AUTOMATICALLY, 
WHY YOU LOOK AT ONE 
WHERE I BOUGHT MINE 


SALESMAN GETS 





a 










OF THOSE RANGES 
THAT COOKS 
AUTOMATICALLY 











i 
ID LIKE To SEE ONE YOU MEAN AN ELECTRIC RANGE. 
COOK ANYTHING FROM A CUP OF COFFEE 
TO ACOMPLETE MEAL...AUTOMATICALLY... 


whe 


BEFORE yYOou'RE 
firme UP IN THE MORNING, 
OR, EVEN WHILE 

| YOU RE AWAY FROM 
THE HOUSE 











AND THIS FEATURE IS REALLYA HELP. you PLUG 
YOUR COFFEE MAKER IN HERE, SET THE CONTROLS, 
THE COFFEE STARTS ANP ITS SHUT OFF WHEN 

FINISHED...ALL AUTOMATICALLY. YOU CAN EVEN , 
SET IT THE NIGHT BEFORE FOR NEXT MORNINGS 
—> BREAKFAST 












WE LIKE OUR COFFEE THE 
MINUTE WE GET UP, AND 
NOW WE CAN HAVE IT... 
WAIT... WHAT AMI 
SAYING 2 











rig. ay m\) 
nj @y 
we a 























When cooking is Automatic—of course, it’s electric! That's why... 
another million American families switched to electric cooking last year! 





YES, 





I THINK YOU'RE SAYING You'D LIKE 1 OWN 
THIS ELECTRIC RANGE! 


BUT I DON’T KNOW 
WHETHER. OR NOT I CAN 
AFFORD IT 


























ELECTRIC RANGE SECTION | 
National Electrical Manufacturers Association 
155 East 44th Street, New York 17, N. Y. 


eos 
ee 
© he 
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ORDERS LIKE YAGHOY kien 








HOW CAN THAT 


HOW DOES IT WORK 2 





BE POSSIBLE > 


THIS AUTOMATIC CONTROL 
IS THE KEY To THE WHOLE 
THING. YOU SET IT FOR THE TIME 
YOU WANT COOKING TO START 
AND STOP, AND IT DOES 
THE REST 












YOU CAN PUT AN ENTIRE 
MEAL IN THE OVEN...EVEN THE 
DESSERT...SET THE AUTOMATIC 
CONTROL, GO OUT FOR THE 
AFTERNOON AND FIND 
DINNER ALL READY 
WHEN YOU RETURN ® ¥% 









Aplong 2" “amg 
flinee Sdespep 
HERES ANOTHER. 


FEATURE YOULL LIKE...THE 
DEEPWELL COOKER. YO ~3 
CAN PUT FOODS LIKE fens 
STEWS INTO IT, TURN 
THE HEAT To*Low” 

AND NEVER LOOK AT 
IT AGAIN UNTIL THE 


















& 











; 








FOOD IS DONE ~~ 
CT] we 


FOFOYOY 





Py 

















THAT SOUNDS q 5 
y, 












GOOD FOR. DAYS WHEN 
I'M BUSY ABOUT THE 

HOUSE AND HAVEN’T TIME y, 
TO BE RUNNING IN AND Ad 
OUT OF THE 
KITCHEN 






































—<—S 


CERTAINLY, YOU CAN AFFORD TO HAVE 
AN ELECTRIC RANGE. ITS REALLY ECONOMICAL, 
BECAUSE WITH IT YOU USE ONLY THE AMOUNT 
OF HEAT YOU NEED. AND THE OVEN IS SO 
WELL INSULATED...ON ALL SIX SIDES...THAT 
HEAT IS NOT WASTED UNNECESSARILY 

INTO THE KITCHEN 


I WOULON T HAVE BELIEVED 
IT...6UT THERE'S MY 
DINNER, ALL COOKED 
ANP READY To SERVE 


“y 




































Wo 
RK AS THOUGH By MAGIC | 








ADMIRAL + COOLERATOR + CROSLEY - FRIGIDAIRE 
GENERAL ELECTRIC + GIBSON ~ HOTPOINT - 


ae 


“KELVINATOR + LEDO - MONARCH + NORGE 


= nd Ae. 
quauty . 
i re We Petey : 
‘ Fa Ria Ps ibe Soe 


I GUESS THAT ANSWERS 
ALL MY QUESTIONS. WHATS 
THE PRICE AND WHEN CAN 
YOU MAKE DELIVERY 2 


AUTOMATIC 
EXPLAINING AwmiNS-_ THEN HE CLINCHES COMPLETELY 
AND opeean AY HER DOUBTS Apo net By 
10 
AGES of 2 ANP SUMMING PURCHASE 


ELECTRIC COOKING 


UNIVERSAL + WESTINGHOUSE 
a8 Ra, is 
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I KNEW YOUD HAVE 
To SEE IT YOURSELF... 
AND I KNOW You'LL 
NEVER BE SORRY YOU 
BOUGHT AN AUTOMATIC 
ELECTRIC RANGE! 
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From 
Air-Cooled Power 
Hea dquarters 





Compact—powerful—in brilliant modern design — 
incorporating many important improvements — 
these new Briggs & Stratton models are perfected 
products of the world’s largest builders of 4-cycle 
air-cooled single-cylinder engines, resulting from an 
experience record spanning more than 30 years and 
a production record of more than 4 million engines. 


These new engines set new standards of value, de- 
pendability and performance as “preferred power” 
for machines, tools and equipment used in indus- 
: quiy 
try, and construction, by railroads and on farms. 
Complete technical information is available on these 
new Briggs & Stratton single-cylinder 4-cycle air- 
cooled gasoline engines: 
MODEL “9” 3.1 H.P. 
MODEL “14” 5.1 H.P. 


MODEL “23” 8.25 H. P. 


BRIGGS & STRATTON CORP., Milwaukee 1, Wis., U.S.A, 
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‘Manufacturers’ Sales 
Appliances and Radio 


FREEZERS, HOME & FARM 
(NEMA Member Sales, Not Industry) 


a ee 35,384 
Aug. 1948.... 34,448 
8 Mos. 1949 214,336 
8 Mos. 1948. 317,399 
% Change versus 1948: 

Aug. 1949......... 2.12% 
8 Mos. 1949..... - 32.41% 


HEATERS, CONVECTOR & 
RADIANT 


(NEMA Member Sales, Not Industry) 


Aug. 1949............. 44,923 
Aug. 1948... 83,963 
8 Mos. 1949.. 113,263 
8 Mos. 1948.. 380,888 
% Change versus 1940: 

Aug. 1949.. .. —46.50% 
Se — 10.26% 


HEATING PADS 
(NEMA Member Sales, Not Industry) 


Aug. 1949... 45,491 
Aug. 1948... 43,267 
8 Mos. 1949............. 192,358 
SS 282,419 
% Change versus 1943: 

Aug. 1949......... + 5.14% 
8 Mos. 1949......... —31.89% 


HOTPLATES & STOVES 
(NEMA Member Sales, Not Industry) 


Aug. 1949... 35,610 
Aug. 1948... 27,963 
S Mos. 1949............. 1865953 
8 Mos. 1948............. 258,243 
% Change versus 1943: 
ee +27.35% 
8 Mos. 1949.... . —27.99% 
IRONERS 


(Industry Estimate by American Home 
Laundry Mfrs. Assn.) 


Aug. 1949.. : 32,300 
er 35,203 
8 Mos. 1949............. 189,200 
8 Mos. 1948............. 332,451 
% Change versus 1948: 

Pe NG ac cc oaa ne . — 8.25% 
OS — 43.09% 
IRONS 

(NEMA Members Only, Not Industry) 
Aug. 1949.. 462,224 
Aug. 1948............. 464,272 
BO eh esas cn mnets 2,428,424 
8 Mos. 1948. . 2,850,468 
% Change versus 1948: 

Aug. 1949....... es -~ 44% 
“* Oe * Sea -14.81% 


RADIO RECEIVERS, ALL TYPES, 
INCLUDING TELEVISION 


(Radio Manufacturers’ Assn.) 


Aug. 1949............. 808,961 
Aug. 1948............. 934,997 
8 Mos. 1949............. 5,625,368 
8 Mos. 1948............. 9,363,854 
% Change versus 1943: 
Au. WOOR......... —13.48% 
@ Mies. 1949.............. —39.99 
NOVEMBER, 1349-—- 
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TELEVISION RECEIVERS 
(Radio Manufacturers’ Assn.) 


ee Mg, 185,706 
Aug. 1948............ 64,953 
a 1,178,308 
ee US ok crewed 399,938 
% Change versus 1948: 

Aug. 1949............+185.91% 
8 Mos. 1949............+19462% 


FM-AM and FM RECEIVERS 
(Radio Manufacturers’ Assn.) 


a; ae 64,179 
i eae 110,879 
8 Mos. 1949.......... . 512,403 
8 Mos. 1948 881,180 
“> Change versus 1948: 

Aug. 1949. — 42.12% 
8 Mos. 1949 . —41.85% 


AM RECEIVERS 


(Including Automcbile & Battery Re- 
ceivers—Radio Mfrs. Assn.) 


Aug. 1949 559,076 
Aug. 1948.. 759,165 
8 Mos. 1949... . 3,934,657 
8 Mos. 1948. . . 8,082,736 
“> Change versus 1948: 

Aug. 1949... . —26.36% 
8 Mos. 1949... —51.32% 
RANGES 

(NEMA Member Sales, Not Industry) 
Aug. 1949. 67,891 
Aug. 1948.. 119,460 
8 Mos. 1949... 601,053 
8 Mos. 1948... 875,128 
% Change versus 1943: 

Aug. 1949... —43.14% 
8 Mos, 1949. . — 31.32% 
REFRIGERATORS 

(NEMA Member Sales, Nct Industry) 
Aug. 1949.. 314,839 
Aug. 1948.. 294,559 
8 Mos. 1949. . . 2,757,802 
8 Mos. 1948. . . 2,682,052 
“> Change versus 1948: 

Aug. 1949 . + 7.22% 
8 Mos. 1949 + 2.82% 
ROASTERS 

(NEMA Member Sales, Not Industry) 
See 20,918 
Me. Ue) ksi enad: ss 48,671 
8 Mos. 1949............ 161,349 
De PEs b ciisicnes ces 381,314 
% Change versus 1948: 

Aug. 1949.. .. —57.02% 
8 Mos. 1949.... . —57.69% 
TOASTERS 

(NEMA Member Sales, Not Industry) 
a 237,945 
Aug. 1948..... 280,549 
8 Mos. 1949...... ... 1,877,765 
8 Mos. 1948....... _ 2,974,885 
% Change versus 1948: 

Aug. 1949. —15.19% 
8 Mos. 1949.. —17.46% 
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“We have been advertising locally on this network radio program, and the results 
have been exceptional. Last month, usually seasonally low, brought in a substan- 
tially larger amount of business than we've had in any one month in years.”* 


LOCAL DEALER profits by new 


method of radio advertising. 
Read how it can pay off for you. 
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PROGRAMS PAY OFF FOR LOCAL SPONSORS* 


“BROUGHT IN CUSTOMERS” 


‘‘We have benefited very much from sponsoring this program. 
Many of our customers have remarked that it brought them 
in. We are very pleased to be getting so much for a reasonable 
amount of advertising expense.” 





Something new in advertising—designed especially for YOU! 
‘*Local-network” radio shows: bigtime coast-to-coast pro- 
grams on the American Broadcasting Company network that 
YOU can sponsor in your area and pay only your small local 
share of the total cost. 

Think of it: YOU can get all the credit, the prestige, the 
impact of a top-notch network radio show in your area. 
YOUR announcer delivers YOUR commercial message to 
your audience. 


Don’t say to yourself, ‘‘A radio show is too big and too 


“HIGH QUALITY ... REASONABLE COST” 


“We are pleased to have the opportunity of offering such high- 
quality material at a reasonable cost, a program much better 
than anything else we would be able to present were it not on 
a cooperative basis. Many people mention hearing ‘our’ broad- 
casts, so we are assured that we are reaching a large audience.” 


*Names of local dealers on request | 





Pans comers comes GHEE CHIEEED CHEESES GHEIEES GEES SHINE GREED CEEEED CHUTES CERES CHENOA CHEERED 


FAMOUS NETWORK SHOWS 





expensive for me.” A ‘‘local-network” show isn’t... and High-rating, sales-producing network shows of all 
ABC has over 800 LOCAL sponsors to prove it! Call your types are available on ABC for you to sponsor 
local ABC station or representative today for all the facts — p ey nee 
and figures about ABC’s shows that are within your budget— 

programs that will pay off for YOU, in prestige, in good will, ane ag bynes S say thm prot ap ago 
in increased sales. Or write direct to ABC, 7 West 66th Street, Wismer, Piano Playhouse, Mr. President, Breakfast in Holly wood, Chandu 
New York City. ho Hufite, Geiiage Riba Gheiie Ghia, Gung Siiite, 


Pauline Frederick, Nancy Craig, Bert Andrews. 


Elmer Davis, ace news analyst 


ABC COOPERATIVE PROGRAM SALES DEPARTMENT, 7 West 66th Street, New York City 
American Broadcasting Company 
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ALL THESE 
EXCLUSIVE 
FEATURES! 

















3 SPEED PHONO 
Plays all sizes, all 
speeds—oavtomatically! 












@ Here's the greatest merchandising opportunity in the 
| television field! Complete family entertainment at the price of SLIGHTLY HIGHER 
e oe ‘ : : WEST AND SOUTH 

television alone! And it's being featured in Stewart-Warner's powerful 


| advertising campaign NOW! Act today! 





of em > Channel-Eye Tuning 


1 Click — and amazing lighted eye instantly EXCLUSIVE 













spots channel or station call letters! No more 


searching in the “dark” for TV stations! U ni r Pa nl el C 0 ntrol 


Imagine! Everything centered on one 
easy-to-use panel! TV, AM-FM Radio and 
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EXCLUSIVE 


Dyna-Power Chassis 


Added power assures clearer, brighter 






sharper pictures from unheard-of distance 
EXCLUSIVE 


Miracle Turret Tuner 


Provides reception of proposed U.H.F. 


27 tubes plus 3 rectifiers. 


channels by quick adjustment! 
No converter is needed! 








EXCLUSIVE 


Picture Quality 


Compare Stewart-Warner picture quality — 


see the amazing difference! The brighter, 
sharper picture that defies comparison with Ce CUwe 


any other set— at any price! 


Built-in Aerial STEWA RI-WA RNER 


Compactly located inside Mahogany 


Cabinet. Cannot be seen from exterior, e * J 
Eliminates costly installation. (Fi PUM p 
RIA Dive . D . . —" 


. ~~ 22 . 
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BO Manufacturers’ Sales 








© ==; chee” MARQUETTE Refrigerators rim sine 


a 


(Industry Estimate by Vacuum Cleaner 











es Mfrs. Assn.) 
Sr? Aug. 1949. -.. 219,909 
SS x Bt = : . Aug. 1948. 237,202 
| = 8 Mos. 1949... - 1,844,622 
8 Mos. 1948 2,270,132 
“(> Change versus 1948: | 
Aug. 1949........ 7.29%, | 





8 Mos. 1949............ 18.74% | 


WAFFLE IRONS 
(NEMA Member Sales, Not Industry) 

















Aug. 1949...... 44,591 
Aug. 1948.... 111,337 
8 Mos. 1949. . 324,313 
8 Mos. 1948. 914,761 
% Change versus 1948: 

Aes. 160....... — 59.95%, 
8 Mos. 1949. . —64.55% 


WASHING MACHINES, STAND- 
ARD—Electric & Gas Engine 


(Industry Estimate by American Home 
Laundry Mfrs. Assn.) 

















Aug. 1949. 323,789 
Aus. 1948. ar 362,169 
S Mos. 1947..... .. 1,805,789 
8 Mos. 1948. . 2,997 864 
©% Change versus 1948: 
Aug. 1949.. —10.60% 
8 Mos. 1949.... — 36.09% 
WATER HEATERS, STORAGE 
TYPE 
(NEMA Member Sales, Not Industry) 
Aug. 1949........... 46,351 
Aug. 1948..... eats 63,678 
8 Mos. 1949..... _ 333,642 
8 Mos. 1948.... . 493,397 
% Change versus 1948: 
Aug. 1949..... ...... ~27.21% 
' : : 8 Mos. 1949..... veceee 32,38% 
Just what housewives are looking for . . . a refrigerator with smart, clean beauti- 
ful styling. Efficient design gives spaciousness of big 8'2 cu. ft. capacity in floor Note—NEMA figures above reported 
space of old style 6 cu. ft. models. Plenty of room with 14.4 to 17.5 square feet of are not strictly comparable from 
shelf area in new AT8C model. 1948 to 1949 since membership 
Large Freezers. 42 pounds of Frozen Food is easily stored in the big across-the-top pln identical for the two 
freezer. The eye-level compartment of the U type model holds 28 pounds of Frozen a 
Food. 


Roll-a-Grip Latch . . . a high quality, trigger-action latch, found only on Amer- 
ica’s finest refrigerators. Twin Crispers each have 12 quart capacity. Full width 
Vege-Crisp Drawer has 18 quart capacity. Latest type flexible aluminum Ice Cube 
Trays. New “Pancake” type Tecumseh, Hermetically-Sealed Compressor is silent and 
economical. Highest quality, yet priced competitively! 





Wilson Joins Hartford Firm 


A Complete Line of MARQUETTE Home Freezers __ As Appliance Sales Manager 


Four models for every farm and home need .. . 16, 111%, . eer ae eae 
8 and 4 cu. ft. capacity. Dealers: Now's the time to install a Inc., East Hartford, Conn., as sales 
Marquette Home Freezer in your own home. It'll help put | manager of the appliance division, 
that extra punch into your selling. Stock up now for busy 


| it has been announced by Louis K. 
Fall Freezing Time . . . and profit time for you! Roth, president of the company. 


Mr. Wilson was formerly New 
York district manager for Nash 
Kelvinator Corp and had also been 
with Hotpoint and the Delaware 
Electric Co. 








\LERS...USE THIS COUPON 


MARQUETTE APPLIANCES, INC. a 














MINNEAPOLIS 14, MINNESOTA % | 
Please Send Full Details on the Complete Line of MARQUETTE APPLIANCES. [§ | 
a | B. L. Waters, Lyon Metal 
FIRM NAME * Founder, Dies in Aurora 
" ADORESS : Beverly Lyon Waters, founder 
bh MARQUETTE APPLIANCES, INC. and chairman of the board of Lyon 
a MINNEAPOLIS 14, MINNESOTA Metal Products, Inc., died Septem- 
Ge ives. a ; ber 28 in Aurora, If. after an ill- 
nee — R ness of several weeks. Mr. Waters 
had not been well for the past sev- 
BY (name) SEE Eb entmEn emia cccne con ca. eral years. He founded Lyon Metal 
ELECTRIC And CAS HOT WATER HEATERS in 1901 and saw it become the larg- 
TITLE SELF-SERVE FREEZERS And BEVERAGE COOLERS est company of its kind in the world. 
PAGE 114 


NOVEMBER, 1949—ELECTRICAL MERCHANDISING 











2 
12 
2 


% 
% 
ed 
om 
hip 
wo 


1ed 
rs, 
les 
on, 


ny. 
ew 
ish 
el) 
are 


der 
ron 
‘m- 
ill- 
ers 
ev- 
tal 
rg- 
rid. 


ING 














HOLIDAY SALES 
PROMOTION! 














American Weekly 


Esquire . 


TOTAL 
CIRCULATION 
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House Beautiful 


NATIONAL ADS IN... 


Life - New Yorker - Parade 
Saturday Evening Post 


This Week 
Time 


: Better Homes & Gardens 


Fortune . 


47,617,665 


1949 


Collier's 


Sunset 


PAGE 
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WNatthing like 14! No cleaner af 
EW EURERA: 
$-250 


NEW! WITH THE BEST SELLING 
FEATURES IN CLEANER HISTORY! 


We told our engineers to design the best cleaner in the world. 
Here it is—with features so outstanding and performance so 
sensational we claim without reservation that this is the best 


cleaner ever made at any price. 


A. L. McCARTHY 


Executive Vice President 
Eureka Williams Corporation 


IMPROVED AUTOMATIC 
CLEANING ACTION— 
CLEANS BETTER, FASTER 


Imagine! It cleans by 
itself —no more tire- 
some arm-action. You 
merely guide the 
amazing new Eureka 
—its powerful auto- 
matic cleaning action 
removes deeply em- 


bedded dust and grit. 


DISTURBULATOR 
ACTION WITH ALL 
NYLON BRISTLES 


Durable clear nylon 
bristles have twice 
the life of other 
bristles —do_ better 
job of cleaning. Long 
one-piece shaft pro- 
vides smooth, quiet, 
long-life operation— 
eliminates trouble. 


TOE RELEASE 
FOR 
3-POSITION HANDLE 


Positive lock and re- 
lease—just step on the 
toe latch and move 
handle to any posi- 
tion desired. Cleaner 
is only 6” high—goes 
under furniture easily. 


POSITIVE LOCK 
SEALS BAG 
CONNECTION 


Provides tight seal 
between dust bag and 
cleaner and prevents 
any leakage of dust 
through connection. 
Merely turn the lock 
to detach—easy, quick. 


wew/ 


ew! 


METAL CONVERTOR 
FITS THROUGH 
FRONT OF CLEANER 


Exclusive new feature 
makes it possible to 
connect attachments 
in easy manner. Au- 
tomatically raises noz- 
zle from floor and 
cleaner can be pulled 
about by hose. 


POLISHED CHROME 
LOOK ADDED TO 
METAL BASE 


Provides mew _ spar- 
kling lustre and al- 
lows for easy, quick, 
reconditioning of 
cleaners when placed 
in homes for free dem- 
onstration and trial. 





EUREKA WILLIAMS CORPORATION - BLOOMINGTON, ILLINOIS 
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any price can ELL 


Attachments 
with 
Carrying Case 


FOR THE GREATEST 
SELLING DEMONSTRATION 
YOU'VE EVER SEEN or 
HEARD OF—CALL YOUR 
EUREKA BRANCH or 
DISTRIBUTOR NOW! 


* 
iT WALKS 
you merely guide it! 


(T CLEAN S 


by itself 
automatically! 





*Moves forward by itself on most rugs! 


PUTA CIE 


ee ee 


MODEL $-250 


Faster Lasier- Better Cleaning! 


EUREKA DIVISION 
Eureka Williams Corporation 


MAIL Bloomington, Illinois 


THIS 
lepoRta wed, | 


O.K.! Tell us about the new Eureka Automatic §-250. 
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KITCHEN CLOCK 




















DOOR CHIME 


PAGE 


That price tag puts Liberty's Kitchen Clock Door Chime 
way ahead competively. But price is only half the story 
—the quality is there, too. Silent, self-starting, U. L. ap- 
proved clock is powered by a trouble-free ssaled-in-oil 
movement. High-volume resonator type door chime 
sounds two notes for the front door, one for the rear— 
operates on any good bell transformer. The neat modern 
case, finished in white refrigrator enamel and trimmed 
in chrome, is right at home in any kitchen. 





9% 


Size—9” high, 842" wide, 34%" deep (clock face 5” 


square). 


Standard Package—6 chimes (individual gift packs). 


Shipping Weight—(6 chimes) 28 pounds. 
LIST PRICE 


(Fed. tax on clock $1.00 extra) 


bel (AME 


MANUFACTURING COMPANY 


MINERVA, OHIO 
DOOR CHIMES, BELLS, BUZZERS, TRANSFORMERS, SIGNALING DEVICES 


— 
Za 


SINCE 1924 
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Surge of TV Buying Forces 
Manufacturers to Allocate Sets 


Most producers concede that controls 
will probably continue for some time 


LLOCATION, a term heard in- 
frequently in appliance and 
radio circles in recent months, re- 
turned to the national scene with 
a rush this fall when many tele- 
vision manufacturers found them- 
selves unable to keep pace with a 
sudden surge of TV buying. 

Industry experts were unable to 
agree om a reason for the abrupt 
resumption of TV _ buying after 
summer’s decided slump. Most 
generally accepted explanations were 
that consumers had been waiting 
for lower prices, newer models, and 
the resumption of better programs 
in the fall. A tight baseball pen- 
nant race and the young football 
season had done their bit to stimu- 
late TV sales. The result: by early 
October most large manufacturers 
and several smaller ones had an- 
nounced the imposition of alloca- 
tion controls. 

Allocation Continues. A spokes- 
man for RCA Victor pointed out 
that his firm had always allocated 
TV production and that current 
conditions seemed to indicate the 
continuance of these controls for 
some time to come. 

Mid-way in September Du Mont 
announced allocation of its TV 
receivers despite the fact that pro- 
duction was beginning in the com- 
pany’s new East Paterson, N. J. 
plant. Walter L. Stickel, national 
sales manager, noted that wide- 
spread acceptance of Du Mont’s new 
line “has far exceeded all of Du 
Mont’s and the entire industry's 
expectations.” The allocations af- 
fected the complete 1950 line and 
certain top selling units in the 1949 
line. 

Philco Production Up. Earlier in 
September William 3alderston, 
president of Philco Corp., explained 
to stockholders that production of 
the firm’s new sets was being in- 
creased rapidly but that “all present 
indications are that the available 
supply of merchandise will have to 
be allocated for some time to come.” 

A spokesman at General Electric's 
Electronics Park reported late in 
September that “demand for G-E 


Setting a Precedent 


~. 


4 


TV receivers has far exceeded the 
factory production over the past 
few months. The company has been 
allocating television receivers since 
August and expects to do so for the 
remainder of the year.” 

Andrea Allocates. Andrea Radio 
Corp. announced allocation of its 
TV receivers late in September and 
said that it expected the controls 
to continue until the first of the 
year and possibly into 1950. 

Although television production 
was at the highest peak in the 
firm’s history, the Air King Prod- 
ucts Co., Inc., announced in mid- 
September that all video production 
was on allocation. “The firm noted 
that television orders had “literally 
swamped” its sales office. 

Radios Too. Wallace C. Johnson, 
vice-president in charge of sales for 
Admiral Corp., said in October 
that his firm had been allocating 
television receivers for most of the 
summer and that such controls 
would probably continue until at 
least the first of the year. Mr. John- 
son ‘also said that most Admiral 
radios are currently on allocation. 

In announcing that Motorola TV 
set sales for September had qua- 
drupled 1948 figures, W. H. Stellner, 
vice-president in charge of mer- 
chandising, said that Motorola had 
instituted allocations to distributors 
in August and that the firm would 
“certainly have to continue alloca- 
tions at least through Christmas.” 

Among First. Among the first 
manufacturers to announce alloca- 
tion plans was the Emerson Radio 
& Phonograph Corp. Late in Au- 
gust president Benjamin Abrams re- 
vealed that his firm’s entire TV line 
would be placed on allocation to 
distributors beginning on Septem- 
ber 1. 

Returning in October from a tour 
of the east coast, Morton Schwartz, 
general sales manager for Tele-tone 
Radio Corp., said that “Tele-tone is 
so oversold on both radios and tele- 
vision sets that we are temporarily 
forced to put our current lines on an 
allocation basis throughout the 
country.” 





FIRST NATIONAL CONVENTION of White Products Corp. executives and field 
managers was held in September in Grand Rapids, Mich. Two new water heaters were 
introduced at the meeting. Seated fourth from left in front row is G. E. White, 


president. 
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= ont -Here’s why LYON is the 
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TTESTED: 






































Is Every LYON feature is a real selling point. Here’s how 
at © * 
n- they compare with those of 7 best known competitors: 
al 
‘ Make Make | Make | Make | Make | Make | Make 
. LYON| "; 5 c D E F G 
- Roller Bearing ves | NO | NO | NO | ves | ves | NO | YES 
Tr, Drawers 
om 
ad Rounded Corners YES NO YES NO NO NO NO NO 
rs 
Id Adjustable Shelves ves | NO ves | yes | yes | ves | No YES 
‘a- 
m Platter Grooves ves | NO | NO | NO | NO | NO | NO | No 
‘a- 
lio Tap-O-Matic Handle YES NO NO NO NO NO NO NO 
u- 
"e- Steel Kitchen Cabinet 
“ ainiie teal ves | NO | NO ves | NO ves | NO | NO 
to 

Insulated Doors 
m- andj Guaiene Cenete YES YES YES YES YES YES YES YES 

































































ur - 4 e = 
: a _ @ s 
~ = | Get the latest information on LYON PRICES 
is = ite Our direct-to-dealer prices, with all the above features, are lower than the above competitors 
le- 
i! . ; a aie n TODAY! Wa 
a Get up-to-date information on Mail this Coup? Y 
he howandwhydealersaremaking 
fast profits on the Lyon line of |! LYON METAL PRODUCTS, INC. 
steel kitchensandkitchen units. | 1121 MONROE AVE., AURORA, ILL. 
! Yes, I would like to know more about the 
Lyon Kitchen Cabinet dealership you have 
I 
A PARTIAL | NAME 
pst METAL PRODUCTS | 
LYON INCORPORATED | APRESS 
General Offices:1121 Monroe Ave., Aurora, Ill. i S 
Similac Branches and Dealers in All Principal Cities Care — 
ield 
vere 
lite, 
NG 
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Beat Chiittman oaleo wev 
witty Cuns ly ; SS va 


Christmas for Crosley TV dealers promises to 
be the biggest in history because Crosley 

has what the public wants —bright, steady, clear 
pictures in gorgeous cabinets that match 

fine furniture. Crosley’s outstanding features do a 
double job for you. They help you make sales; 
they minimize repair and replacement problems. 








A handsome 10” picture tube table ea 
model, encased in smart, durable 
: , ; : cabinet of molded mahogany plastic. Risa 
Features like these build the popularity of Crosley TV: With simplified tuner that selects “y 
@ ELECTRONIC PICTURE STABILIZER, bright, clear pictures in a single iy: : 
for extra steadiness operation. 
@ MICRO-ADJUSTED CIRCUIT, for faithful PSs it i gee 
image reception wg 
@ UNDISTORTED PICTURE, assured by 4 to 3 f 
aspect ratio ere Oe Pi pk Melis Th 
@ HEAVY-DUTY CONSTRUCTION, for bea ER belaeeet «atte 
heavy-duty service ‘ 
@ CONTINUOUS TUNER, most trouble-free 
tuning method 
@ REPEATED FACTORY INSPECTIONS, 
to meet top standards 










Cate. fh , 


Fork 








VPS ee 


ah& Mies 
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A magnificent new TV console encased in rich mahogany 
veneer. With a huge 16” picture tube that gives bril- 
liant, lifelike reception. (Model 10-416 similar to the 
10-414 pictured here, but without doors). 










9-425 








The “PORTA-VISION,” lightweight, 
portable TV, that gives clear, lifelike 
pictures on a bright 7” picture tube. 
Cased in brown leatherette. 
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A beautiful new tabie model radio 
designed especially for full-toned, 
static-free FM reception. With pow- 
erful standard AM radio too and 
special built-in antenna. Attractive 
mahogany plastic cabinet. 
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The “PLAYTIME,” smartly styled 
lightweight portable radio in durable 


9-214 ML plastic case. In choice of three colors. 


A magnificent radio-phonograph con- 
sole, housed in a superb cabinet of rich 
mahogany veneer. Full-range FM radio, 

powerful AM radio, and two-speed auto- ss PEA ets SHIT HR aL, 
matic record player. $e PE ATER AUS S APO BS PEN 
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The new Crosley Kitchen Radio—the only 
radio ever designed and built expressly for 
the kitchen. Gleaming white Dulux finish 
cabinet, with polished chrome trim. Superb 
AM radio with tone quality usually heard 
only in large console radios. 


a» 


oR” 
Me 
ra a 


ELECTRICAL MERCHANDISING—NOVEMBER, 1949 





Now 


Pot a “sold” tag on your steel 
kitchens by showing and 
featuring the new Kustomized 
Counter Top in Jaspe Gray 


plastic. 





pids Ops 


in aSDe Yle uy 


U/) 


KUSTOMIZED 


lithen fag 


STEEL KITCHENS 





These new plastic tops will definitely bolster kitchen sales. They have 
beauty as well as durability. They are resilient, stainproof, chipproof and 
wear like iron. Light, satin finish Jaspe gray will harmonize with any 
kitchen color scheme. It has long been popular for flooring. It is ideal for 


counter tops. 


Kustomized Tops were the hit of the July Market. They are available in 
either Jaspe gray or Jet black. Their base is steel, trim is satin-finished 
stainless steel. They may be sealed together with a watertight joint, on 
the site of installation, eliminating all cracks and crevices. They give a 
kitchen that “custom-made look”, but at prices far below any other counter 
top offering the same advantages. 
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See your Kitchen-Kraft 
distributor for full details 


or write Sales Department, 


MIDWEST MFG. COMPANY 


Galesburg, Illinois 
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NEWS BRIEFS 


Proctor Ups Production. Toaster 
production has been increased 30 
percent and allocations have been 
re-instituted for October, November 
and December by the Proctor Elec- 
tric Co. The return of the toaster 
business to a seasonal pattern, with 
40 percent of distributor sales oc- 
curring in the last four months of 
the year, was predicted by the com- 
pany. 


Radio Continues Good. Tele-tone 
Radio Corp. announced late in Sep- 
tember that weekly production rates 
at their plant were at the year's 
highest point and that demand for 
inexpensive table models and port- 
ables was decidedly better than last 
year. 


Apex Shipments Up. Shipment of 
Apex appliances in August totalled 
35,000 units, approximately a 50 
percent increase over any other pre- 
vious month this year. Products in 
greatest demand were the new Apex 
washers. 


Philco Opens New Plant. Philco 
Corp. last month began production 
of TV receivers in its million dol- 
lar plant in Sandusky, Ohio. Facili- 
ties in the new factory are termed 
the “most modern” in the indusrty 
and will give Philco capacity for 
producing 18,000 TV receivers per 
week. 


Cory Allocation. Because of the 
volume of orders for Cory’s new 
automatic coffee brewers, the com- 
pany has been forced to allocate the 
appliance among its jobbers. 


Sheldon Markets TV. Sheldon Elec- 
tric Co., manufacturer of glass pic- 
ture tubes, has entered the TV 
receiver field with a line of 10, 12% 
and 16 inch flat-face models. The 
firm has been merged with and now 
operates as a divison of Allied Elec- 
tric Products, Inc. 


Record Employment. All-time rec- 
ords in production and employment 
have been achieved by the Nineteen 
Hundred Corp., St. Joseph, Mich., 
manufacturer of Whirlpool home 
laundry equipment. The company 
is now manufacturing 28.4 percent 
more washers, dryers and ironers 
than at its previous peak reached 
in October, 1948. 


Lessons on Records. Radio dealers 
handling Webster-Chicago wire re- 
corders are being urged to go after 
a new market which the firm main- 
tains has nine million potential cus- 
tomers. Music lessons are recorded 
on wire and played over at home 
by the student during interval be- 
tween lessons. The teacher thus 
“goes home to practice’ with the 
pupil. Firm has developed promo- 
tion material for campaign. 


G-E Produces New Tube. Produc- 
tion of 8% inch metal television 
picture tubes has been started at 
the General Electric’s Electronics 
Park plant in Syracuse, N. Y. The 
new tube gives 50 percent more 
picture area than seven-inch tubes 
and costs no more to build, accord- 
ing to G-E. 


Choose Test City. Indianapolis has 
been chosen by NEMA as the test 
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city for research in marketing meth- 
ods in connection with an all-indus- 
try program of planned lighting. 
The one year program will be aimed 
principally at the industrial and 
commercial markets. 


Changes Name. The Barlow & See- 
lig Mfg. Co. became the Speed 
Queen Corp. on October 1. The 
firm manufactures Speed Queen 
washers and ironers and Simplex 


ironers and institutional laundry 
equipment. 
Ups Dryer Production. Increased 


sales of Hamilton clothes dryers has 
necessitated the addition of a night 
shift on the company’s production 
line. 


First in Video. Basing his claims 
on production reports submitted by 
TV manufacturers in connection 
with various patent licenses, R. A. 
Graver, vice-president in charge of 
radio and television for Admiral 
Corp., last month announced that 
Admiral had risen to first place in 
television. These figures (in terms 
of dollar value) showed Admiral 
producing more than 23 per cent of 
the reporting industry’s entire out- 
put, Mr. Graver said. 


Canadian Report. The electrical 
manufacturing industry in Canada 
is maintaining a strong to steady 
position with little adverse change 
from month to month or from the 
same periods of last year, G. W. 
Lawrence, retiring president of the 
Canadian Electrical Manufacturers 
Association, told the group at its 
annual meeting last month. He 
noted that in the appliance field, 
supply is catching up with demand 
but the overall outlook remains 
good. 


Meck Business Better. During the 
final two weeks of August and 
throughout September, sales of tele- 
vision receivers by John Meck In- 
dustries, Inc. have increased 80 per- 
cent over the corresponding period 
of 1948. Radio sales by the firm 
during the same period were 30 
percent above last year. 


Goes West. Introduced to the east 
coast in the early fall, Sylvania 
television began moving westward 
last month as C. K. Bagg, sales 
manager, completed a western tour 
with an eye toward setting up dis- 
tributorships in Los Angeles, San 
Francisco, Denver, Salt Lake City, 
Portland and Seattle. More than 15 
eastern cities already have Sylvania 
distributors. 


Cory Deal. To encourage retailers 
to carry adequate stocks of Cory 
rubberless glass coffee brewers 
during the firm’s “guaranteed 
against breakage” campaign, a mer- 
chandise deal under which dealers 
receive a Cory DKG brewer free 
of charge when they purchase a 
package of five coffee makers, has 
been announced. The _ retailer’s 
total profit on the deal is 96 percent 
of his investment. 


Resumes Services. Esther Kimmel 
has resumed her Food and Home 
Services free-lance activities and is 
located at Far View Farm, War- 
wick, N. Y. 
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Here’s the home freezer line that has 


everything! It’s styled, designed 
and priced to sell—actually the big- 
gest home freezer value today. If 
you haven’t looked at the Schaefer 
Pak-A-Way line, do so at once. 
Compare Pak-A-Way quality! 
Compare Pak-A-Way features! 
Compare Pak-A-Way price! Then 
you'll see why Pak-A-Way is the 
home freezer that has everything! 










There is a model to fit every 
need... each with many 
new and exclusive features 
that make PAK-A-WAY the 
most wanted freezer. 





Model.2380 
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MODEL 1500 


SINCE 1929 e MINNEAPOLIS 1 MINN 


Mfrs. of SCHAEFER Ice Cream Cabinets, CLEARVIEW Ice Cream and Frozen 
Food Merchandising Display Cabinets, PAK-A-WAY Home and Farm Freezers. 
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@ what | really want for Christmas 
isa GLADIRON! 














‘The GLADIRON folds aod 
wheels anywhere — 
stores ina closet! 
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More women use the THOR GLADIRON than any other ironer. 
More women want it, too. It’s the gladdest gift you can give! 






She'll feel like a million-heiress with a Thor Gladiron for 

Christmas. No more back-aching, back-breaking ironing days— 

no more hours of standing and lifting! With a Gladiron she just sits and 

bosses the job—her wonderful GLADIRON does the work. 

And don’t think giving the Gladiron is going to cost you a fortune! 

It’s America’s biggest-selling ironer—mass produced 
so it’s half the price of other full-size ironers. Let 

your Thor dealer show you how much a 
Gladiron can do for Her. You'll want to 

give it to her right now—but it’s more 
fun to wait till Christmas. 




















THOR CORPORATION 
2115 South 54th Avenue, Chicago 50 
Phone LAwndale 1-0388 
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. . . one of the Hottest Gift Promotions in 
the major appliance field! 


No doubt about Gladiron’s great gift 
appeal! Just look at the record! Last year’s 
Christmas promotion more than tripled Gladiron 
sales. Gladiron is a big gift — priced right for 
the big Christmas market. Feature Gladirons 
... you'll make big money when you do. 


Look at this Special Window 
yand Floor Display Material! 


rt iz f 
ae oh Ho! | Christmas wall banners . . . roll 
I te 


, GSP mesos pr price tags... and 
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FOLKS near his store... folks on 
the other side of town...newcom- 
ers and oldtimers...they’re all 
prospects for the merchant who 
runs a growing business. 

How can he reach them effec- 
tively? Through radio and news- 
paper advertising? Yes. Through 
window displays? Yes again. But 
to these important media he should 
add the buying guide that 9 out 





., Where does a merchant 
at get his customers 7 





of 10 shoppers depend on... the 
‘yellow pages’ of the telephone 
directory. 

Your name and sales message 
in the ‘yellow pages’ work 24 hours 
a day...every day...to guide pros- 
pects your way. Use this important 
buying guide to remind buyers 
WHO you are, WHAT products or 
services you sell...and WHERE 
you are located. 


AMERICA'S 
BUYING 
GUIDE FOR 
60 YEARS 
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Postwar Vac Sales 
Total $850,000,000 


Manufacturers attending the an- 
nual meeting of the Vacuum Clean- 
ers Mfrs. Assn. at Hot Springs, Va., 
in late September were reminded 
that American homemakers have in- 
vested more than $850,000,000 in 
standard-size household vacuum 
cleaners since the end of the war. 

In discussing these figures, Joseph 
H. Nuffer, president of the associ- 
ation and head of the Air-Way Elec- 
tric Appliance Corp., Toledo, Ohio, 
pointed out that “average retail 
prices of these appliances are con- 
vincing evidence of the advantages 
derived from the industry’s mass 
production methods.” 

“Starting with 1946, the yearly 
average retail prices of vacuum 
cleaners have been $68.76, $75.08, 
$75.59 and, thus far in 1949, $76.93,” 
Mr. Nuffer said. “Prices have been 
kept down to these levels in spite of 
increased materials and labor costs 
and the fact that virtually all vac- 
uum cleaners bought by women to- 
day have a large complement of 
special cleaning tools and attach- 
ments.” 

By comparison, Mr. Nuffer cited 
an average retail price in 1941, final 
prewar production year in the in- 
dustry, of $56.04, when, he said, 
“there were very few sales of clean- 
ers with special equipment, and 
costs of labor and materials were 
considerably lower.” 

C. G. Frantz, secretary-treasurer 
of the association and president of 
the Apex Electrical Mfg. Co., told 
members that sales of standard size 
cleaners in 1949 passed the 2,000,000 
mark late in September. 

Manufacturers predicted that sales 
for the year will reach 2,700,000 
units, which will be under 1947 and 
1948 but 17.9 percent greater than 
1946 and 60.2 percent better than 
1941, the best prewar year. 


Wolfe Named Sales Manager 
For Gross Distributors 


Jack Wolfe has been appointed 
sales manager of appliances for 
Gross Distributors, Inc., New York. 
In his position he will direct sales 
of Lewyt vacuum cleaners, Black- 
stone home laundry units, Deep- 
freeze freezers and L & H ranges. 


Universal Fall Drive Opens 





LISTENING TO Joe Salwitz of A. Cohen 
and Sons is Bret C. Neece, vice-president 
and general sales manager, Landers, Frary 
& Clark. Occasion was New York meet- 
ing announcing Universa! fall and winter 
portable electric appliance program. 
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COMPLETE MEALS! 


....and for year ‘round 
cooking, too! 


BROILED MEATS! 


STUFFED TOMATOES! 


RIST 
A TWIST OF THE W 
OPENS THE NESCO COVER! 
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FEATURE GIFT APPLIANCES FROM GRAYBAR 


The appliances you get from Graybar are the ones that people want 
— the nationally advertised lines. Your sales will be bright as a Christmas 
tree if you feature these appliances ... if you use the Christmas sales helps 
available from your local Graybar Appliance Specialist ...and if you order 


early from Graybar. During the Christ- 
mas rush, you'll still be able to get 
“emergency” deliveries from our near-by 
warehouse. 


And so, to Graybar dealers every- 
where, we wish the Merriest Holiday 
Selling Ever! 490F 


AM 
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Appliance Department 
GRAYBAR ELECTRIC COMPANY, Inc. 
Executive Offices: 

Graybar Building, New York 17 







NOVEMBER, 





IN OVER 100 PRINCIPAL CITIES 





Home Trials Boost 
lronrite Sales 


Re-application of prewar selling 
principles has produced impressive 
sales results for the Ironrite Ironer 
Co. according to Hal Biddle, gen- 
eral sales manager. 

The plan—concentrated selling 
campaigns in concentrated markets 
—produced sales in one market dur- 
ing a 10-day period that topped the 
area’s total sales for all of 1948. 

Sales Rise. Since the plan was 
first tested last April, national. sales 
for Ironrite have shown decided in- 
creases, Biddle said. In comparison 
to April figures, May sales were up 
61 percent, June up 76 percent, July 
up 70 percent, August up 123 per- 
cent and September up 173 percent. 

The plan involves three funda- 
mentals: 10-day free home trials, 
demonstration, and good salesman- 
ship. It was first tested in Decatur, 
Ill. Because of the plan’s success 
there, preparations were made to 
extend it on a national basis. 

Toledo Pattern. Ironrite’s eight 
regional managers met in Toledo 
in May and staged an ironer cam- 
paign there which has set the pat- 
tern for subsequent promotions 
across the country. A heavy news- 
paper ad campaign preceded a 
canvassing of the area for prospects. 
Sales crews used telephone, direct 
mail and door-to-door calls to un- 
cover prospects who were invited to 
take advantage of a free home trial 
(or store demonstration). Appear- 
ances before clubs and showings of 
a 30-minute sound color film were 
also scheduled Regional managers 
returned to their areas to stage cam- 
paigns like the Toledo sample. 

Key to the plan’s success, accord- 
ing to Mr. Biddle, is good demon- 
stration. “The prospect must be 
carefully instructed in the operation 
of the appliance in order to insure 
peak satisfaction. With — such 
knowledge, the sale frequently fol- 
lows in two or three days.” 


It's Radio-TV Week Now; 
Canadian Radio Joins In 


Radio was forced to share top 
billing with television this year as 
the Radio Manufacturers Associa- 
tion’s annual week of promotion be- 
came National Radio and Television 
Week. The campaign, ending Nov. 
5, marked the first time that tele- 
vision had been featured in the 
“week’s”’ title. 

Canadian dealers enjoyed a simul- 
taneous promotion as National Ra- 
dio Week in the Dominion was 
timed to coincide with the United 
States “week.” 


Special Newspaper Section 
Marks Urner’s 30th Birthday 


An eight page special section in 
the Bakersfield Californian drew at- 
tention to the 30th anniversary cele- 
bration staged recently by Urner’s 
in September. The newspaper sec- 
tion carried ads by Urner’s and its 
distributors as well as feature stories 
and pictures illustrating the opera- 
tion of the firm. The well-known 
appliance store was established in 
1919 by Errol James and Dave 
Urner. 
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Cold modulation 
refrigeration 
from top-to-toe! 
Svuit-yourself 
shelves! 


























Designed for the women and priced for 
volume in today’s market—that’s the 
1950 Gibson Line... first again with the 
features others may have later! 


Picture yourself with the Gibson 
FIRSTS shown at the right—at prices 
that are naturals—and clinched by econ- 
omy features which go toward paying the 
cost of owning a Gibson! Get in touch now 
with your Gibson Distributor or with 
Gibson directly . . . get set for the Win- 
ning Combination of 1950! 


Pres-Toe, the door opens — and — Pres-Tee, 
: weatk ewey, and it closes! 
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700 v jj 
MODELS FOR EVERY FAMILY 
IN YOUR TRADING AREA... “ae 


min { ~ NOW READY TO SHIP! 
5 
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4 | 
\| 
| Here is a full line, in perfect step-up, each 
1 number with never-seen-before sales fea- 
ore tures. Models 700, 720, 800 and 890 are 
4 ready for you now! Ask for dates on other 
890 


:=S=SS> - 
models. a ame i ' 
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a ss | Copyright 1949, Gibson Refrigerator Co. ‘N 
GIBSON REFRIGERATOR COMPANY Greenville, Michigan _ 
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Here’s how national advertising 
pays off at the retail level! 


HROUGHOUT the vear, Kelvinator schedules advertising 
= LIFE. Last April 18th, Kelvinator urged its dealers to 
tie in with one of their LIFE ads (a 2-page spread) by using 
special advertised-in-LIFE display material which Kelvin- 
ator would supply. 

The four pictures on these two pages show you some of 
the ways Kelvinator dealers across the country did just 
that... and the captions tell you the results they got. 

There is a reason why these results were good. That rea- 
son lies in LIFE itself—a magazine that holds reader and 
dealer INTEREST like no other magazine has ever done! 


Exciting photo-journalism is responsible for making LIFE 





This LIFE display, in the window of E. Bercovich & Son Furniture Com- 
pany, Oakland, California, is a vivid example of the effectiveness and 
attractiveness of a good advertised-in-LIFE tie-in. Commenting on it, 
Mr. L. C. Nachman, manager of the store, says: “LIFE tie-ins definitely 
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the most widely read weekly magazine ever published! 
From cover to cover, LIFE readers are kept entertained 
and interested ... right into the advertising pages where 
sales are created for the LIFE-advertised products you sell! 
It’ll pay vou to bridge the gap between magazine and 
point of sale by putting up signs that say “You saw it in 
LIFE... you can buy it here!”’ 


Advertised-in-LIFE displays capitalize on the buying 
impulse created by LIFE the magazine—bring you addti- 
tional sales by constantly reminding customers of the ads 
they’ve seen in LIFE! Take it from the Kelvinator dealers 
... they know... 








bring customer response. Our tie-in with the LIFE spread on Kelvinator 
was a good attention-getter. The sales results were better than had been 


anticipated. We feel LLFE tie-ins help our business.” 
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Here is a typical advertised-in-LIFE interior dis- 
play on Kelvinator. Notice how the LIFE ad reprints 
have been arranged directly over the refrigerators 
where they are sure to be seen and tied in with the 
product. Mr. Don Gabbert, manager of Gabbert’s 
Appliance Store, Minneapolis, Minn., in which the 
above picture was taken, says: “During the nine 
days of the LIFE-Kelvinator promotion, traffic in- 
creased generally, and we sold 20 refrigerators. The 
results were most gratifying.” 











Other Kelvinator dealers report sales results substan- 
tially increased by the LIFE-Kelvinator tie-in. Mr. 
E. Staats, of Staats & Bell, Vallejo, California, writes: 
“T thought our LIFE-Kelvinator promotion was a 
natural! Our window display (above) really brought 
people into our store. It certainly helped our selling 
on the floor, and, as a result, we DOUBLED our sales! 
The traffic our LIFE tie-in created has made more 
people conscious of our store and the merchandise 
we carry.” 





Mr. C. F. Robinson, advertising manager of Lord's, 
Evanston, Illinois, sums up his feeling about the 
LIFE-Kelvinator promotion: “A man in the selling 
business today would have to be awfully out of touch 
not to be aware of LIFE’s pull and sell excitement. 
If our LIFE-Kelvinator window is any indication of 
LIFE’s acceptance, we intend to tie in regularly. 
Merchandising, both in the windows and inside the 
store, is definitely being reborn today, and LIFE 
leads the publishing field.” 


These are the products which will be advertised in LIFE in coming weeks 


MAJOR APPLIANCES 
7 Crosley Shelvador—spread 


La 
Nov. 


Hoover Cleaner—!4 page 
Burnham Electric Steam Radiator 


Re 
—If% page 
Lewyt Vacuum Cleaner—Y, p., c. _—%s Page 
Simmons Beautyrest Mattress— 
Ye page 


ne Cedar Chest—4 page 
stonic Triple Cushion Mattress 


Vy page, color 
Croton Watch—]4 page 


Sentinel Clocks & Watches—]4 p. 
Krementz Jewelry—l4 page 
Nov. 14 Swank Jewelry & Accessories— 


LEATHER GOODS 
Nov. 7 Rumpp Match-Mates—¥4 page 
Noy. 21 Swank Leather Accessories— 
page, color 


; - ; oe. Halliburton Luggage—'4 page 
—\, page Nov. 14 Cannon’s Christmas Carnival— Telechron Clocks—Yy page Rumpp Match-Mates—14 page 
Nov. 14 Hotpoint Ranges & Appliances— spread, color Westclox—l4 page Nov. 28 Prince Gardner Leather Accessories 
spread, color Englander Airfoam Mattress— Girard-Perregaux Watches—\% p. —page, color 
Crosley Appliances—page page, color Krementz Jewelry—l% page Buxton Billfolds—!4 page, color 
Burnham Electric Steam Radiator Kroehler Daven-O—page, color Nov. 21 J-B Watch Bands—page, color Rumpp Match-Mates—¥4 page 
—\% page Bates Fabrics—page — Swiss Federation of Watchmakers ; 
Nov. 21 Crosley Appliances—page, color Consider Willett Furniture—\4 p. —page, color SPORTING GooDs AND TOYS 
Frigidaire Home Appliances— Bluebird Chests—l page Elgin Watches—page Nov. 7 Parker Bros. Games—14 page 
page, color Lane Cedar Chest—¥ page Flex-let Expansion Bracelet— Nov. 14 Chas. Doepke Model Toys—'% p. 
Hoover Cleaner—!4 page Ostermoor Mattesses—112 lines 4 page, color Nov. 21 Toy Mfrs. Assoc.—page, color & 
Burnham Electric Steam Radiator Perm-A-Lator Padding—42 lines Gotham Watches—Yy page three pages 
—l% page Nov. 21 Mohawk Carpets—page, color Certina Watch—56 lines Noy. 28 A. C. Gilbert Erector Square— 
Nov. 28 Speed Queen Washer—!/ page, c. Thayer Juvenile Furniture—p.,c. | Nov. 28 Telechron Clocks—page, color spread, color 
Playtex Pillow—page Longines-Wittnauer Watches—p. Butler Toys—page, color 
MINOR APPLIANCES Lane Cedar Chest—% page Hickok Accessories—') page, c. Lionel Trains—page, color 
AND HOUSEWARES Nov. 28 Koroseal Shower Curtains, Bowl Swank Jewelry & Accessories— Chas. Doepke Model Toys—% p. 
Nov. 7 Camfield Toaster—page, color Covers and Table Cloths—p., c. —Y, page, color Parker Bros. Games— page 
Sunbeam Automatic Toaster— Kleinert—]4 page Calvert Watches—'4 page 
page, color Pequot Sheets—l4 page Girard-Perregaux Watches—]4 p. New reappeared er rpmengiee 
Dixie Cups—page Douglas Fir Plywood—'% page Krementz Jewelry— page Nov. 7 ASR Lighter—!/2 page, color 
Bruce Floor Products—¥4 page, c. Lane Cedar Chest—l% page ’ Evans Lighters—' page 
Syncro Saw, Knife Sharpener, SILVERWARE Nov. 14 Dunhill Denicotea Holder—page 
Sander-Polisher— page RADIOS, TV AND INSTRUMENTS °v- 7 Reed & Barton Silver—page, c. — a pe page 
Nov. 14 G-E Lamps—page, color hes Pg pe Community Silverplate—page ee . a ee 
Libbey Glass Hostess Sets—p.,c.  * ov. 7G-E Radios— 72 page Nov. 14 1881 Rogers Silverplate—page, c. Nov. 28 Ronson Lighters—page, color 
Dormeyer Mixer—]y page, color Lester Piano—'fa page Nov. 21 Community Silverplate—spread, c. ASR Lighter—' page, color 
Proctor Custom Toaster—], p., c. ; Sylvania Radio Tubes—¥4 page ‘ Dunhill Denicotea Holder—'4 p. 
G-E Toasters—¥4 page ee PENS, PENCILS & TYPEWRITERS sentiees meetlad dina 
Osterizer—l4 page ee Nov. 7 Royal Portable Typewriter—page (Because of last-minute changes, some of these 
Bruce Asphalt Tile Cleaner—28 li. et ee —= V2 page Nov. 14 Parker Pen Desk Sets—1 VU, page advertisements may appear in issues different 
Nov. 21 Sunbeam Shavemaster—page,c. Nov. 21 Philco—page ' seen On Ctannenes Pen—¥, ne ° from those listed above.) 
Farberware Cooking Ware— oe eee oe ee Nov. 28 B-B Pen—l4 ae ite 
Vy page, color Hammond Solovox—\4 page ° “! to ee eects SST ot. 
Delta Homecraft Power Tools— Nov. 28 alae color paperat Chan eee Th page A 1] V E Q T | S 7 1] | 
Yy page -E Radios—Y, page WSs ae 
Nov. 28 Borg Scale—page, color CAMERA SUPPLIES 


G-E Sandwich Grill—page, color 
Toastwell Toaster—page, color 
Club Aluminum—page, color 


HOME FURNISHINGS 
7 Bird Floor Coverings—page, c. 
Welsh Juvenile Furniture—'4 page 


JEW 


Nov. 


Nov. 
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7 Swank Jewelry & Accessories— 
4 page, color 
Keepsake Diamond Rings—¥, p. 
Marvella Pearls—!4 page 


Nov. 


ELRY, CLOCKS AND Nov. 21 Eastman Kodak—page, 


WATCHES 


V4 page 


1949 


7 Graflex Camera—l4 page 


Gratiex Camera—14 lines 

Nov. 28 Polaroid Land Camera—page 
Graflex Camera—Y4 page 
Airguide Weather Instruinents— 


color 





LIFE, 9 Rockefeller Plaza, New York 20, N. Y. 
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George's Secret Weapon 


for selling home heaters 


























COMPARISON of the new Coleman 
Blend-Air duct and the conventional 
tailor-made duct shows a striking differ- 
ence in size and convenience 











1 George is new, he’s doing fine 
He signs ’em on the dotted line... 


2 “It’s nothing, boys, | simply feel 
It’s smart to talk up Armco Steel.” 
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ing of heating systems because electrical 


v 7 
feels the unit spells a new era in the sell- 
dealers can install it. 


| Coleman Introduces New 
Simplified Heating Unit 


Coleman Co. recently introducea 
its new Blend-Air heating system 
in Chicago with the promise that the 
unit will open up the complete in- 
stallation business to electrical deal- 
ers, according to Ralph Carney, 
director of marketing. 

Mr. Carney stated that the need 
for elaborate made-to-measure tin 
duct work, which often costs more 
than the furnace, had been removed 
by the new system. Instead, round 
pipes, about the size of downspouts, 
are used and can be easily pushed 








3 “ALUMINIZED is fine—! know it— 
for baffle plates and liners. Show it!” 





4 “Heat won’t make it flake or scale. 
It fights off rust—to clinch a sale.” 


up between studding. For curves, 
an arrangement much like the old 
gooseneck lamp is used, eliminating 














™~ 





special fittings. 

Installation Easy. The term, 
“Blend-Air,” comes from a new 
method of avoiding cold air returns. 
Hot air is delivered at a much higher 
pressure than usual and a device 
much like the Venturi tubes in jet 
water pumps is inserted at the floor 
level of each run The high pressure 
of the hot air sucks in—or “aspir- 
ates”—the cold air from the floor, 
and blends it as it is blown out 
above, producing an even heat. One 
small cold air return is usually 
enough for an entire house. 

Heating costs have been running 
eight to 12 percent of the price of 
the entire home. The Coleman com- 
pany feels that this new method, in 
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5 “ALUMINIZED reflects heat, too— 
To save on fuel bills for you.” 





GEORGE has found that the Armco 
trademark helps him close more sales. 
The buying public knows it means 
highest quality and value. So why not 
ask your supplier to tell you where 
Armco Special-Purpose Steels are used 
in the metal products you sell. You'll 
find it a helpful sales tool. 

In home heaters stress the superior 


ARMCO STEEL CORPORATION 
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6 “So sell up Armco like I’ve done, 
And never leave its praise unsung!” 


resistance to the combination of heat 
and corrosion and the heat reflectivity 
of Armco ALUMINIZED Steel. These 
things mean better performance and 
longer life of the heater. Satisfied cus- 
tomers talk it up to their friends. Armco 
Steel Corporation, 4029 Curtis Street, 
Middletown, Ohio. Export: The Armco 
International Corporation. 


pRMCO 


Wi 


NOVEMBER, 


| addition to making it simple to in- 
stall, will knock $50 to $80 off the 
| price of a job. 

Big Scale. “Everything in this 
new job is made by big scale ma- 
chines, and at factory wage rates, 
instead of by hand,” said Mr. Car- 
ney. “The system will fit equally 
well into old houses as well as 
new.” For the old house, where in- 
expedient to pierce the wall, a hole 
in the floor suffices to connect up 
the distributing louvers, which fit 
snugly against the wall, making a 
cold air pick-up at the floor, and 
distributing heated air at an angle 
toward the ceiling. 

It was stated that 4,000 cu. ft. of 
hot air an hour could be sent 
through each pipe, and that air in 
the average room would be circu- 
| lated seven times in that period. 

Distribution of the new system is 
already in progress. 
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Now! Extra Christmas Profits with ARVIN! 









on these Big-Selling 
Electrical Appliances in 
Master Carton Quantities \\. 


America’s Most Wanted Gift Appliance 
ORDER NOW AND BE READY! 


Arvin Lectric Cook 
Grills! Fries! Bakes! Toasts! 


Beautiful for instant appeal! Efficient 
and dependable for years of faithful 
service! Cooking area equals 3 ten- 
inch skillets—holds 16 hamburgers, 8 
pancakes, or 4 toasted sandwiches. : 
Automatic heat control. Signal light. : 
Insulated base and handle. Under- \ 
writers’ listed. 3 to master $20° 5 


Arvin 4-Square Automatic 
Woffler ... The World's Finest 


Prominent display of this gorgeous 
gift appliance means plenty of fast 
sales! Makes 4 full size waffles, uni- 
formly delicious, as light or as dark 
as wanted. Automatic heat control; 
signal light tells when to pour bat- 
ter, tells when waffles are ready. 
Insulated base and handle. Pre- 
seasoned grids. Extra deep batter 
groove. Underwriters’ 
listed. 3 to 
master carton. 


$2095 












Arvin 34GR Waffle Grids 


An easy extra sale! Con- 
vert Lectric Cook to 

fully automatic 
waffle baker. 


$400 








Arvin Dual-Control Iron, 


. . Arvin Safe-Guard Heater Arvin Radiant Heater, 
! ’ 
Arvin Automatic Toaster, Watel of all de luxe irons! Magic 


atchman guards against too automatically cuts current if operates on AC or DC, actually 


a natural for gift shoppers! hot or too cool ironing surface. heater is upset. Deliv 9 a portable fireplace, perfect for 
Cushioned nanan inaneotien 8-ft. reversible cord; $1495 P $12 ° homes, trailers, offices, ticket 


ers 42 cu. ft. of warm ~ : 
knob; hinged crumb tray; ex- double thumb rest. air per nee Fea Oper- booths. Extra large heating 
clusive A-WARM SHELF, Arvin Automatic Iron, poral gently porte $1395 element and corrugated reflec- 
given at no extra cost, keeps first J: 


i tor spread heat over wide 
a truly modern iron at 95 ae wy tor sper ea 
a money-saving price. sg —— ae Ses $995" pte 6 to master $995 
3 to master carton. eater only : ; 


NEW BIG DISCOUNTS! "~ aovertisinc: 


slices hot till wanted. 50 
3 to a master carton. $21 


i Appliance Division 
25 Service Stations from coast to coast NOBLITT-SPARKS INDUSTRIES, INC. | 
for your convenience! Columbus, Indiana 


*Slightly higher in Zone 2 
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The TAPPAM STOVE COMPANY 














you get BOTH with 


TAPPANn 


_ Du Mont Opens Giant TV Assembly Plant 


Manufacturing facilities which 


ONE RECEIVER EVERY 22 SECONDS will roll off these assembly lines at the 
new Du Mont plant in East Paterson, N. J., when it is working at full capacity. Three 
assembly lines are used in the building. 


dedication. According to Ernest A. 


@ Now more than ever before Tappan offers both the 


merchandise and the merchandising helps. 


The brilliant new Tappan “70 Series” offers your pros- 
pects dramatic values in every price range from smart 20” 


apartment models up to large-capacity double-oven models. 


The whole line is forcefully backed by every type of 
sales help that works—movie films, direct-mail pieces, a 
deluxe broadside, plus unusual newspaper mats, display 
pieces and folders. Call your Tappan representative 


or write The Tappan Stove Company, Mansfield, Ohio. 











permit the production of a television 
receiver every 22 seconds were un- 
veiled late in September when the 
Allen B. Du Mont Laboratories 
Inc., formally opened its new TV 
assembly plant in East Paterson, 
N. J. 

Presiding at the dedication of the 
480,000 sq. ft. plant were Dr. Allen 
Du Mont and New Jersey's Gover- 
nor Alfred E. Driscoll. 

Dr. Du Mont hailed the plant as a 
reflection of the tremendous rise of 
television upon the national indus- 
trial scene. Company officials called 
the new building the largest of its 
kind in the world. 

Three 465 foot chassis assembly 
lines are used in the building and 13 
miles of conveyors are required to 
maintain a continuous flow of ma- 
terials, sub-assemblies and final as- 
semblies. 

The complete dedication cere- 
monies included a special telecast, 
“The Du Mont Story,” a luncheon 
for visiting dignitaries, a formal 
dedication ceremony and a special 
exhibit of the products of the va- 
rious divisions of the Du Mont or- 
ganization. 

Three new 19-inch TV receivers 
were shown for the first time at the 


Take It Off, Boys 


Marx, general manager of the Du 
Mont receiver sales division, econ- 
omies effected in the manufacture 
of the new models makes produc- 
tion of the large receivers possible 
at extremely low prices with one 
model, the “Fairfield”, carrying a 
$495 retail price. 





Rent an Antenna 


There'll be no antenna “jun- 
gles” on the roofs of certain 
Chicago apartments. Building 
managers have begun renting 
TV aerials to their customers 
with one tower serving ten cus- 
tomers. Developed by Television 
Engineers, Inc., 1539 W. Harri- 
son St., Chicago, the plan is an 
outgrowth of complaints of TV 
owners who happened to live on 
the wrong side of the building. 
Steel in the building soaked up 
the broadcast beam and made 
use of indoor antennas impracti- 
cal. 

















INITIAL PRESENTATION of the Sunbeam Shavemaster electric shaver to Chicago 
distributors offered a novel type of demonstration. The manufacturer invited the whole- 
salers to attend the recent breakfast meeting unshaven enabling them to actually see 
for themselves the performance of the new product. 


Mansfield, Ohio 
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SELL THE LEADER/ 


There’s more buy-appeal, greater consumer 
acceptance, more volume profit in selling the 
G. P. & F. MET-L-TOP, because it’s....... 
















@ The Original ALL-METAL Ironing Table. 

@ Leads the field in features that more women want. 
@ More value per dollar in construction quality. 
@ Nationally advertised for years. 


@ Now reaching 22,888,000 readers through Ladies’ 
Home Journal, Parent's Magazine, Better Homes 
and Gardens, Woman's Day, American Home, To- 
day's Woman, Household, Farm Journal, Country 
Gentleman. 
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Standard Model $895 Adjustable-Height Model $995 Fair Traded \ 





Make an Extra Profit 


by selling the tailored-to-fit Sanforized 
MET-L-TOP pad and cover set with every . 
table. Assures better ironing results. 








GPE MANUFACTURED BY GEUDER, PAESCHKE & FREY CO. 


\( Meriter cm | 








ma CS MILWAUKEE 1, WISCONSIN 
Re, 
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PRICED TO SELL to the big mass market. 
Dominion appliances retail for less. They fit your 
customers’ family budget and Christmas budget. 
And Dominion’s liberal dealer mark-up puts .more 
profit in your pocket. 


STYLED TO PLEASE even the most discriminating 
customers. The Dominion line is an all new line, 
beautiful in gleaming chrome and black plastic ~ 
modern - functional. All are tops in eye appeal. 


SUILT TO ENDURE - Dominion appliances are 
designed and constructed for long life service. They 
contain the best and latest automatic timing and 
thermostatic controls. On point for point comparison 
you'll find that Dominion is the line you will want 
to recommend. 


Make this Christmas Season and 1950 your biggest 
profit year. Sell the complete line of Dominion 
table appliances. They are available through 
reputable jobbers across the nation. 


DOMINION ELECTRIC CORPORATION e MANSFIELD, OHIO 
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The Iceman Cometh 
Again and Again 


Appliance retailers who think 
of the old-fashioned ice box as 
something that vanished with the 
advent of mechanical refrigera- 
tors will be surprised to learn 
that, according to figures released 
recently by the National Associa- 
tion of Ice Industries, there is 
one ice refrigerator (the associa- 
tion frowns on calling them “ice 
boxes”) for every two mechanical 
refrigerators. 

Surprising, too, is the fact that 
modern day versions of the old- 
fashioned iceman are delivering 
twice as much ice today as they 
did 20 years ago. Consumption 
has been increased from 25 mil- 
lion tons in 1925 to some 50-mil- 
lion tons last year. 

The reasons for the increase? 
Well, according to the associa- 
tion more people are using ice in 
more different forms today than 
previously. More foods are 
served on or with ice in restau- 
rants. A partially completed sur- 
vey by the association reveals 
that owners of mechanical re- 
frigerators can still remain good 
customers of ice companies—for 


entertaining: And the ice indus- 
try has pursued an energetic pub- 
lic relations program. 

Appliance retailers would ap- 
parently do well not to under- 
estimate the vigor of an old 
competitor. 





cubes and sized ice for parties and 








Inventory Shortages 
May Cost a Billion 


“Inventory allergy” threatens to 
cost retail and wholesale house- 
wares merchants from one-half to 
one billion dollars during the final 
three months of the year, J. W. 
Alsdorf, president of Cory Corp. 
and of the National Housewares 
Mfrs. Assn., warned early last 


month. 


Pointing out that the small appli- 
ance industry does approximately 
50 percent of its total annual busi- 
ness during the final quarter of 
the year, Alsdorf cautioned whole- 
salers and retailers not to be caught 
with empty shelves during this 


season. 


Mr. Alsdorf explained that many 
small appliance retailers and whole- 
salers have been stocking an inade- 
quate suppiy of houseware merchan- 
dise because of general price reduc- 
tions and business readjustments. 
“Signs indicate that the readjust- 
ment cycle is nearing completion,” 
he said, “and that during the fall 
and winter gift-buying seasons the 
volume of business is going to pleas- 
antly surprise even the optimists.” 


Dealer And Super Market 
Use Tie-In Advertising 


General Appliance Co. and Karl’s 
Super Market, both in Louisville, Ky., 
are currently using tie-in advertising 
in a joint promotional plan. The dealer 
offers from $10-$40 worth of meats 
and groceries with sales of radios, 
washers or refrigerators, the foods be- 


ing redeemable at the market. 
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Ws aX the 1950 


PREWAY line of Gas and Electric 


Ranges packs a terrific 4e////2¢ , 


In the fight for business, that’s you there — with the 





punch 





corner with these knockout ranges. uit be the fellow 





glove on the chin of competition — when youre selling 
Preway ranges ...a new, well-balanced short line that 
shines in design, that’s packed with performance, and that 
sets the pace in price. 

When the bell rings in November — when this line 
will be ready for market — be set to come out of your 


with the haymaker punch for Christmas sales. 

And that’s the word of a million dollar company doing 
a multi-million dollar business — the fastest growing 
manufacturer of gas ranges of all types, electric ranges 
and oil-burning space heaters. Write today for com- 
plete information. 


PRENTISS WABERS 


9119 SECOND STREET, N., WISCONSIN RAPIDS, WIS. ) wd 520) 0) Oey us Co. 
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Pop is the town’s favorite host. 


x And with the kids, it really rates. 





The amazingly versatile electric appliance that... 


HOME FURNISHINGS 
LIQUEFIES PUREES SHREDS po ie — 
or PULVERIZES WHIPS MIXES 
BEATS , 
CHOPS 
CHURNS GRINDS GRATES 













Only Osterizer has 
the easy-to-remove, 
quick-to-clean glass = 


container that opens 
at both ends. 


$34.95. . .with all-chrome base $39-50 


Otfune 

\ <a or oF 
> Guaranteed by * 
Good Housekeeping 


Mom says, “The fun of using it never wears off. ie 


YUMMY “SHAKES” FOR THE KIDS 


You'll find many everyday uses for he 
Osterizer—new main dishes, tempting side 
dishes, delicious spreads from leftovers, 
marvelous soups, salads, and scores of 
= blended fresh fruit and vegetable drinks. 












4 


MADE BY OSTER 


IS THE NEW PET 
OF THOUSANDS OF 
RETAILERS, TOO 
























= 










ps APPLIANCE DEALER 


“Brings new customers.” 


DEPARTMENT STORE AND 


from old customers.” 


HARDWARE DEALER 


“A high unit, 
good profit sale.” 





Osterizer is the original liquefier and 
blender. ONLY Osterizer has all these fea- 
tures: Easy-to-clean, easy-to-empty glass 
container that opens at both ends...agitator 
assembly that comes apart for thorough 
cleaning...container base threaded to fit 
any standard fruit jar...sloped motor base 


with no openings to permit damage to 
motor from drainage. 





Osterizer is featured in large 
space advertisements like this 


one in the November 14th issue 
of LIFE. 


Oster home appliances, including the 
Osterizer, Osterett, Stim-U-Lax Junior, and 
Airjet, are also advertised in Good House- 
keeping, Better Homes and Gardens, 
Collier’s, National Geographic, Esquire, 
True, Sports Afield, Argosy. 
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MAKES HAIR DRYING 
QUICK AND EASY 


$14.95 


Oster's “handsome jet-de- 
sign electric dryer blows 
hot or cold air. Hold in 
hand or stand on table. 


: new, low cost 
a PORTABLE 
J” ELECTRIC MIXER 


only $14.95 
Does Every Food Mixing Job 


mixes ¢ mashes © creams 


massage! feel better! 
whips © beats 


STIM-U-LAX JUNIOR 
$24.50 


Finest massage instrument 
—relaxes nerves, tones mus- 
cles, stimulates circulation. 


Powerful, 2-beater, big- 
mixer performance. Light- 
weight, smali-keep in 
cutlery drawer or on 
handy wall bracket. 















All Oster home appliances are 
guaranteed. All have been granted 
the Good Housekeeping Seal. 
Underwriters’ Approved. 





JOHN OSTER 
MANUFACTURING COMPANY 


RACINE, WISCONSIN 


A-4 


—highest quality always. 
! s at your favorite appliance, hardware, or department store ig q 
Ask for Oster appliance 


° WISCONSI 
JOHN OSTER MANUFACTURING COMPANY « RACINE, 
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WHIRLPOOL Automatic Washer 


Nineteen Hundred Corp., St. Joseph, Mich. 


Device: New Whirlpool Deluxe auto- 
matic washer. 

Selling Features: New Agiflow agi- 
tator principle gives better top and 
bottom washing action; with new 
ultra-violet germicidal lamp clothes 
are exposed to. ultra-violet rays 
through entire cycle of wash, rinse 
and spin dry; Cycle-Tone buzzer 
sounds at end of period selected for 
load, stops when automatic timer shuts 
off; Suds Miser enables re-use of hot 
sudsy water; seven rinses feature con- 
sists of four downward-pressure 
whirline spray rinses to break down 
suds and loosen clinging particles; 
agitated deep rinse and 2 more power- 
spray rinses remove all soap traces. 
Price: $299.95 with Suds Miser and 
$20 less without it. 
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CROSLEY Shelvadors 
Crosley Div., Avco Mfg. Co., Cincinnati, O. 


Models: 8 new models ranging from 
7 cu. ft. to 10.5 cu. ft. storage capacity. 
Selling Features: All but two have 
full width freezer compartments; 10.5 
cu. ft models have almost 2 cu. ft. 
storage capacity at convenience level 
where food is easy to reach without 
stooping or bending; restyled Shelva- 
dor feature has white plastic shelves 
recessed within interior of extra thick 
insulated outer door making it pos- 
sible to provide 103 cu. ft. storage ca- 
pacity in a cabinet same size as last 
year’s 8.5 cu. ft. model without tak- 
ing up more floor space; “butter-safe” 
compartment built into Shelvador is 
electrically heated and thermostatically 


controlled to keep butter at proper 
spreading consistency. 

Other custom and deluxe model fea- 
tures include separate horizontal freez- 
ers and frozen storage compartments 
that hold up to 70 Ibs. frozen foods 
and cubes; freezer shelf in freezer 
compartment provides subzero tem- 
peratures for home freezing “Seasonal 
Control” provides proper humidity 
and temperatures in normal food 
compartment; new door latch; shelf 
flexibility; mew re-arranging shelf; 
acid resisting porcelain enamel in- 
terior; Crosley Electrosaver hermeti- 
cally sealed and _ self-lubricated unit 
are other features. 
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FRIGIDAIRE Ranges 


Frigidaire Div., General Motors Corp., 
Dayton 1, Ohio 


Device: Improved Frigidaire ranges, 
Nos. KK-3, RK-4, R-15, R-17, RM- 
27, RM-45, RM-65 and RM-75. 
Selling Features: New faster-heating 
Radiantube surface cooking unit has 
single ring construction with self- 
cleaning flat-top tube designed to fit 
bottom of utensils; more heat goes 
directly to foods and less is dissipated 
into kitchen; units swing up and out 
of way on concealed hinges, permit- 
ting easy cleaning of porcelain re- 
flector bowls beneath—bowls can also 
be removed for dishpan washing ; each 
unit has retaining ring that snaps into 
place on cooking top, locking into 
position; “floating suspension” ar- 
rangement compensates for expansion 
and contraction of Radiantube unit. 

Top models RM-75 and RM-65 
have new high back panel to protect 
wall and hold oven controls, clock, 
signal lights, appliance outlets and 
oven vents; full width fluorescent lamp 
mounted at top in streamlined shield; 
“6-60,” 2-speed automatic time signal 

one measures short periods up to 6 
minutes; the other long periods up to 
60 min. 

Three top models have one double 








purpose surface unit—when raised 
serves as 4th surface unit, when low- 
ered heats 6 qt. Thermizer deepwell 
cooker equipped with a cooking uten- 
sil, and a 3-position trivet; baking 
rack; pudding pan additional on De- 
luxe models; a 6-qt. Mirro-Matic 
pressure cooker is optional. 

Thriftmizer is controlled by special 
Thrifto-Matic switch on Deluxe 
models, which provides full quick heat 
for any desired time up to 20 min., 
then automatically switches to “sim- 
mer” to complete cooking operation. 

Redesigned full-width utility drawer 
on 40 in. ranges has Nylon rollers; 
easy to remove, but designed so they 
will not come out accidentally. 

All models have large ovens, 16x17x 
19 in., 3 top models have sliding, 
adjustable shelves and a large double- 
duty broiler-roaster pan; Fiberglas 
insulation; automatic lighting; spe- 
cial stop keeps door ajar while waist- 
high broiler is in use. 

No. R-75 has an additional 16x112x 
19 in. oven complete with broiler. 

Cookmaster automatic oven control 
on all DeLuxe models, which also 
controls appliance outlet. 

RM-65, single oven DeLuxe model 
has warming drawer; other full size 
ranges use this compartment without 
warming attachment as an extra stor- 
age space. 

Porcelain inside and out, roll front 
cooking tops, recessed toe plates; 
leveling glides; acid-resisting porce- 
lain tops are other features. 

Prices: RK-3, small, 21 in. model, 
$154.75; RK-4, $164.75; R-15, 
$189.75;  R-17, $209.75; RM-27, 
$239.75; RM-45, $279.75; RM-65, 
$309.75; RM-75, $349.75. 
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K-M Iron 


Knapp-Monarch Co., St. Louis 16, Mo. 


Device: K-M Copper-Magik Tel-A- 
Matic iron No. 19-509. 

Selling Features: Layer of copper di- 
rectly between element and bottom 
soleplate distributes heat uniformly; 
1000 watts, 115 volts, a.c. only; signal 
light blinks on and off with flow of 
current; weighs 4 lbs; fingertip con- 
trol dial calibrated by fabrics. 
Electrical Merchandising, Nov. 1949 





New Product 


Highlights 


Some 1950 refrigerators, ranges and other major appliances are making 
an early appearance on market in time for Christmas buying—the complete 
Crosley line; Frigidaire ranges; Coolerator and Gibson refrigerators. 

Automatic washer refinements are being introduced by Nineteen Hundred, 


Bendix and Thor. 
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BENDIX Automatic Washers 


Bendix Home Appliances, Inc., 
South Bend 24, Ind. 


Vodels: 3 new tumble-action auto- 
matics—2 Gyramatics and 1 Deluxe. 
Selling Features: Dyna-Surge cylin- 
der has rearranged perforations and 
other design modifications to increase 
cleansing action; new “Water Ra- 
tioner” water-saving control meters 
water level to exact amount required 
by any load from 4 to 9 Ibs., right-or- 
left opening door; 

Gyramatics require no bolting to 
floor; one has improved Bendix auto- 
matic soap injector whick measures 
out and feeds automatically right 
amount of soap for load and water 
setting; both Gyramatics are counter 
top high with a low instrument or 
dial control board raised at rear. De- 
luxe model requires fastening to floor ; 
has flush top with control dials located 
at front. 

Prices: From $199.95 tor DeLuxe 

3-211 to $269.95. 
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COOLERATOR Refrigerator 
The Coolerator Co., Duluth, Minn. 
Vodel No. RB75 Coronet 


Selling Features: Capacity 73 cu. it. 
in a space saver cabinet 2 it. wide, 
57-3/5 in. high; long door model main- 
tains temperatures through entire 
cabinet; streamlined “ZerO-Lator” 
compressor eliminates need for false 
bottom in cabinet; U-type evaporator 
holds 20 Ibs. frozen food and 2 ice 
cube trays; 5 shelves; 3 in. jet-packed 
Cell-U-Fibre insulation; 10-stop tem- 
perature control; new type lock; 
French gray breaker strip. 
Price: $189.95. 
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MIXETTE Portable Mixer 


Hamilton Beach Co., Div. Scovill 
Mfg. Co., Racine, Wis. 


Device: Mixette portable food mixer. 
Selling Features: 1-hand, 3-speed 
mixer; whips, beats, mashes; weighs 
only 24 lbs.; balanced handle elim- 
inates wrist strain; individual beaters 
snap in and out for easy cleaning: 
baked enamel finish; may be hung on 
wall bracket or stored in drawer. 
Price: $17.75; $18.25 Denver and 
West. 
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—_ 
FIRESTONE Cleaner 


Firestone Tire & Rubber Co., Akron 17, 
hio 


Model: Firestone tank-type cleaner 
Wo. 5-F50. 

Selling Features: Equipped with new 
disposable “Lintine” dust bag; stands 
upright for easy removal of filter bag; 
accessory holder stores hose, wands 
and other accessories; new demothing 
accessory complete with Di Chloricide 
crystals ; improved sprayer ; blue finish 
with chrome trim; 4 h.p. motor; tap- 
toe on-off switch; i12 volts a.c.-d.c. 
Price: $69.75; package of 10 dispos- 
able bags. 
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IRON-O-MAT Steam Iron 


Rival Mfg. Co., Truman Rd. and Wabash 
Ave., Kansas City 1, Mo. 


Device: Iron-O-Mat automatic steam 
and dry iron, No. $1000. 

Selling Fvratures: Features a 1-con- 
trol operation to balance heat and 
steam correctly; weighs 3 lbs. 12 oz. 
including cord; easy to fill with side 
filler piug; no caps; flip of finger re- 
leases new type plug; cap attached ‘o 
small chain; cast-in tubular element; 
concentrated steam vents;  side-at- 
tached 7-ft. cord; button contour in 
soleplate; cool handle; right and left 
thumb rests; 1000 watts, a.c.; stain- 
less steel finish. 

Price: $14.95. P 
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CROSLEY Kitchen Cabinets and 
Disposer 
Crosley Div., Avco Mfg. Corp., 
Cincinnati, O. 


Device: Complete line of steel wall 
and base cabinets, and kitchen sinks 
plus waste food disposer. 

Selling Features: Two exclusive wall 
cabinets, a range pantry and a refrig- 
erator pantry equipped with Shelva- 
trays on inside doors providing front 
row space that can be easily reached; 
range pantry provides space for cook 
books; an open shelf beneath cabinet 
for often used condiments; curved 
corners and edges; rounded drawers; 
chromeplated mar-proof pulls; ex- 
tended counter tops, recessed toe 
space; fingertip control swing-spout 
faucet; web-anti-splash aerator ; built- 
in automatic push-button spray with 
long hose; noiseless drawers on Nylon 
bearings; 1-piece top and backsplash 
on base cabinets. 





Silent-Server cart accessory on 
wheels; equipped with removable 
tray; streamlined to match cabinet 
styling—when not in use rolls under 
one of the work surfaces. 

Other accessories include a bread 
box, flour container and sifter, cup 
shelf, towel rack, wall and base rack. 

Waste food disposer fits conveniently 
under sink; stops whenever its cover 
is removed, cleans itselfi—no jamming 
or clogging—pulverizes food wastes 
including bones; 1-piece grinding 
changer; sawtooth pulverizing ham- 
mers; vertical shredders; + h.p. motor 
1740 rpm, a. c. 188 in. long without 
cup, 10% in. wide. Triple purpose 
cover cup serves as sink seal, strainer 
and disposal switch; wide throat per- 
mits easy loading. 
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PLUG-IN Strip 


National Electric Products Corp., Chamber 
of Commerce Bidg., Pittsburgh, 19, Pa. 
Device: New type residential plug-in 
strip, provides selective control at 

wall or at equipment. 
Selling Features: Three No. 12 AWG 


copper conductors have been factory- 
wired into Plug-In strip; conductors 
serve as 3-slot receptacles which are 
spaced at 18 in. intervals along the 
24 gauge steel assembly; provides 
choice of switch control or constant 
service every 18 in.; permanently 
locked-on cover when full 6 ft. lengths 
or parts of lengths are joined in an 
installation, a copper barrel connector 
is crimped over conductor ends, pro- 
viding a solid copper conductor from 
panel box to last outlet and eliminates 
screwed connections. 
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THOR Improved Automagic 


Thor Corp., 1115 So. 54th Aye., 
Chicago 50, Iil. 


Device: Improved Automagic 244-C 
washer; -D dishwasher; and -CD, 
clothes-dishwasher combination. 


Selling Features: Factory sealed 
mechanism for greater durability; in- 
creased water capacity in outer tub; 
visual-fill water spout located in cen- 
ter of machine at back; feeds water 
through air gap, permitting control 
of water temperature and pressure 
without having to remove lid and also 
permits removal of clothes or dish lid 
without touching spout; black rubber 
bands around tub and lid toned down 
to grey. 
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KELVINATOR Water Cooler 


Kelvinator Diy. Nash-Kelvinator Corp., 
Detroit, Mich. 


Model: No. PE-3R combination bub- 
bler-compartment type water cooler. 
Selling Features: Provides 3 gal. cool 
drinking water per hr., plus refriger- 
ated compartment;  stain-resistant, 
Monel-lined compartment automati- 
cally maintains cool temperatures 
within a range of 36 to 46 degs. F; 
compartment has capacity for full case 
average-size beverage bottles; push- 
button automatic fastener and integral 
door lock with 2 keys; Kelvin gray 
finish; 1/6 h.p. Polarsphere condens- 
ing unit; hermetically sealed in oil. 
Price: $286. f.0.b. Columbus. 
Electrical Merchandising, Nov. 1949 








ALVACORD Electric Blanket Maker 


The Alva T. Smith Co., 161 W. Wisconsin 
Ave., Milwaukee 3, Wis. 


Device: Alvacord Electric Blan-Kit 
Maker No. 75, to convert regular 
blankets into electric blankets. 


Selling Features: Kit consists of 30 
ft. of cord—ample length for double 
bed; may be used with or without 
extension cord, and for single beds 
unused length can remain on floor; 
Alvastat timer flashes heat on and off 
depending on room temperature; Glo- 
lamp shines through red plastic sleeve 
when heat is on; 75 watts; provides 
ample warming, yet so low as to be 
safe ; built-in Safetystat prevents over- 
heating ; 12 Stayput tie fasteners easy 
to clip to any blanket, remove for 
cleaning or change in spacing; can be 
fastened to any non-electric converting 
it into an electric blanket; heat pattern 
can be determined by user; a.c. only. 
Price: $9.95. 
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ROBERTON Hedge Trimmer 


Roberton Diy., King Pneumatic Tool Co., 
2717 N. Ashland Ave., Chicago 14, lil. 


Device: Roberton hedge-trimmer con- 
vertible into a lawn-edger. 


Selling Features: Oscillating  disc- 
blade trims grass where a mower 
can’t cut and edges lawn at walks and 
beds; edger and hedge-trimming blades 
interchangeable on jub; _ pressure- 
switch on cord keeps non-operating 
hand safe; weighs 4 lbs; balanced at 
grip; nickel steel gears; sealed “trans- 
mission” 1/10th h.p. a.c. or d.c. motor ; 
plated blades, maroon handle, glossy 
grey frame. 


Price: 2-in-1 combination $34.50. 
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DUPLEX Timekeeper Clock 


Advanced Timekeeper Inc., 1180 Raymond 
Blvd., Newark 2, N. J. 


Model: Duplex TimeKeeper clock. 
Selling Features: Embodies dual 
movement which insures correct time 
regardless of current interruptions— 
Duplex spring power takes over job 
whenever interruptions occur even 
for only one second; spring movement 
needs rewinding less than once a year; 
vertical slot indicates when spring 
movement needs re-winding. 
Electrical Merchandising, Nov. 1949 
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CROSLEY Freezers 


Crosley Diy., Avco Mfg. Co., Cincinnati, O. 
Models: CF-7, CF-12, CF-20, DF-12, 
DF-1346. 

Selling Features: CF-7 holds 252 
pounds of food; equipped with 2 re- 
movable Shelvatrays—one for pie and 
cake storage; the other for freezing 
jars; 2 removable baskets for com- 
mercially frozen foods and small items 
at convenient reach-in height; metal 
adjustable dividers allow for flexi- 
bility of bulk storage; warning light 
goes off when temperature reaches 
danger mark; center balance hinge 
lid; tumbler type lock; automatic in- 
terior light. 

CF-12 has 430 lbs. capacity; DF-12 
deluxe model has 12.3 cu. ft. capacity ; 
adjustable storage compartment; sep- 
arate quick freeze compartment. 

CF-20, custom farm freezer has 20 
cu. ft. capacity, 700 lbs. food; 2 large 
compartments with two doors: Shelva- 
tray with 6 ball freezer jars; Shelva- 
tray for pie and cake storage. 

DF-1346 has 3.2 cu. ft. capacity; 
holds 112 lbs. meats. 
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MONITOR Washer 


Monitor Equipment Corp., Riverdale-On- 
Hudson, New York 63, N. Y. 


Model: New larger Monitor Aerator 
washer No. 6-P. 

Selling Features: Has greater wash- 
ing capacity—yet takes up no more 
floor space than 4 Ib. model; more 
powerful 4 h.p. motor 110 volts, a.c.; 
new larger balloon type wringer, 
manually operated; self-adjusting ten- 
sion; separate electric pump with 
separate motor; disc shaped pulsator 
flush with side wall of tub with no 
sharp edges or projections; stainless 
steel tub; baked enamel base. 

Price: $69.95. 
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OASIS Dehumidifier 


The Ebco Mfg. Co., Columbus, Ohio 
Device: Oasis Air Drier. 
Selling Features: Will take almost 3 


gal. excess moisture from air every 24 
hrs., the manufacturer claims, under 
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high temperature, high humidity con- 
ditions in an average-sized closed 
area; for installation in basement 
workshops, utility and recreation 
rooms, offices etc; 1/6 h.p. hermetically 
sealed condensing unit requires no 
further lubrication or attention; re- 
movable galvanized container furnished 
witheach drier for convenience of dis- 
posing of water; or a garden hose can 
be attached for draining off water; 
weighs approximately 100 Ibs; 110 
volt a.c. only.; 12% in. wide, 20 in. 
high, 212 in. long. 

Price: $146.75. 
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K-M Bianket 


Knapp-Monarch Co., Bent and Potomac, 
St. Louis, Missouri 

Device: K-M Therm-A-Matic blanket 
Selling Features: Weighs only 53 Ibs. ; 
extra large 72 x 85 in. for a double 
single or three-quarter size bed; fully 
automatic—one setting maintains sleep- 
ing comfort through night; silent auto- 
matic operation—no clicking or whir- 
ring washable but not dry-cleanable; 
blanket fabric is 50% wool, 25% cot- 
ton, 25% rayon, special alloy wire in 
continuous length of cable in blanket; 
200 watts, 115 volts, a.c. 
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TELECHRON Clocks 
Telechron Inc., Ashland, Mass. 
Mod.ls: Colonnade, Coronado, Kirk- 


wood, Nocturne, Stewardess and 


Tempo. 
Selling Features: Colonnade, ma- 
hogany alarm, has red alarm hands, 
gold-colored hour and minute hands 
on ivory background; Control-a-tone 
alarm. 

Coronado, bell alarm, dark mahog- 
any case, gold metal, vermillion sweep 
second hand, black numerals, white 
dial. 

Kirkwood, bell alarm, mahogany 
case, gold bezel, brown dial, luminous 
hands and numerals. 

Nocturne bedroom clock, ivory with 
gold bezel, brown numerals, lumines- 
cent hands. 

Stewardess, kitchen clock, red, 
white, ivory or blue plastic case with 
red sweep second hand. 

Tempo ivory bedroom alarm, lumi- 
nous hands, hour dots, brown dial. 
Prices: Colonnade, $7.95; Coronado, 
$12.50; Kirkwood, $8.95; Nocturne 
$6.95 ; Stewardess, $4.95 ; Tempo, $4.95. 
Electrical Merchandising, Nov. 1949 
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TOASTSWELL Toaster 


The Toastwell Co., 620 Tower Grove Ave., 
St. Louis 10, Mo. 


Device: No, 222-A 2-slice automatic 
toaster. 

Selling Features: Pops toast up when 
finished raising toast gradually during 
toasting cycle—producing an even 
browning; silent clock and thermo- 
stat; color selector provides toast any 
shade; 860 watts a.c. er d.c.; weighs 
6 lbs.; chrome finish Bakelite trim. 
Price: $18.95. 
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HANKSCRAFT GlycolAire Vaporizer 
Hankscraft Co., Reedsburg, Wis. 


Device: Hankscraft GlycolAire vapor- 
izer No. 1125. 

Selling Features: Provides sufficient 
glycol vapor to kill air borne viruses 
and bacteria for rooms and offices up 
to 7500 cu. ft.; plugs into any 110 volt 
outlet; no moving parts; “Grams per 
hour” regulator permits tasy adjust- 
ment for various sized rooms and 
conditions. Hankscraft Sanitation 
Grade Triethylene Glycol available 
in 1 qt. cans for $1.95 per at. 

Price: $9.95. 
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LOSTRO Foot Warmer 


Lostro Inc., Carew Tower, Cincinnati 2, 
Ohio 


Device: No. 1FW footwarmer. 
Selling Features: For foot of the bed 
or easy chair; size 18 x 36 in.; 25% 
wool, 50% rayon, 25% cotton in pink, 
blue, aqua, geranium and yellow; 115 
volts, a.c.-dc., 25 watts; magnetic 
“snap-action” control thermostats. 
Price: $9.95. 
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EL-DORADO Clock 


Allied Precision Industries Inc., 5057 S. 
Kedzie Ave., Chicago 32, Ill. 


Device: El-Dorado self-starting elec- 
tric clock No. 100. 

Selling Features: Designed by Ray- 
mond Loewy Associates; solid block 
of Lucite; cameo-cut dial and numer- 
als; gold-plated numerals and backing ; 
silver dial; a.c.; bell alarm; 5 in. high 
and wide. 

Price: $12.95. 
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MILWAUKEE Water Heaters 
The A. O. Smith Corp., Kankakee, III. 


Models: “Milwaukee” complete line 
of automatic storage water heaters as 
companion line to Permaglas deluxe 
and Duraclad deluxe water heaters. 

Selling Features: Available in al! 
popular round sizes; monotriad con- 
struction principle that assures long 
tank life by lining all components ot 
tank before welding; full-blanketed 
fibrous insulation; sealed immersion 
units; “rear-vu” connections; “An 
chorloc” assembly of tank to base. 
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“A9-ER” Oil Heaters 


The Gray & Dudley Co., Nashville, Tenn 


Models: New series of Washington 
Frugal “49-ER” oil-burning circu 
lators. 

Selling Features: Available in 2 sizes 
with 10,000 and 14,000 cu. ft. heating 
capacities; available in 2 finishes: red 
mahogany and modern blonde; “pot- 
type” stainless steel burner provided 
with 3 basic heat positions and inter- 
mediate steps; front lighting door; 
waist high oil control; 6 gal. fuel 
tank and burner; “Instaliter” avail- 
able for quick, positive starting; pro- 
vision for fan to force heat; electric 
thermostat control can be furnished 
at slight additional cost. 
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Others—9.2 and 18.45 cubic foot 
sizes. For all family needs. 





Family Gift for Years : / 
of Pleasure and Savings 


Owning a BEN-HUR Freezer is like “living in clover” 
the year ‘round ... like moving the finest market place 
into your home, with all the choicest cuts of meats, best 
of garden harvest, vegetables, fruits, berries — at per- 
petual “bargain day”’ prices. 


That’s why a BEN-HUR makes the finest possible 
Christmas Gift — a modern way of living that hundreds 


of families are “giving themselves” this year. 


With its colorful “BEN-HUR BLUE” trim, modern styl- 
ing, and wealth of new features, the BEN-HUR can lead 
your Holiday Sales to new HIGHS this year. Check 
the valuable dealer franchise details right now. Let us 
show you why BEN-HUR Dealers are making freezer 
sales records in every community! 


ee BEN-HUR MFG. COMPANY 


NM Dept. EM, 634 E. Keefe Avenue + MILWAUKEE 12, WIS. 


SR RHUR coco 


HEALTHFUL LIVING THROUGH FROZEN FOODS 
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HOTPOINT Garbage Disposal 


Hotpoint Inc., 5600 W. Taylor St., 

Chicago 44, Ill. 

Device: MW-4 Disposall. 

Selling Features: Can be installed in 

most existing homes without major 

changes in kitchen plumbing; 6 in. 

shorter than previous models. 
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BOYCO Clock” 


Boyco Inc., 1800 N. Ashland Ave., 
Chicago 22, lil. 


Model: “Colonial” miniature clock. 
Selling Features: Molded of simulated 
wood in antique mahogany or maple; 
swingi endulum; 14% in. high, 84 
winging pendulum; t in. high, 84 
in. wide, 3} in. deep; special clock 
movement; operates on 60 cycle a.c. 
Electrical Merchandising, Noy. 1949 





APS Glycol Vaporizer 


Air Purification Service Inc., Newark 2, 


Device: APS Vapor Roll Glycol va- 
porizer. 

Selling Features: Developed to reduce 
infectious air-borne germs and viruses 
where air conditioning isn’t available; 
plugs into 110-volt a.c. outlet; electri- 
cally driven roll of special paper im- 
pregnated with APS Glycol vapor 
made to pass over a heating unit at 





NOVEMBER, 


rate of 3 inches per hr; glycol re- 
leased in vapor form at precise density 
and temperature necessary to achieve 
germicidal effect on germs etc.; light 
weight; 14x7x7 in.; fingertip control ; 
easy to refill; dark brown case. Large 
model also available for air condition- 
ing or forced ventilation systems. 
Prices: Roll type $39.95 ; building-type 
unit $385. Paper refills $1.50 a roll. 
Electrical Merchandising, Nov. 1949 
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MIDWEST Steel Cabinets 
Midwest Mfg. Co., Galesburg, Ill. 
Device: Low-cost “package steel kit- 
chens” for builders of budget homes. 
Selling Features: Completely enclosed 
cabinets; bonderized Dupont Dulux 
baked-on finish; sound deadened doors 
and drawers; semi-concealed chrome- 
plated hinges; rubber bumpers and 
doors, drawer fronts; removable 
shelves; porcelain enameled sink 
bowls; sizes adapted to “package kit- 
chen” setups for quick easy installa- 
tions; wall cabinets have single, re- 
cessed bottom; indented hand pulls; 
wall cabinets 30 in. and 18 in. high; 
floor cabinets 22 in. deep from front 
to back; 2 in. fillers; all-steel counter 
tops with Armstrong linoleum in red 
marbelle, black, black marbelle and 
yellow marbelle; all sink fixtures and 

sink bowls included with sink tops. 
Prices: Model illustrated approxi- 
mately $200 complete. 
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DRYOMATIC Dehumidifier 


Dryomatic Corp. of America, 1600 Union 
Ave., Baltimore 11, Md. 

Device: No. 20 adsorption type de- 
humidifier for domestic and light 
commercial use. 

Selling Features: Effective for humid- 
ity control in adaptable areas up to 
7000 cu. ft.; 1/100 h.p. motor operates 
a rotor type fan which moves 32 cfm. 
through unit; standard equipment in- 
cludes removable air-filter to clean 
impurities before air is dried; desic- 
cant bed where moisture is adsorbed 
has indefinite life; 20 in. high, 13 in. 
deep, 17 in. wide; completely auto- 
matic, equipped with full range hu- 
midistat control; weighs 45 Ibs.; fin- 
ished in 2-tone brown crackle varnish. 
Electrical Merchandising, Nov. 1949 
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LEFT, ABOVE, the S-22-F, Sportsman 2-cell CENTER, ABOVE, the M 300 Assortment Display. RIGHT, ABOVE, the Z-33-R, Sportsman 3-cell 
Chrome Fiashlight. This new, specially designed One display piece is shipped with each assortment Chrome Searchlight. This fine, handsome item has 
light is extremely popular. One display with each —12 flashlights in Ray-O-Vac's 3 fastest selling special appeal as a gift. One display with each 
four flashlights. models. four searchlights. 





“Just the thing for Uncle Bill!” 


When everyone’s frantically searching for gift ideas, it's amazing how 
often Ray-O-Vac flashlights and batteries are “just the thing.” 

All you have to do is remind folks, with these attractive displays in 
your gift department. 


Remember, too, that this is the season of most darkness and most 
flashlight use ... when more people buy Ray-O-Vac Flashlights for them- 
selves and refill old flashlights with Ray-O-Vac LEAK PROOF Batteries. These 
nationally advertised batteries ... guaranteed ... sealed in steel... 
are the fastest selling batteries on the market. 






FrasHiiGHt 
BATTERY 


eh ee 


Be sure you've plenty of Ray-O-Vac Flashlights and Ray-O-Vac When endetinn fach- 
LEAK PROOF Batteries to take care of the peak rush ahead. Order the nah gS gaa 
flashlights and displays pictured above from your jobber today! 





IT PAYS TO DISPLAY FAST-SELLING 


RAY-0-VAC PRECISION FLASHLIGHTS 


IN YOUR CHRISTMAS GIFT DEPARTMENT 


RAY-0-VAC COMPANY 


MADISON 10, WISCONSIN 
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A “MUST” FOR EVERY KITCHEN— 


Pantryette 


A YEAR-ROUND PROFIT BUILDER FOR YOU 





Every kitchen in your community needs one or more PANTRY- 
ETTES—every Customer is a prospect. These beautifully styled, 
all-steel wall cabinets with sliding glass doors sell on sight to 
women who want beauty and high utility in the kitchen. 
PANTRYETTES are year-round volume and profit builders. 
Sell them separately—or as a moderate-cost extra when sell- 


ing a range, sink, refrigerator or other kitchen equipment. 










Hangs Like a Picture... 





PANTRYETTE is easy to install. It “‘hangs like 





any wall. Placed above base cabinets or sinks, 





a picture’’—and is handsome as a picture on | 
} 
| 


or elsewhere in the kitchen, PANTRYETTES pro- 





vide storage space in the most convenient 


locations 
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There’s a PANTRYETTE to fit any kitchen wall space wider than 18 





inches. Three-shelf models (30” high) come in 18”, 24”, 42”, 54” and 


66” widths; single-shelf models (18” high) in 36” and 40” widths. 






The fluorescent TOTALITE fixture, recessed into 
bottom of PANTRYETTE, throws shadow-free 





light onto work surface below and into cab- 
inet interior above. Outlets provided for plug- 
ging-in small appliances; separate on-off switch 
for lights. 


Only MORTON makes Pantryettes — es 
only MORTON dealers sell them 


MORTON 
MANUFACTURING COMPANY 
5125 West Lake Street, Chicago 44, Ill. 
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NATIONAL Garbage Disposal 


The National Disposer Appliance Div. 
National Rubber Machinery Co., 
Akron 8, Ohio 


Device: National “Shorty” disposer, 
No. 35-CS. 

Selling Features: Designed to over- 
come problem of “high waste lines” ; 
roughs in at 18 to 19 in. from floor 
line and 84 to 94 in. below bottom of 
sink bowl; overall length 15 in; 
weighs only 36 lbs, permits connec- 
tion to most wall wastes without ma- 
jor plumbing changes; equipped 
with 4 h.p. motor; 1-piece safety cover 
control; optional flow interlock quickly 
demountable and __ interchangeable 
power unit for easy installation. 
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TOASTSWELL Food Warmer 


The Toastswell Co., 620 Tower Grove Ave., 
St. Louis 10, Mo. 


Device: No. 620-A food and bun 
warmer. 

Selling Features: Keeps food hot at 
table; circular enclosed element evenly 
distributes heat; adjustable vent in 
cover permits variation of moisture 
content of food; polished aluminum; 
black Bakelite handles and feet; wire 
basket to hold food, a.c. or d.c.; 120 
watts; 8 in. high, 103 in. wide. 
Price: $5.95. 
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MARQUETTE Freezer 


Marquette Appliances Inc., Minneapolis 
14, Minn. 


Model: 11.5B home freezer. 

Selling Features: 114 cu. ft. capacity 
—460 Ibs. frozen food; occupies floor 
space no larger than 8 cu. ft. model; 
white Dupont Dulux baked enamel 


finish, black recessed base and chrome 
trim; rustproof, odorproof aluminum 
“aterior finish; copper cooling coils on 
all 4 sides metallically bonded; easy- 
to-open counter balanced doors; + h.p 
hermetically sealed Tecumseh com- 
pressor; internal spring suspension; 
clamp-type handle; 4% in. ixsulation. 
Electrical Merchandising, Nov. 1949 











GIBSON REFRIGERATORS 


Gibson Refrigerator Co., Greenville, Mich. 


Models: Nos. 720 and 700 refriger- 
ators. 

Selling Features: Provides top-to-toe 
refrigeration for apartments and small 
homes, fits in floor space formerly 
used for 4-ft. models—244 in. wide, 
58% in. high; Dulux finish inside and 
out; automatic light; right-or left- 
hand doors. No. 720, 7.06 cu. ft. ca- 
pacity, has 11.9 sq. ft. shelf area; Gib- 
son Cold Modulation; Freez’r Locker 
with glass door, and full width, wall- 
to-wall compartment; Fresh’ner Shelf 
keeps meat and vegetables in condi- 
tion; 2 ice cube trays—a tilt-out and 
a Jiffy-Cube Plastray ; sliding crisper, 
and a wire storage bin. No 700, 7.14 
cu. ft. capacity, has 13.6 sq. ft. shelf 
area; oversize freezing unit, 2 ice 
cube trays; deep glass defrosting dish 
doubles for storing meat; Snap-Seal 
door latch provides air tight seal on 
full-length door; both models powered 
by Gibson hermetically sealed re- 
frigeration mechanism. 

Prices: No. 720, $214.95; No. 700, 
$189.95. 
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Gilbert Clock 


The William L. Gilbert Clock Corp., 
Winsted, Conn. 


Model: “Queen” kitchen wall clock, 
No. 103. 

Selling Features: Plastic case 74 in. 
wide; exposed raised numerals un- 
breakable crystal; self-starting syn- 
chronous movement; 60 cycle a.c.; 
current interruption signal on dial; 
available in red and white combina- 
tions. 

Price: $4.95. 

Electrical Merchandising, Nov. 1949 
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Admiral 
FIRST in TELEVISION 


More than ONE out of every TWO television combinations 
sold is an Admiral... more than 57% of the entire industry output! 


The first six months of 1949 have witnessed the rise of Admiral 
Corporation to leadership in America’s fastest growing industry 
* ...television. Note these comparisons: 


vision’s potentialities for bringing a rich variety of entertainment 
and education, day in and day out, to those needing the enter- 
tainment and education most... the lower income groups. 


For the first six months of 1949 total sales of the television indus- 


Immediately, therefore, Admiral began the application of mass 
try were 206% greater than for the first six months of 1948.* 


production methods to the manufacture of television. The econ- 
omies obtained were regularly passed on to buyers in the form 
of better television sets at lower prices. Other manufacturers 
necessarily followed Admiral’s leadership. The result has been 
a constantly expanding market for television. 


Television sales of Admiral Corporation, however, were 450% greater 
... an increase more than double that of the television industry. And 
Admiral sales for the second six months are expected to be 167% 
greater than for the second six months last year. 


: : — ; ' hal Within the last few weeks an amazing transformation has 
Prominent in Admiral’s growth is the dominant position it has : iy take 

4 . ; mags gan 3 ; taken place in the nature of the demand for television. Until just 

f achieved in television combinations. This type of set receives : = 

: stad : : ; hae recently many people still classed television as a novelty, a 
television, AM and FM radio, and includes, in Admiral’s case, a na ne ; é 

a ; fascinating invention, but a purchase that could wait until other 

1 phonograph that automatically plays all types of records. 


things had been bought. 
During the first six months of this year, Admiral built and sold more 


oe —r . Today television has arrived. It is “first’’ on the shopping lists of 
television combinations than all other makes combined... more than yin . — ” whe d a 4 a“ PP 5" 4 
—— millions of families. e demand exceeds anything anticipated, 
57% of the entire industry output.* ; , 5 P 
9 or even dreamed of. Its future growth now can be foreseen pat- 
When all types of television sets are considered, consoles and terned after the radio industry, with not one, but two or more 
table models, as well as combinations, Admiral currently is pro- television sets in the typical American home. 
ducing approximately 25% of the entire industry output meas- 
ured in dollar value. For this next stage of television’s growth Admiral now is plan- 
ning, just as it did for the first...to give even greater values, 


From the beginning Admiral recognized that television is more and thus make available to the maximum market all the enter- 


than a plaything for high income groups... recognized tele- tainment and education television has to offer. 
*RCA Licensee Figures 


CHICAGO 47, ILLINOIS 





























k, 
in. 
n- 
e- 
is 20X11—10” 20X122—10” 20X136—1242” 20X145—1242” 25A15—16” 30FIS—1242” 4H126—16” 
al ; Table TV, $169.95 Console TV, $199.95 Table TV, $249.95 Console TV, $279.95 Console TV, $399.95 TV Combination, $399.95 TV Combination, $695.00 
la- 
Some prices s ghtly higher south anc west—subject to change w h notice 
49 ye SEE! HEAR! ON TELEVISION! SPONSORED BY ADMIRAL! "STOP THE MUSIC,” ABC-TV NETWORK, THURSDAYS, 8 P.M., EST 
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CROSLEY Water Heater 

Crosley Div., Avco Mfg. Co., Cincinnati, O. 
Models: Complete line of table and 
round tank custom and deluxe auto- 
matic water heaters. 

Selling Features: All models com- 
pletely automatic; equipped with ther- 
mostatic controls that heat water to 
exact pre-set temperatures; immersion 
type heating elements; extra thick 
blanket of glass fiber insulation be- 





tween storage tank and outer jacket; 
heavy duty steel tanks ; custom models 
equipped with magnesium anode rods ; 


baked enamel finish. Table models 

available in 30 and 40-gal. capacities 

} with single or double elements, re- 

cessed toe space and porcelain work 

THAT SELL RANGES surface. Round models available in 

12, 20, 30, 40, 52, 66 and 82 gal. 

capacities with single or double 


eT 
elements. 


AND RANGE-SERVICE BUSINESS FOR You Prices: Table models from $129.95 to 


$154.95; round type $89.95 to $189.95. 
Electrical Merchandising, Nov. 1949 












MONOTUBE*® “Swivel-action” Units give you faster, saves money. And when you demon- | 
a big plus in your range business. They give strate how quickly the coil can be swung up 

you something distinctive and better to sell— and out of the way—even when Aot—for fast, 

both as an important feature of new ranges, and easy cleaning of the drip pan, you'll find your 

in building a more profitable range-service sales coming easier. Why not take advantage 
business. of these features in your selling? | 

The twofold advantages of the MONO- 
TUBE appeal instantly to homemakers. A flat New catalog (No. 4) of replacement units 
coil that stays flat (due to its free-floating sus- provides complete information on adapting 





MONOTUBES to practically all electric 
ranges, old and new. Write today for 
your free copy! 


pension), it naturally has more of the coil in 


contact with the cooking utensil—hence cooks SHEPLER Ventilating Fan 


Shepler Mfg. Co., 1312 Sheffield St., 
Pittsburgh, 12, Pa. 
Device: Radia No. 1. automatic 8 in. 





‘a — fan for built-in installation. 
A F Selling Features: Suitable for kitchen- 
BO OST SA L on wi TH M ONOTUB ES ettes, bathrooms, etc.; die-cast alumi- 
\ | num grille only visible; may be 
| mounted horizontally or vertically and 
vented into ducts air shafts or outside; 
“T. M. Registered soe h ey stan da lo ne totally-enclosed, _ self-aligning fan 


motor; 8 in. Torrington propeller ; 
motor and fan assemble attached to 
grill; double automatic shutters and 
weathertight seal prevent back drafts 
and sweating; automatic control by 
regular wall switch or by Shepler 
model “S” 3-speed switch; displaces 
approximately 500 cfm. 

Electrical Merchandising, Nov. 1949 
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NOW-SIX oe" NORGE ELECTRIC RA 





MODEL E-2A—20” apartment model, 4 surface units 
with 7 heat speeds. Exclusive utensil drawer. 
Modern styling. Heavy insulation. Even oven tem- 
perature heat control. Toe recess. Exterior finish 
of Titanium porcelain enamel. One piece top 
and back rail. 


PRICED TO SELL AT RETAIL FROM 





MODEL E-5—38” divided top. De luxe lamp pack- 
age with Minit-Master, electric clock for auto- 
matic control of oven and convenient outlet. 
3 signal lights: for 2 left surface units, 2 right 
surface units and oven. Bar chrome hardware, 
with markings on edge of chrome switch knobs. 











MODEL E-3--38” left cluster top. 7-speed surface 
units with tele-switch controls. Tailored heat for 
all surface units. One large service drawer under 
switch panel. ‘‘Char-coil’’ broiler; even-heat oven. 
Electric appliance outlet always stays ‘“‘hot.’’ 
Automatic oven heat control. 








MODEL E-6—38” left cluster top. Automatic con- 
trol for oven, hi-lo unit and outlet. 7-speed tele- 
switch controls, deep-well cooker, pressure cooker 
(extra), hi-lo cooker unit, Minit-Master, selector 
switch, automatic timer, saftee switch, ‘‘char- 
coil’’ broiler, warming drawer, balanced oven 
heat, heavy glass fiber insulation. 





GES! 





$9935 


MODEL E-4—38” left cluster top. 7-speed surface 
units with tele-switches. Electric clock for auto- 
matic control of oven and appliance outlet. 18- 
inch incandescent lamp. 3 full-size service drawers. 
Chrome hardware. Single signal lights for surface 
units and oven, 


1642 TO °2992 














MODEL E-7—38” de luxe, 4-way automatic, divided- 
top range with “picture window’’ oven. New 
chrome oven window frame and hardware. All- 
chrome tele-switches, saftee and selector switches. 
New lamp package. A host of other features. 


ONLY NORGE GIVES YOU THESE FEATURE COMBINATIONS 


| FOR PROFITABLE, 


© 7-speed Tele-switch Controls 
© Deep-well cooker 

@ Pressure cooker (extra) 

©@ Hi-Lo cooker unit 


CALL YOUR NORGE DISTR 


© Minit-master electric timer 
@ Exclusive Selector switch 
© Automatic timer clock 

© Saftee switch 


© Warming drawer 


IBUTOR FOR COMPLETE DETAILS 


Refrigerators @ Home Freezers @ Gas Ranges e Electric Ranges @ Home 
Laundry Equipment e Home Heaters e Electric Water Heaters @ Water Coolers 


BORG-WARNER QUALITY PRODUCTS 


Norge Division, Borg-Warner Corporation, Detroit 26, Michigan. In Canada: Addison Industries, Ltd., Toronto, Ontario. 


ELECTRICAL MERCHANDISING—NOVEMBER, 1949 


© “Picture window” oven 


STEP-UP SELLING! 


® “Tailored heat” for surface units © Balanced oven heat 
© Famous ‘‘Char-coil”’ broiler 


® Heavy glass-fiber insulation 
® Floodlighted top 
© Appliance outlet 





PAGE 147 












> 


6 


PROFITS 
ALORE 


With these 


¢ 


WEST BEND COFFEE MAKERS 


Electric 
FLAVO-PERK 


First, there’s the Electric 
Flavo-Perk. A real buy for 
any homemaker, as a gift or 
for her own family. Sparkling 
double-thick aluminum with 
beautiful modern styling. 
Makes 8 cups of delicious cof- 
fee every time. Will be used 
every day to make and serve 
flavorful coffee right at the 
table. Molded plastic legs 
protect the table. Complete 
with appliance cord, Under- 
writers’ approved. Only $9.95, 
including excise tax. 





48 CUP CLUB and PARTY 



















COFFEE MAKER 


Next, there’s the West Bend 48 Cup 
Drip Urn. What an addition to the 
recreation room. It’s simple to pre- 
pare 24 to 48 cups of clear delicious 
drip coffee. Makes coffee as easily 
as a 4-cup coffee maker. Durable 
aluminum. Portable. Ideal for par- 
ties at home, clubs, lodges or 
churches. Enclosed heating unit with 
high-low-off heat switch. Complete 
with permanent appliance cord, Un- 
derwriters’ approved. Only $29.95, 
including excise tax. 


WEST BEND’S FULL-PAGE, 


full color ads in Better 
Homes & Gardens and La- 
dies’ Home Journal give a 
§ terrific pre-Christmas sell- 
ing punch. Be sure to re- 
quest the tie-in circular 
(J1372), too. 


WEST BEND 
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LOSTRO Blankets 


Lostro Inc., Carew Tower, Cincinnati 2, O. 


Models: 8-1C Deluxe double bed size; 
9-1C Deluxe single bed size; 2-BW 
regular single size; and 1 BW Topper 
single bed size. 

Selling Features: All models 25% 
wool 50% rayon; 25% cotton; avail- 
able in pink blue aqua geranium and 
yellow; 115 volts a.c.-d.c.; extra-foot 
warming compartment ; magnetic 
“snap-action” thermostats; fully auto- 
matic, dual or single without manual 
controls. 

No. 8-1C has dual control, uses 210 
watts; 9-1C and 2-BW uses 150 watts; 
1-BW Topper, 100 watts. 

Prices: 8-1C $39.95; 9-1C $37.50; 2- 
BW $29.95; 1-BW $19.95. 
Electrical Merchandising, Nov. 1949 





SUPERSTAR Combination Grill 


Stern-Brown Inc., 42-24 Orchard St., 
Long Island City, N. Y. 


Device: No. 18 Superstar combination 
sandwich grill and waffle iron. 
Selling Features: Toasts double or 
tripple deck sandwiches, fries, grills, 
removable drip cup to take care of 
grease: interchangeable aluminum 
waffle grids cook 4 waffles at a time; 
batter ring in grids caiches overflow; 
600 watts, 115 volts, ac. or d.c.; 
thermostatic heat indicator. 


Electrical Merchandising, Nov., 1949 





WEST BEND Corn Popper 


West Bend Aluminum Co., 
West Bend, Wis. 


Model: No. 3285E popper. 


Selling Features: Glass cover makes 
popping corn visible; deepwell alumi- 
num pan concentrates heat on corn; 
Ceramic type 450-watt element, a.c. or 
d.c.; can be used separately as hot- 
plate; may also be used for preparing 
soups, custards, Welsh rabbit; 2 qt. 
capacity. 

Price: $6.95 

Electrical Merchandising, Nov., 1949 
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Products To Come 
The following products have just 
been announced by manufacturers 
but were received to late to include 
in the current issue. Complete de- 
scriptions will appear in early 
issues : 
3 new Admiral TV receivers. 
Perfection announces its first electric 
range. 
Hotpoint 1950 ranges and a new dish- 
washer, “ready plumbed.” 


New G-E wringer-type washer, heater 
and vacuum cleaner. 











LYS 





SUNBEAM lIronmaster 


Sunbeam Corp., 5600 Roosevelt Rd., 
Chicago, 50, Ill. 


Device: No. A-9 light-weight Sun- 
beam Ironmaster. 

Selling Features: Weighs 24 \|bs.; 
aluminum alloy soleplate—otherwise 
identical with 4 lb. Ironmaster which 
has hard steel soleplate; thumb-tip 
heat control dial in handle; patented 
double thermostatic control; air- 
cooled wrist-resting handle; 1,000 
watts, 110-120 volts, a.c.; also avail- 
able for left-hand. 

Price: $12.95 


Electrical Merchandising, Nov. 1949 





Due to a printer’s error, the prices 
listed in the Nesco Roaster item in 
October were incorrect. The item as 
it should have appeared is as follows: 


— 
e 





NESCO Roaster 
National Enameling & Stamping Co., 
Milwaukee, 1, Wis. 


Model: No. 120 new 18 qt. Nesco 
roaster. 

Selling Features: Equipped with 
aluminum lift off type cover; an 
automatic thermostat and signal 
light ; an adjustable bake and roast 
rack and a 68-page recipe book in- 
cluded as standard equipment; new 
caster-mounted cabinet to fit and a 
3-piece set of glass cooking dishes 
also available. 

No. 120, $26.95; Cabinet $17.95; 
3-piece set of glass cooking dishes, 





Electrical Merchandising, Nov. 1949 
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J Now for Replacement 
and Modernization use 


The unique C-H Pyroflex range surface units 
that bring better heat distribution and better 


cooking on all controlled heat switch positions 


There’s good news today. The Cutler-Hammer line of 
better design Pyroflex Range Surface Units is now avail- 
able for replacement and modernization purposes on 
all models of electric ranges. 


positions where 90% or more of electric cooking is done. 
Pyroflex units provide maximum speed and excellent 

distribution of heat when fast cooking is wanted. 
Pyroflex units stay flat, won't rock, throughout years 







These units are the dependable product of many 
years of engineering research and are identified by the 
world-famous trademark that has stood for leadership 


of service. 
Pyroflex units are easy to clean. The reflector pan 
automatically tips up for lifting out. 





since 1892. 
Pyroflex 2-way heat flow design provides more even 
distribution of heat across the bottom of the utensil. 
Pyroflex units provide better cooking on the switch 


















Pyroflex units are easy to install, are interchangeable 
with the units in most ranges now in use. Only 8 adaptor 
rings are needed. 

The company and the trademark back of these units 
are world famous, have been advertised in the Satur- 
day Evening Post, Time, Newsweek, Better Homes & 
Gardens, House & Garden, etc., for many years. 

Important distributorships in a growing market are 
still open. Send your inquiry today and receive a copy 
of the new Pyroflex book. CUTLER-HAMMER, Inc., 
1280 St. Paul Ave., Milwaukee 1, Wisconsin. 





MEDIUM-HEAT ELEMENT LOW-HEAT ELEMENT 





(Cutler-Hammer Design) (Conventional Design) (Cutler-Hammer Design) (Conventional Design) 
\\ 7 
THIS! NOT THIS! THIS! NOT THIS 


TWO-WAY HEAT FLOW 
Hot in center 
ond hot outer edge 


ONE-WAY HEAT FLOW 
Hot in center 
cold outer edge 


Heat flows both ways 
from median position of 
C-H multiwave element 


Hot outer edge 
cold center 


eM Se 
MIO rts. — 


BOTH ELEMENTS TOGETHER 


(Cutler-Hammer Design) (Conventional Design) Any well-built surface cooking unit provides good heat dis- 


tribution when both elements are used together. But 90% or 
more of all cooking is done at a controlled-heat switch posi- 
tion using only one of the two elements. The four vital cooking 
heats where C-H design provides obviously better heat dis- 
. tribution for better cooking are: 

1. Low-Heat Element Full Voltage. 2. Low-Heat Element 
Half Voltage. 3. Medium-Heat Element Full Voltage. 
4. Medivm-Heat Element Half Voltage. 





SOME IMPORTANT DISTRIBUTORSHIPS STILL OPEN « SEND IN YOUR INQUIRY AT ONCE 
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exclusive 
PINCOR FEATURES 


make every owner a booster 















® Full 14% H.P. Pincor-built engine— 
designed especially for Pincor 
power mowers! 


® Austenized hardened reel blades 


and bedknife. 





® Self-sharpening without disassembly. 
® Welded steel chassis for long life. 


® Semi-floating reel assembly absorbs 
shocks, Model P-22. 


® Hand-adjusted cutting height, Model 
P.22. 















*25% off list plus 10% off on firm orders 
placed before Dec. 31, 1949 for delivery 
before July 1, 1950—plus 2% for payment 
in 10 days. 
















PINCOR PRODUCTS 
5847 W. Dickens Ave. 
Chicago 39, Ill. 


PIHCOR 


Send me catalog on the 1950 Pincor line. 


PRODUCTS 
Manvtoctered by Pi Gen-E-Motor Corp. DED sw tk chee ded vedwaneCeneseuees = 
508 Wat Chess 4 » Giage SG. ES PERE I OEE a oe Tee ° 
Power Lawn Mowers * Hand Lawn Mowers 
Electric Trimmers * Gasoline Engines Store eee e cece reseseceeseeeesesceseses . 
Electric Generating Plants 
Battery Chargers » Generators City ccccccccccccccccccs a eee 
SER SRE ER ESEREEER SESS 
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LIGHTING EQUIPMENT 




















ANGLE-LIGHT Fluorescent 


Winfield Electric Co., 1644 No. Ada St., 
Chicago, 22, Ill. 


Device: Angle-Light fluorescent fix- 
ture designed to fit right-angled corner 
vertically or horizontally. 

Selling Features: Available for per- 
manent or pin-up mounting; when 
turned off it resembles a section of 
molding, when turned on, the light 
emanates from curved plastic shield, 
all metal parts remain unseen; avail- 
able for one or two fluorescent bulbs 
in 14-15-20-25, 30 and 40-watt sizes. 
Electrical Merchandising, Nov., 1949 


CHAMPION Fluorescent Lamps 
Champion Lamp Works, Lynn, Mass. 


Models: Champion 25-watt and 40- 
watt T-12 fluorescent lamps. 
Selling Features: New 25-watt, 33 in. 
T-12 Bipin fluorescent lamp for resi- 
dential fixtures and special applica- 
tions; available in white, 4500 deg. 
white and warm tint. 

40-watt single pin instant start 
lamp, 48 in. long; starter switches 
eliminated; silicone coated; white, 
4500 degs. white and warm tint. 
Electrical Merchandising, Nov. 1949 


SYLVANIA Fluorescents 


Sylvania Electric Products Inc., Salem, 
Mass. 


Device: New 40-and 60-watt Slimlines. 
Selling Features: Both lamps have 
samé€ construction as 75-watt size in- 
stant-starting feature and 6000-hr. 
average life rating on 12-hr. cycle; 
single pin base construction; simple 
push-pull action seats lamp. 

Electrical Merchandising, Nov. 1949 





Christmas Tree Set 


Sproco Mfg. Inc., 16607 Halldale Ave., 
Gardena, Calif. 


Device: Ad-On-Lites tree set. 

Selling Features: 8 single socket, cord 
and plug units; in each single string is 
an outlet for two additional strings to 
“add-on” lights from unit to unit; 
can also be used to extend other light 
sets; 4-color display box; starter sets 
of 8 units and “extra” sets of 3 units. 
Prices: 8-unit set, $3.49; 3-units $1.29. 
Electrical Merchandising, Nov. 1949 


WYRE-SAFE Plug 
Page Industries, Box 927, Hollywood, 28, 
Calit 


iT. 
Device: “Wyre-Safe” plaster plug. 
Selling Features: Provides cylindri- 
cal storage area to wind up surplus 
cord; cord reels in or out freeing 
floors of surplus cord; available in 
ivory, or brown finish. 
Price: 98¢. 
Electrical Merchandising, Nov., 1949 
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34% 


b The popular model for average size rooms. Several 
hundred thousand now in daily use throughout the world 


— a as 


Announces a complete line for 


1949-5 


Now—Electresteem gives you 6 chances to sell the original steel 
Portable Electric Steam Radiator! Whether your prospect has 
a small, medium or larger room that needs extra heat, you can 
sell an Electresteem...And the price range is within the reach 








Remote Control 
Thermostats are now 





available for all 
Electresteem Radiators 
at $5.00 Retail 






of everyone! 


DUAL STEAM HEATING : 


























Only Electresteem offers dual steam heating at no extra cost; 





throws man-size heat on a midget consumption of electricity. 





oe] 
95 NATIONALLY ADVERTISED 


Electresteem SIX SECTION 29 RETAIL 


For very small rooms 


ee 
 <—_£ Tie i la 
¢ ALTE ; 
| j 
' ; } 


— to a selected audience of 9 Million Home Owners... Your 
selling season is now! Write for full details today. 





TEAM HEAT 
*All Models Available . ° 


in Walnut or 





























Ivory Finish BAN a 
*All Models Operate >| | } 
on 110-120 Volt Electresteem TEN SECTION 95 This Plug 
AC or DC For larger than average size rooms RETAIL Rings Up MORE PROFITS 
for You! 





ELECTRIC STEAM RADIATOR CORP. 


Manufacturers of Electresteem Portable Steam Radiators, 3 to 24 Hour Vaporizers, Baby Chef Jr. Bottle Warmers and Sterilizers 
PARIS, KENTUCKY 


1 ELECTRIC AVENUE 


eom Rod ~ 
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tell them 
- about the 








COMFORT MASTER 


Automatic Control for Oil Burning Space Heaters! 


IF YOUR salesmen don’t know all 
about the COMFORT MASTER 
you're missing hundreds of dollars 
in fast easy sales — and the chance 
to please most of the space heater 
users in your town! 


Give your salesmen a chance to 
develop NEW SALES TO OLD 
HEATER CUSTOMERS—and extra 
sales to new heater buyers — with 
COMFORT MASTER. Offers Auto- 





A-P COMFORT MASTER 
Automatic Temperature 
Control for oil burning 
Model 


space heaters. 


matic Temperature Control — heat- 
ing comfort at the mere touch of a 
Thermostat dial—to owners of new 
or old oil burning space heaters. 
Any heater made since 1939 and 
using A-P Model 240-D, U, or Y 
series manual controls. 


There are OVER 4 MILLION pro- 
spective customers today for the A-P 
COMFORT MASTER... Hundreds 
in your own community! 


240-ED for standard circulators; Model 240ETS for fan-equipped 
heaters. Simple to install. Saves Oil; assures uniform temperature. 





Colorful Counter Stand ¢ Dis- 
play Card for Heater Mount- 
ing * Mailing Folders ¢ 
Newspaper Ad Mats * “Al- 
bum" Listing A-P Equipped 
Oil Burning Appliances ® Slide- 
Sound Film for Dealer Showing. 





Actual spot checks showed 4 out of 5 


I 


salesmen had 1 


wot told about AUTO- 
MATIC CONTR 


eer 
IL possibilities of oil 


DEPENDABLE (Controls 


for Oil...Coal...Gas Heating 
RETURN THIS COUPON TODAY 


Please send us the following at once: 


Selling data for salesmen 
Name 
Address 
City 
Signed by........ 
Our Jobber is 


AUTOMATIC PRODUCIS COMPANY 


2400 North Thirty-second Street, Milwaukee 10, Wis. 


Complete information on A-P COMFORT MASTER for Oil. 


....Seles Helps 
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NON-ELECTRICAL PRODUCTS 





PROCTOR Hi-Lo Ironing Board 
Proctor Electric Co., Philadelphia, Pa. 


Device: Mary Proctor Hi-Lo ironing 
table. 

Selling Features: Adjustable from 27 
to 36 in.; can be raised or lowered 
9 different positions; special offset 
leg construction permits knee room 
beneath board; bars instead of feet 
compensate for off-center construc- 
tion; special swivel foot under tapered 
end of board accommodates it to un- 
evenness in floor; non-skid, non-mark- 
ing rubber feet; single piece top: 
ventilated steel, pleated for strength; 
54 in. overall long—a full 36 in. before 
tapering; tip of taper permits easy 
ironing around shoulders, baby clothes 
etc; conventional pads and covers may 
be used, but special pad and cover set, 
custom-tailored to fit, also available. 
Price: $12.95 

Electrical Merchandising, Nov. 1949 





RIVAL Shred-O-Mat 


Rival Mfg. Co., Truman Rd. & Wabash 
Ave., Kansas City 1, Mo. 


Device: Shred-O-Mat 
shredder, No. 600. 
Selling Features: 3 interchangeable 
stainless steel discs for slicing, shred- 
ding and grating fruits, vegetables; 
large streamlined hopper; chrome 
base; baked enamel standard in choice 
of white, red or yellow; key link; 
discs easily removed or affixed to 
handle shaft; portable, weigh; 34 Ibs. 
Price: No. 600 $5.98; No. AK600 (all 
chrome), $7.95. 


Electrical Merchandising, Nov., 1949 
ae 


—— 


non-electrical 









PERFECTO Coffee Makers 


Perfecto Products Co., 921 E. Pico 
Bivd., Los Angeles, 21, Calif. 


Model: “Imperial” 8-cup. No. 50-8. 
Selling Features: Imperial has new 


design on upper and lower bowls; plas- 
tic decanter cover and 3-purpose 


NOVEMBER, 


upper bow! cover which serves as table 
mat, dust cover and funnel stand; other 
models in the Perfecto deluxe line are 
a 4-cup model with cover; a 12-cup 
model with cover; all models equipped 
with automatic flavor control filter. 
Price: 8-up model, $3.95; 4-cup model, 
$2.95; and 12-cup model, $4.95. 
Electrical Merchandising, Nov., 1949. 





WEST BEND Griddle Set 


West Bend Aluminum Co., 
West Bend, Wis. 

Device: 5-piece griddle set. 
Selling Features: Set consists of a 34 
qt. stainless steel mixing bowl, a new 
12 in. stainless steel ladle; a 12% in. 
pancake turner and an aluminum grid- 
dle-broiler-server, plus a griddle meter 
which tells homemaker when tem- 
perature of griddle is just right to 
pour batters, etc. 


Electrical Merchandising, Nov., 1949. 





HILLCREST Coffee Maker 


Abco Metal Products Co., 13921 Kornblum 
St., Hawthorne, Calif. 


Model: Abco Hillcrest unbreakable 
vacuum type coffee maker. 

Selling Features: Lower bow] decanter 
has no drip pouring lip; metal sealing 
process eliminates retained coffee 
odors; heat trapping corrugated bot- 
tom permits faster heating; heavy 
gauge spun aluminum; patented filter 
with no cloth, springs, chains or hooks 
to wear out. 

Price: $3.95. 

Electrical Merchandising, Nov., 1949. 


TAYLOR Freeze-Guide 


Taylor Instrument Co., 95 Ames St., 
Rochester, 1, N. Y. 


Device: Taylor Freeze-Guide home 
freezer and refrigerator thermometer, 
No. 5925. 

Selling Features: Completely encased, 
accurate bulb, unaffected when door is 
opened; easy to read, slant of scale 
aids vision; hangs on partition or 
rests on flat surface at easy-to-read 
angle; compact, 14 in. high 4% in. 
long ; plastic case, stainless steel hang- 
ers, green and black scale. 


Price: $1.50. 
Electrical Merchandising, Nov., 1949. 
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In these days of “normal” selling, an appliance 
dealer must use sound, tested methods of han- 
dling trade-ins—if he wants to succeed. That is 
why Frigidaire developed for its dealers the 
famous “Tested-Approved-Guaranteed” plan— 
far and away the most comprehensive program 
of its kind. 

T.A.G.is much more than a promotion theme. 
It is a plan covering every phase of trade-in 
selling—from appraisals to record-keeping. It is 
based on the experience of hundreds of Frigid- 


NE Wan USED 
APPLIANCES 





Locating Prospects. T. A. G. manuals give eight ways 
to find new-appliance prospects who want to trade in 
old equipment. And the manuals explain eleven tested 
methods of finding prospects for reconditioned appliances. 
And these methods are proved successful! 


Selling Used Appliances. T. A. G. explains how to 
establish prices and how to make prices attractive, the 
advantages of a one-price policy. How to train used- 
appliance salesmen properly. How and when to use 
clearance sales. 





aire Dealers. It offers reference manuals for 
dealers, salesmen, appraisers and service men 
—advertising and display materials—market an- 
alysis service—even record forms. 

Most important, this plan is designed to help 
make the dealer’s used appliance department 
a regular source of additional profit. 

T. A. G. has been proved practical, proved 
worthwhile. And it’s just one of many reasons 
why the Frigidaire franchise is the most valu- 
able in the industry! 








Making Appraisals. T. A. G. explains the appraisal 
formula, successful appraisal methods, “diagnosis” aids 
and records, the attitude recommended for the appraiser, 
how to handle the transaction. And it discusses incen- 
tives and compensation. 





Display and Advertising. T. A. G. suggests the most 
eflective ways to build productive advertisements. It offers 
background and window displays, banners, tags, stickers, 
illuminated signs. And it tells how to show off used ap- 
pliances to best advantage. 









Reconditioning Trade-ins. I. A. G. tells how to build 
buyer confidence with good reconditioning methods, how 
to give used appliances the necessary eye appeal, how to 
win the kind of owner satisfaction that builds sales, how 
to reduce service costs. 





Records and Control. J. A. G. tells how to keep accur- 
ate, simple records of Sales and Inventory—and supplies 
the necessary forms and material. Most important, 
T. A. G. shows how these records help dealers control 
costs in order to insure profits. 


== Depend on FRIGIDAIRE to do things right 
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ARVIN SCORES 
in Market after Market! 
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Visible Value 
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TELEVISION 
you care SEE Che difference / 


CLEARER, BRIGHTER, STEADIER PICTURES! 
SIMPLER, EASIER, FASTER TUNING! 
er” 5 BIG-VALUE, FAST-SELLING MODELS! 
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MODEL 3160CM 
GIANT 16”-SCREEN 
CONSOLE 





s 
Federal Tax 








Here’s the Arvin TV value of values—the 
terrific triumph that stops competition 
cold! All Arvin’s famous features in an 
outstandingly beautiful mahogany console 
showing a picture that actually measures 
14*s by 11% inches! Compare it for 
beauty . . . compare it for picture .. . 


- ¢ 7 = r ‘ t i 
Gq eer as ‘es 
compare it for price . . . it’s a standout 


DD. 2 aie 4 
? ij pecik a . 
4 Af f value that means more “big unit” sales 


| for Arvin dealers! 


TN MODEL 3120CM CONSOLE 
ss = 


12%)” SCREEN °299°° 
Also 10’’-Screen Table Model at $2195°* and 











MODEL 3121TM ' 
BIG 12'/2’’-SCREEN | 
TABLE MODEL 


*2495° 


Federal Tax 


WY 


Plus Federal Tax 
10’’-Screen Console at $24950* 


ARVIN PRICE PROTECTION GUARDS YOUR PROFITS! | 


| 





Radio and Television Division 


NOBLITT-SPARKS INDUSTRIES, 


Columbus, Indiana 


INC. 


* Slightly higher in Zone 2. 
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Gives your customers the /arger pictures 
they want at the lower prices they want 
to pay! Oversize 1214-inch direct view 
screen shows full 92 sq. in. of undistorted 
picture—clicked into perfect focus as | 
easy as tuning a radio! Arvin’s exclusive 
MAGIC MODERATOR controls waver- 
ing and drifting. Super power brings in 
station clearly, even in fringe areas. 
Mahogany finish. Table to match at slight 
extra cost. An unbeatable sales-value in 
its field! 


1949—ELECTRICAL MERCHANDISING 














a  Y 


ee 

















WESTINGHOUSE Table TV 


Westinghouse Electric Corp., Home Radio 
Div., Sunbury, Penna. 


Model: No. 242 television receiver 
with electronic magnifier. 

Selling Features: Electronic magnifier 
enlarges a 12-in. picture both hori- 
zontally and vertically to produce 
equivalent of an 18-in. image; also 
features a moveable eyelid mask which 
frames full-width 12-in. picture and 
recedes to show full expanse of en- 
larged close-up when magnifier switch 
is turned; 23 tubes; 3 rectifiers plus 
picture tube; 290 watts. 

Electrical Merchandising, Nov. 1949 





STEWART-WARNER TV Consoles 


Stewart-Warner Corp., 1826 Diversey 
Pkwy, Chicago 14, Ill. 


Models: No. 9104-B, Master Deluxe 
12; No. 9105-A and No. 9103-C. 

Selling Features: No. 9104-B leader 
of the line has 124 in. tube; AM-FM 
radio reception and a record player 
for all 3 speeds and all size records 
on single turntable and single tonearm. 





No. 9105-A has “Protelgram” pro- 
jection. The image on a 13x18 in. 
screen; 230 sq. in. picture area; 
AM-FM radio; 3-speed record chang- 


er. 

No. 9103-C has 123 in. tube. 

All models have “gyromatic picture 
lock”; supersensitivity permits use 
of indoor antenna; “gated” automatic 
gain control eliminates readjustment 
of picture controls when switching 
from one station to another; and pic- 
ture line suppressor. Two direct-view 
123-in. models in modern cabinets; 
projection set in traditional. 
Electrical Merchandising, Nov. 1949 
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MOTOROLA Table Radios 


Motorola Inc., 4545 Augusta Blvd., 
Chicago, Ill. 


Models: No. 79XM21 FM-AM table 
and No. 69x11 table model. 
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Selling Features: No. 79XM21 has 
“Radar-type” FM tuner; 6 miniature 
tubes plus selenium rectifier; Bakelite 
case in dark green or walnut; sweep 
tuning dial and grille frame of polished 


rass. 

No. 69X11 has 5 tubes plus rectifier ; 
walnut or ivory Bakelite; dial cali- 
brations embossed in cabinet; built-in 
“Aerovane” loop antenna. 

Prices: 79XM21, $59.95: 69X11, 
$29.95 in walnut and $31.95 in ivory. 
Electrical Merchandising, Nov. 1949 





MOTOROLA Kitchen TV set 


Motorola Inc., 4545 Augusta Blvd., 
Chicago, Ill. 


Device: All-white table set with 7-in. 
tube. 

Selling Features: First personal tele- 
vision set to be made, the manufac- 
turers claim; weighs 26 lbs.; can eas- 
ily be carried from room to room; 
accessory portable antenna provides 
good reception in most areas; “kitchen 
cabinet” set finished in white plastic 
with gold frame around picture tube 
and gold speaker grille; 164 in. wide, 
16 in. deep, 9 in. high. 

Price: $129.95. 
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CROSLEY Radios 


Crosley Div., Avco Mfg. Corp., 
Cincinnati, O. 


Models: Crosley Kitchen radio No. 
10-135 and FM-AM table radio No. 
10-127. 
Selling Features: Kitchen radio fin- 
ished in white; airplane-type chrome 
tuni..g dial and chrome trim; 54 in. 
permanent magnet speaker; 4 tubes 
and rectifier; built-in antenna; con- 
nection provided for record player; 
rubber suction pedals for securely 
mounting atop refrigerator or other 
appliance and brackets for mounting 
on wali surface, at low extra cost. 
FM-AM table radio’s new dual re- 
ceiver covers complete FM as well as 
AM bands; features new type mixer 
for improved reception of distance 
stations; 7-tubes plus rectifier; Cros- 
ley “theatre-type tone” system ; built-in 
antennas for FM and AM; com- 
pletely enclosed back; mahogany- 
grained plastic cabinet with gilded 
grille and full-vision illuminated dial. 


Electrical Merchandising, Nov. 1949 
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CONRAC TV Consolettes 
Conrac Inc., Glendora, Calif. 


Device: 123 and 16-in. consolettes. 
lling Features: Both models avail- 
able in a choice of blonde, walnut or 
mahogany finishes; have 23 tubes and 
incorporate the same simplified circuit 
design as Conrac chassis models; 3.5 
watt audio output; new automatic 
gain control. 
Electrical Merchandising, Nov. 1949 





RECORDIO Radio Console 
Combination 


Wilcox-Gay Corp., Charlotte, Mich. 


Device: Popular priced AM-FM 
radio console combination, 

Selling Features: Simplified record 
changer plays all sizes and speeds of 
records automatically ; AM-FM bands; 
12 in speaker; cabinet available in 
blond or dark mahogany finish. 
Price: $199.50. 

Electrical Merchandising, Nov. 1949 
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RCA VICTOR Table Radio 


RCA Victor Div., Radio Corp. of America, 
Camden, N. J. 


Device: No. 9x641 table radio. 
Selling Features: Equipped with 5- 
tubes plus rectifier ; 3-gang condenser ; 
tuned RF stage; a phono input jack 
which may be used with 45 rpm rec- 
ord playing attachments or other phono 
attachments; a.c.-d.c.; avc; modern- 
istic maroon plastic cabinet 84x12}x73 
in.; available in ivory plastic as 
9x642. 


Prices: 9X641, $29.95: 9X642, $32.95. 
Electrical Merchandising, Nov. 1949 





MECK Telesets 
John Meck Industries Inc., Plymouth, Ind. 


Models: A 16 in; a 12-in. and a 10 in, 
television receiver. 

Selling Features: New automatic fre- 
quency control system for horizontal 
synchronization; all models have 17 
tubes, 2 rectifier tubes and high- 
brilliance picture tubes. 

Prices: 16-in. model, $279.; 12-in. 
model, $219.; and 10-in. model, $179. 
Electrical Merchandising, Noy. 1949 





TRAV-LER Table Radios 


Tray-Ler Radio Corp., 571 W. Jackson 
Blvd., Chicago 6, Ill. 


Models: Nos. 5056, 5015 and 5066. 
Selling Features: Nos. 5056 available 
in walnut or ivory plastic cabinets; 
a.c.-d.c.; 3 tubes and rectifier; No. 
5015 walnut or ivory finished plastic 
cabinet; a.c.-d.c.; slide rule dial; 4 
tubes and rectifier. No. 5066 walnut or 
ivory; a.c.-d.c.; 5-tubes and rectifier. 
Prices: No. 5056, walnut $11.95; ivory, 
$12.95; No. 5015 walnut $14.95; ivory, 
$16.95; No 5066, “ 
$24.95 


alnut $19.95; ivory 
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G-E Table Radios 


General Electric Co., Electronics Park, 
Syracuse, N. Y. 


Model: 5 deluxe a.c.-d.c. table radios. 
Selling Features: All models have 
plastic cabinets; built-in Beamascope 
antennas; Alnico 5 permanent mag- 
nets. 

No. 226 plastic cabinet has basket- 
weave grille, full-vision tuning scale 
of transparent plastic, polished brass 
control panel and dial light behind 
tuning scale: 54 in. Dynapower 
speaker, 5 tubes plus rectifier. 

Nos. 124 and 123 have low-slung 
cabinets; speakers at left behind ver- 
tical louvers; large open-faced dial 
with red and white numerals on buff; 
dial light; 3-in. Dynapower speaker ; 
4 tubes plus rectifier. 

Nos. 135 mahogany and 136 ivory 
have sculptured plastic cabinets ; trans- 
parent tuning scale; ivory numerals; 
buff controll knobs; 4-in. Dynapower 
speaker; 4 tubes plus rectifier. 
Prices: No. 226, $29.95; No. 123, 
$19.95; No. 124, $22.95; No. 135, 
$24.95; No. 136, $26.95. 
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Tappan Range, Model W-74 
Showing Wilcolator Control 
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... the front line of the appliance floor, 
where feature-packed traffic builders bring 
back old customers, win new ones—boost 
goodwill—step up sales! 


Look at this range. Smartly styled; deep 
center table; finish 
burners, vari-sized for utmost convenience; 
Tappan Visiminder and Visiguide. Open 
the doors. 


service Chromelite 


Ultra-efficient, Flexo-speed 
ovens—Fiberglas insulated, and porcelain 
lined; broilers with easily cleaned, smoke- 
less grills. And, above all, Wilcolator gas- 
saver control. 


Set the dial on the control panel to the 
required cooking temperature. Wilcolator 
takes over. At first, full flow of gas is per- 
mitted, and the Wilcolator 
smooth-action, “Uniflow” valve, which has 
greater flow capacity than any other gas 
range control, affords fast pre-beat. Then 
gas flow is automatically regulated with 


exclusive 


Wilcolator 


CONTROL , 


WILCOLATOR | 


is on the front line with 


TAPPAN 


Vol 


such precision that cooking temperature is 
exactly maintained for any period of time. 
No excess gas is consumed to cause over- 
heating. 

In addition, Wilcolator is extremely 
easy to service: The oven valve may be 
easily regreased or the entire thermostat 
bellows assembly replaced without dis- 
turbing piping or removing thermostat. 

When selecting your appliance line, 
profit by putting a Wilcolator-operated 
range “out front” on your floor. For 
Wilcolator means perfection cooking at a 
touch of the finger tips, and economy too 
—features that are unsurpassed as sales 
closers when Mrs. Housewife goes shop- 





ping for a range. 








SOME WELL KNOWN GAS RANGES USING 
WILCOLATOR FOR PRECISION CONTROL 


Autocrat Kalamazoo 
Coleman Maytag 
Copper-Clad McClary 
Crown Prizer 
Detroit Jewel Real Host 
Enterprise Roper 
Estate Royal Rose 
Garland Tappan 
Grand Universal 
Hardwick Welbilt 
Hart Wincroft 


Western Holly 








Wilcolator 


COMPANY 





Elizabeth, New Jersey 


NOVEMBER, 
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MOTOROLA Radio-Phono Consoles 


Motorola Inc., 4545 Augusta Blvd., 
Chicago, Ill. 


Models: 99F M21, 79FM21 and 79K21 
FM-AM radio-phono combinations. 
Selling Features: No 99FM21 “New 
Horizon” model features a_ built-in 
figure 8 FM antenna and an oversized 
10-in. speaker; No. 79FM21 is a 
compact cabinet especially suited to 
smaller homes and apartments. Both 
models equipped with new “Multi- 
Play” changer which automatically 
plays 78, 45 and 334 rpm records. 
No. 79K21 companion to 79FM21 
has large 10 in. Alnico V dynamic 
speaker, 6 miniature type tubes with 
2 9-pin miniatures; 2 dual purpose 
and 1 triple purpose, plus a longlife 
selenium rectifier, a.c. or d.c. 
Prices: No. 99FM21, $199.95; 
79FM21, $149.95; and 79K21 $99.95. 
Electrical Merchandising, Nov. 1949 





TRAV-LER Table Radio-Phonos 


Trav-Ler Radio Corp., 571 W. Jackson 
Blyd., Chicago 6, Ill. 


Models: Nos. 5036, 5044, 6050, 6051, 
6055. 

Selling Features: No. 5036 table com- 
bination with single play phono, 78 
rpm only; walnut finish wood cabinet 
with lid. No. 5044, single play 3-speed 
phono radio; 3-tubes plus rectifier; 
Alnico 5 PM speaker; illuminated rec- 
tangular slide rule tvpe tuning; sim- 
ple switch arm for adjustment from 
334 to 45 or 78 rpm speeds; light- 
weight crystal speeds; a. c. only. 

No. 6050 has automatic phono ra- 
dio, 78 rpm only; mahogany finish 
wood cabinet; all deluxe features. No. 
6051 has limed oak blonde finish cabi- 
net, 78 rpm only phono. 

No. 6053 automatic phono radio, 
3-speeds 4 tubes and rectifier; 5-in. 
PM dynamic speaker; illuminated 
slide rule dial; ave; standard broad- 
cast plus some police calls; Webster- 
Chicago No. 346 3-speed automatic 
record changer; mahogany wood cabi- 
net. 

Prices: No. 5036, $29.95; No. 5044, 
$39.95: No. 6050, $49.95; No. 6051, 
$59.95; No. 6053, $69.95. 

Electrical Merchandising, Nov. 1949 
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| To unload 
I yy a wagon- 


: If you’re an old pitchfork and shovel man 

yourself... you'll hardly believe your eyes at 

) the way they unload wagons down on the old, 

' but soil-restored farm these days! 

y A tip-up truck body dumps the load... 

Revolving belts of canvas, screen or slats on the 

’ wagon bottom, powered by the tractor engine, 

convey the content out at the back or side... 

Blower systems suck up small grains from wagon 

to storage loft... False end boards, cable driven, 

force the load out the open end... Portable 

) conveyors carry hay off the stacked wagon... 

Hoists, powered by the moving tires of another 

tractor, lift up the front of the wagon. 
Unloading varies according to the load and 

what’s done with it. Farmers quarterback the 

machines that do dirty work and heavy duty 

easily and quickly, on the modern farm. 














Farming is a business today.. . big business, 
and profitable. In the fifteen Heart states which 
have the best soil, largest farm investments, top 





yields, the highest returns... are almost a million 
SuccessFUL FARMING subscribers who averaged 
) around $10,000 in gross income each of the last 





. y 
two years... and represent one of the best J i 
electric merchandise markets in the world today! 


: No advertising program is properly balanced 
today, unless it allots some effort to this new bloc 





; of great wealth and high buying power... and 

"i 5 general media are not effort enough to effectively 

d reach this market. Only SuccessFuL FARMING has 

: the spread, penetration and influence that sells the 
most of the best farmers. 

If you don’t know as much as you'd like 
about the present farm market, call any SF office 
for the facts... SuccressruL FARMING, Des Moines, 
) New York, Chicago, Cleveland, Detroit, Atlanta, 
San Francisco, Los Angeles, 
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WHAT THE... !!! HEY! 
ANOTHER OUTLET 
ON THIS LINE? 





Because... 


100 OTHER INDUSTRIAL “OUTLETS” 
SHARE THE “CHARGE” OF THIS 
“LINE” YOU GET . . . A QUALITY 
SERVICE and UTILITY BODY AT 
YOUR PRICE! 


%& WEATHERPROOF % LOCKED *& LIGHTWEIGHT! 








THE MORRISON 


CUTS COSTS YOU 


Cary All NEVER KNEW EXISTED! 








It's the All-Die Pressed Steel ‘Carry-All” 
by Morrison for Cutting Costs of Theft, Weather 
Damage, Extra Trips and Duplications 


EVERYTHING FOR ANY 
ELECTRICAL JOB IN YOUR 


SHOP-ON-WHEELS 





EVERY ADVANTAGE OF YOUR EXPRESS PICK-UP 
PLUS ALL THESE EXTRAS! 


Weatherproof Compartments . . . for 
those cardboard boxes of small 
items that break apart and spill 
when it rains! . . . for the tools 
and equipment that would other- 
wise rust and corrode! .. . for 
anything and everything that must 
be kept dry and free of dirt! 


Locking Compartments ... Wise key- 
locked and handled so that you 
can keep equipment that used to 
“walk away”. 
Bridge-Type Underbody — High Ten- 
sile Steel Construction Throughout 
. It's lighter — much lighter 
—than any body of its type and 
capacity ... It'll pay off in greater 
loads at lower operating costs! Fits 
any standard commercial 1/3, 9; or 
1 ton truck chassis. 


£4 


oo 
i ¢ 


Carrie All 





\\ 607 AMHERST ST. 
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More Advertising Space. . . Put your 
‘phone number where the fender 
used to be! 


More Freight Space . Over-the- 
wheel compartments give you near- 
ly 50% additional cubic carrying 
capacity! 

Plus: Offset-reinforced, non-skid, 
heavy load floor . . . Interchange- 
able parts . . . Bassick center con- 
trol of single closure, dual-latch, 
paneled doors . . . Compartment 
doors of inner and outer steel 
stampings. 

* * * 


The all-industry Morrison “‘Carry-All" 
is carried in stock for immediate de- 
livery to franchised chassis dealers 
by more than 50 established truck 
equipment distributors stiategically 
located from coast to coast. 


MORRISON STEEL PRODUCTS, INC. 


"Carry-All”’ Service Body Division 


° BUFFALO 7, N. Y. 
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RECORD PLAYERS 





CARBONNEAU Record Player 


Carbonneau Industries Inc., Grand Rapids, 
Mich. 
“Playsall” 


Device: 
player. 
Selling Features: Weighs only 8 oz., 
constructed of lightweight aluminum 
complete with featherweight tone arm 
and new permanent type needle; two 
off-center holes make it possible to 
play 45 or 334 rpm records when 
slipped over the spindle of standard 
phonograph and allowed to rest on 
turntable; change in speed ratio ac- 
complished by specially design and ar- 
rangement of 2 tiny drive wheels 
aligned on thin drive shaft running 
under die cut base; lower wheel travels 
on an aluminum driving disk placed 
on the 78 rpm turntable; the wheel on 
other end of shaft is raised to higher 
level and travels on underside of slow- 
speed record rotating it at 45 or 334 
rpm.; plugs into phonograph jack on 
radio or clips into crystal cartridge 
inside the pickup. 

Electrical Merchandising, Nov., 1949. 


3-speed record 






V-M 3-Speed Record Player 


V-M Corp., 4th & Park Sts., Benton 
Harbor, Mich. 

Device: V-M model 100 3-speed record 
player. 
Selling Features: Uses 2 high gain and 
a rectifier tube; tone and volume con- 
trols; duo-needle reversible cartridge ; 
3-speed motor control lever located on 
left front of unit; tone and volume 
control on right front; cartridge con- 
trol lever on tip of tone arm. 
Price: $34.95. 


Electrical Merchandising, Nov., 1949 





TRAV-LER Record Players 
Trav-Ler Radio Corp., 571 W. Jackson 
Blyd., Chicago 6, lil. 

Models: Nos. 7016, 7017, 7020, 7023 
record players. 


NOVEMBER, 


Selling Features: No. 7016 table 
player has built-in amplifier; 2 tubes 
including rectifier; PM speaker; light- 
weight crystal pickup arm; plays any 
standard 78 rpm 10 or 12 in. record; 
2-tone simulated leather cabinet with 
plastic speaker grille. 

No. 7017 single play portable rec- 
ord player; 78 rpm only; simulated 
leather cover; 2-tone finish. 

No. 7020, deluxe automatic port- 
able; 78 rpm only; luggage type simu- 
lated leather carrying case. 

No. 7023 portable; single play 3- 
speed; 2 tubes and rectifier; light- 
weight crystal pickup arm; 2 long life 
needles for 78 or 45 and 334 rpm 
playing; luggage type carrying case in 
2-tone simulated leather. 

Prices: No. 7016, $14.95; No. 7017, 
$19.95; No. 7020, $39.95; No. 7023, 
$24.95. 
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COMET Record Changer 


Comet Corp., 540 Lake Shore Drive, 
Chicago 11, Ill. 


Device: 3-speed, single-arm automatic 
record changer. 

Selling Features: Needs no special 
record-center-hole adapter ; all records 
regardless of size are shuttled on turn- 
table by means of basic, edge push-off 
method, reducing center hole wear; 
automatically plays up to 12-10 in. or 
10-12 in. records at 78 rpm and 33% 
rpm; plays up to 12-7 in. records at 
33% or 78 rpm without 1% in. diam. 
spindle; with the 14% in. turntable 
spindle plays 12-7 in. records at 45 
rpm speed; records are supported at 
spindle and at ejector box, shuttled 
onto turntable by means of wide push- 
off plunger; one featherweight alumi- 
num pick-up arm plays all sizes of 
records; 105 to 125 volt 60 cycle a.c. 
motor with 3 speeds and rubber mount- 
ings. 

Electrical Merchandising, Nov., 1949. 
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GLENWOOD Redy-Play Phono 
Crystal Devices, Freeport, N. Y., Glenwood 


Co., East Orange, N. J. exclusive 
distributors. 


Device. Glenwood Redy-Play phono 
for chiltren. 

Selling Features: Switch operates 
turntable and amplifier simultaneously 
by placing tone are on record; re- 
turning arm to pickup rest shuts unit 
off completely; special circuit permits 
instant playing without warmup found 
usually in a.c. models; blue, yellow, 
pink or white finish with juvenile 
motif. 


Price: $19.95. 
Electrical Merchandising, Nov., 1949 
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Christmas time is Kitchenaider time 


FOR YOUNGSTOWN KITCHEN DEALERS 


Big holiday drive spurs replace- 
ment of old-fashioned sinks 


ATIONAL magazine advertising, distributor and 
N dealer newspaper advertising, direct mail, and 
store displays all concentrate on the idea, “For her this 
Christmas—a lovely Kitchenaider to replace her old- 
fashioned sink.”” The package includes gift-wrapped, 
miniature plastic Kitchenaiders for the customers’ 


Christmas trees, as well as complete display material. 


Yes, the Youngstown Kitchen dealer gets common 
sense selling help every inch of the way. And Christmas 
time is no exception—this ts the kind of support he gets 


12 months out of the year. 


No wonder the Youngstown Kitchen franchise is the 
most profitable in the business. No wonder it pays to 


specialize in Youngstown Kitchens! 


Write today for information on dealership availa- 


bilities in vour area. 


creel 


Young Mar )LA NCH 
© : 


BY MULLINS 


MULLINS MANUFACTURING CORPORATION @© WARREN, OHIO 


World’s Largest 
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Makers of Steel Kitchens 











To Manutacturers of oe 


APPLIANCES - RADIO - TELEVISION 
There’s still time to make 


ELECTRICAL MERCHANDISING'S 
JANUARY STATISTICAL ISSUE 


This year it's more important than ever before be- 
cause 1950 is going to be a year of hard, competitive 
selling. Old familiar products are being streamlined, 
improved and new features added — new products will 
be coming off the production line. These products must 
be soid, and distributors and dealers are the ones that 
will do that job. But they need information and plenty of 
it. That's why this year’s annual Statistical and Market 
Planning Issue of ELECTRICAL MERCHANDISING is 
more important to them than ever before. The statistics 
that it contains, broken down territorially, permit clear 
analysis of product sales potentials. The market plan- 
ning section is a key to successful selling. All of this 
is told in terms of complete market coverage on the 


past, present and future of the following products. 


RADIOS DISPOSERS 
TELEVISION KITCHEN CABINETS 
FREEZERS KITCHEN SINKS 
REFRIGERATORS CLEANERS 
HOME LAUNDRY EQUIP. LIGHTING 
RANGES COOLING EQUIPMENT 
ELECTRIC HOUSEWARES HEATING EQUIPMENT 
DISHWASHERS WATER HEATERS 
ind a PLUS VALUE.. 
tlso ntain cémplete Pre-Show 
>» January Markets such 
hibitors, important last 
nd other special features. Here 
FURNITURE & MERCHANDISE MARTS JAN. 9-20 
HOUSEWARES SHOW . JAN. 19-26 


Don’t miss this important issue 
CLOSING DATES 


Copy to set—Dec. Ist * Complete Plates — Dec. 5th 


ELECTRICAL 
MERCHANDISING 


A McGRAW-HILL PUBLICATION 
330 W. 42nd Street, New York 18, N.Y. 
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RCA TV Antennas 


RCA Victor Div., Radio Corp. of America, 
Camden, N. J. 


Device: RCA _ reversible-beam TV 
antenna type 212A1, for use in fringe 
reception areas. 

Selling Features: Prevents signal of 
one station from interfering with 
signal of a station in opposite direc- 
tion; high front-to-back ratio pro- 
vides maximum gain in one direction 
while rejecting signals arriving from 
opposite direction; “diplexer”  per- 
mits instantaneous reversal of direc- 
tivity, eliminates adjacent-channel in- 
terference and absorbs “ghost’’; alu-- 
minum complete with 4 sets dipole ele- 
ments with “V” “V” attachments, ter- 
minal board assembly, 19 ft. 14. in. 
aluminum tubing, 2 section cross arms, 
22 harness standoffs, 11 lead-in stand- 
offs and the “diplexer”. 

Price: $59.50. 

Electrical Merchandising, Nov., 1949 
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WARD Antennas 


The Ward Products Corp., Div. Gabriel Co., 
1523 E. 45th St., Cleveland, 3, Ohio 


Model: TVS-47 and TV-46 television 
antennas. 

Selling Features: TVS-47, completely 
pre-assembled at factory; consists of a 
combination low band stacked folded 
dipoles and reflectors and high band 
stacked folded dipoles and _ reflectors 
for complete all channel fringe area 
coverage; allows high bank section to 
be oriented independently of low band 
section; uses Perma-tube. TV-40, 
part of “Minute Man” line, also com- 
pletely pre-assembled at factory, pro- 
vides separate orientation on high and 
low antenna and is designed for use in 
metropolitan areas with high signal 
strength. 

Electrical Merchandising, Nov., 1949 

YAGI H. F. Antennas 


Technical Appliance Corp., 
Sherburne, N. Y. 
Device: Yagi high-frequency antenna. 
Selling Features: Features Jiffy-Rig 
construction ; pre-assembled ; high 
front-to-back ratio makes it ideal for 
use with a rotator, assuring menimum 
interference from co-channels and 
cuts down ghosts caused by reflections ; 
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TV ANTENNA 


stacked arranys also available; No. 
957-8 covers channels 7, 8 and 9. No. 
957-10 covers channels 9, 10 and 11. 
No. 957-12 covers channels 11, 12, 13. 


Electrical Merchandising, Nov., 1949 


TELREX Antenna 
Telrex Inc., Asbury Park, N. J. 


Device: Telrex Superex window or 
mast mounting antenna for apartment 
house installations or where roof an- 
tennas are not allowed. 

Selling Features: Mounts easily on 
any window sill; can be oriented 
through an 180 deg. arc; works at full 
efficiency on channels 7 to 13 and with 
only slight loss on channels 2 to 6; 
can be stacked at window sill if greater 
signal strength is needed. 

Electrical Merchandising, Nov., 1949 





DIELECTRIC Antennas 


The Dielectric Products Co., Inc., 
Jersey City, N. J. 


Models: DPC Duoband Dipole with 
reflectors featuring Duo-Antenna head. 
Selling Features: Duo-Antenna head 
permits antenna to be used as folded- 
di-pole; can be used as a V directive 
toward front on all 13 channels, or as 
a folded-di-pole giving h.f. pick-up 
off the quadrants, eliminating use of 
h.f. units on many installations; alum- 
inum construction, easy to install; 
Models D72 and D300 indicate a 
natural impedance of 72 and 300 ohms, 
giving perfect match without need of 
transformers; only one lead is re- 
quired; Models DA 72 and DA300 
offer pick-up on all channels for h-f. 
stations off the side and back; no in- 
terference between high and low units. 
Duoband 2-stack models DD72 and 
DD300 provide good reception in areas 
approaching deep fringe. Duoband 
4-stack models 4D72 and 4D300 con- 
sists of 4 model D antennas stacked at 
34 inches; shows a voltage of 2 to 1 
on low channels and 3 to 1 on high. 
Electrical Merchandising, Nov., 1949 


WINCHARGER Antenna 
Wincharger Corp., Sioux City, lowa 


TV and FM Antenna. 

Selling Features: Self-supporting tow- 
ers for roof mounting; eliminates need 
for guy wires and attachments ; built to 
accommodate pipe extension which can 
be raised and lowered for ease of in- 
stallation and service; including pipe 
extensions, towers will support anten- 
nas 10 ft. or 20 ft. above roof; all 
standard types of antennas may be at- 
tached; good on flat or sloping roof. 
Electrical Merchandising, Nov., 1949 


Device: 
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“WATER-HOTTER’ water 


Sensational gas water heaters — backed by 
White’s sensational sales success—that’s the meat 


of the story of White’s entry into the gas water 


heater field. No dealer or distributor can afford * te 
not to know the whole deal! Inquire now! i z 
SELL THE SUCCESSFUL WATER-HOTTER a 


. -~ ELECTRICS, TOO! 


Full line. cylinder and table top, each one a 
“Water-Hotter™. the line that reversed the sales 


wee trend and landed 25% ahead this last season! 


Patented ... Copyright 1949, White Producte Corporation 


White ''Water-Hotter’’ Water Heater Sales 
WHITE PRODUCTS CORPORATION, Middleville, Mich. 


are 25% Ahead of the Industry! Gentlemen: Please send me the White W ater-Hotter story. 


Ride White Success! 


My business letterhead tm aitached. 


My ‘\ ame 


 d 
# City Jone State 
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in the cords you sell 


MAKE A DIFFERENCE 


This molded extension cord is an exam- 
ple of the plus values built into Belden elec- 
trical cords. They are manufactured to stand- 
ards that far surpass the minimum require- 
ments set up by Underwriters’ Laboratories. 
They give you a plus in protection against 
fire or personal injury, a plus in appearance, 
and a plus in sales and profits. Ask your 
Belden Jobber. 








the Belden line gives you 


CORDITIS-FREE CORDS BY 
+ SAFETY 


+ APPEARANCE HH of a en 


SATISFACTION 
PROFITS 
NIREMAKER FOR INDUSTRY 


A COMPLETE LINE OF READY-TO-ATTACH ELECTRICAL REPLACEMENT CORDS 





Plumber Trouble 





CONTINUED FROM PAGE 55 queens 


plumbers have been added to the rolls 
since the law went into effect. 

“To our knowledge,” writes one 
dealer from this area, “only one ap- 
prentice has been hired by a master 
plumber in our city in the past six or 
seven years.” No apprentices, no even- 
tual candidates for master licences, 
There appears to be no early prospect 
of the shortage of plumbers being re- 
lieved and with it the tight control 
maintained over installation work. 
“As the law now stands,” complains 
this dealer, “a man can become a 
doctor in less time than it would re- 
quire to become a master plumber.” 
Since the need for plumbers is great 
and since the men responsible for 
training these men refuse to provide 
them, he pleads for a state examina- 
tion open to anyone feeling that he 
has the training and experience to be- 
come a master plumber. 

There seems to be a general ac- 
knowledgment that laws necessary for 
safeguarding health should be main- 
tained, but some doubts are expressed 
as to whether present laws are best 
adapted to meet this end. In com- 
munities where sewer connections 
must be made by plumbers, but con- 
nections to existing lines can be made 
by qualified dealer service men, much 
less trouble is reported. Nor does the 
quality of the work seem to have suf- 
fered. Not infrequently dealers com- 
plain that plumbers do not understand 
the requirements of the new appliances 
and that their work in installing them 
is not satisfactory. The electrical 
firms have to follow up with their own 
service men to prevent trouble later on. 


Manufacturers Blamed 


Considerable complaint is made 
against jobbers and manufacturers who 
sell electrical appliances to plumbers. 
“Don’t buy from the jobber who sells 
to a plumber,” suggests one dealer as 
a somewhat drastic remedy to the 
situation, overlooking the fact, per- 
haps, that most plumbers obtain their 
appliances from their own supply 
houses. Another suggests that the 
manufacturer should secure an agree- 
ment from every plumber, before al- 
lowing him to handle the line, that 
the appliances will be connected at a 
reasonable price. Most replies recog- 
nize that the problem is not a simple 
one, particularly considering the num- 
ber of firms which have become com- 
bination plumbing and electrical enter- 
prises, starting from either line. 

It is encouraging occasionally to find 
a report which says “Very coopera- 
tive in our town”. And the increas- 
ing number of communities which re- 
port that conditions have bettered in 
the past six months suggests that ad- 
justments may yet be worked out. 

The situation nevertheless remains 
serious. Manufacturers, wholesalers, 
utilities and dealers (not to mention 
the plumbers) will have to get to- 
gether to work out a solution, or the 
public is simply going to cease buying 
electrical sinks and other piped ap- 
pliances, to the great loss of all con- 
cerned. End 
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IT’S BRIGHTER! 


Only 31, Ibs. of 
streamlined, easy-gliding 


; al } fat etre - 
AS By 4 ou ‘ 
‘Se ar Be a me ees i; 
he a ly bad 
Hyeiglbg a ae 3 
a : * : ha ? " 
Ye 4 a. J 


ee ae 
it are ve , ie a % 
* m re f 
ra Puli ey 4 i 
: eee? his 
as 


-/ * =<? IT HOLDS MORE WATER, \% 
ie, STEAMS LONGER! kK 
; a Steam aplenty for over an hour . 
in and a half. Yet it’s no bigger cy 
— =~ than the average dry iron! ‘ 
Bast bn ae , 
hd ee Pe Bo 
j ig é i ‘ ed bt ¥ Aa oe on 


STEAM & DRY 


i hg 
Gt, F4) 
‘sae 
‘ 


The demand is phenomenal! Re-Orders are pouring 
in! Casco’s amazing new Steam & Dry Iron has all the 
features every woman wants . . . a 2-in-1 iron with 
all the beauty and compactness of a dry iron and 
priced for volume sales! Casco’s hard hitting store 
promotion program has given every retailer the kind 
of merchandising support that has set new highs in 
small appliance sales. 


THIS IRON IS “HOT! Order today! There may still 





iron! More compact than 
many dry irons! 
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IT Fills 
EASIER! 


Just flip up the top... 










La 


fills easily from foucet— 
No rain or distilled 


water needed 






















IT’S A ml 
TWO-IN-ONE IRON! fig. hh 


Does all ironing 
steam or dry—without attachments. 




























Changes from steam to dry 
be time to get those Xtra Xmas Sales! 95 = ironing in a few seconds! " ' 
oe Ayre _ * - 
Parente by Underwriters List IT’S STAINLESS STEEL! 
Ss sores OE Laboratories 
Keeps spic ‘n spon 
ond won't stain, 
GREATEST NATIONAL ADVERTISING CAMPAIGN curveite on vest IT HAS 





> en A SUPER-ACCURATE 
EVER LAUNCHED FOR A STEAM & DRY IRON! a FO a FABRIC DIAL! 


Imagine, a flick of the Dial gives 





exactly the right 


heat for any fabric, ie ke 











steam or dry! ay 
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CASCO PRODUCTS CORP., BRIDGEPORT 2, CONN. 


SS ; . ‘=eS _e° Mfrs. of appliances and automotive 


accessories for over a quarter century. 
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SINGLE UNIT 
time, 

temperature 

and motor 


CONTROL for 


LAUNDRY 
DRYERS 














Combines heating and eae 

timing controls in a single 9 Set temperature. 

unit. Handles both motor 2 Push starting button to energize heater 
at all 5 a and motor. 

and electrica heating cif- 3 When temperature is reached, heater 

cuits. Amount of moisture is automatically disconnected and 

. motor continues to run. 

and weight of clothes 4 After cooling approximately 20°F., 

scientifically determine motor cuts off automatically. 

length of time dryer oper- 


ates to automatically produce degree of dryness desired 
by operator. Control cuts heat switch when correct in- 
ternal temperature is reached, but motor continues to run 
until all stored heat in drying chamber has been utilized. 

Economical to install — produces maximum operating 
efficiency of appliance. Write for information. 


Visit Booth D, American Gas Association 
Combined Gas Exhibit at the National Hotel Show 


> “Robertshaw 


a THERMOSTAT DIVISION 
ROBERTSHAW-FULTON CONTROLS COMPANY 


YOUNGWOOD, PENNSYLVANIA 
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What’s Wrong with Electric Housewares Sales? 





| bread and butter. 


| sidered 





ment store declares that with margins 
to the store around 33 percent on 
small appliances, the firm does not 
consider portable appliances to be its 
Another buyer de- 
clares that the manufacturer must 
widen the margin to 40 percent to 
make the proposition attractive. 


The Margin Brawl 


The leading department store in a 
middle western city declares it did 
$60,000 business last December, which 
made its housewares and table appli- 
ances the leading retail outlet in the 
town. The buyer said there was an 
initial markup of 35 percent, returns 
brought this down to 29 percent, due 
to 6 or 7 percent of the merchandise 
turning up as defective. The store’s 
operating cost is 32 percent, and as a 
result they feel they are losing money 
on table appliances. 

A distributor, considered to be a suc- 
cess in the traffic appliance field, stated 
that before the war distributors got 
50 percent off, the dealers 35 percent 
off. This is on less than a standard 
pack, which consists of three toasters 
and six irons. They got at that time 40 
off on standard packages. This firm 
did two times their prewar business 
last year. Nevertheless the overhead 
jumped, the break even point went up. 

Today this distributor’s price on 
mixers is $20.78. Distributor gets 48 
percent off. It costs him $19.53 plus 
$1.25. On less than three the dealer’s 
cost is $25.03, plus $1.95. On three or 
more the dealer’s price is $25.23 
($23.28 plus $1.95 excise tax). Sug- 
gested retail price is $39.50 ($37.55 
plus $1.95). At retail this gentleman 
thinks prices are too high and margins 
too short. 

Manufacturers of small appliances 
do not follow them as closely as they 
might. A department store head said 
that they were slow to realize when 
business returned to normal. In her 
city she has a three-time turnover, and 
100 toasters lasted her five months this 
year. In this another head agreed, say- 
ing that his turnover was four times 
a year at the present moment. 

If the department store is a leading 
outlet for traffic appliances, the execu- 
tives talked to could scarcely be con- 
satisfied. One said that the 
whole business had gone soft. He de- 
clared that he does not wish to carry 
traffic appliance stock for more than a 
week ahead. He is charged 60¢ per 
square foot for warehouse space and 
does not like to have to use it when 
it is the job of the distributor to sup- 
ply him as needed. All too many dis- 
tributors at the present moment are 
waiting for orders and then placing 
them with the factory, merely acting as 
factory agents. There is no excuse for 
a distributor being short these days, he 
says, as they are paid to act as a ware- 
house for merchandise. 


Delivery Abuses 


On the other hand, a manufacturer 
said that department stores refuse to 
carry inventory and call for too fre- 
quent deliveries. Not long ago a big 
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manufacturer cancelled out a New 
York City department store account 
because, during the Christmas rush, it 
kept ordering roasters in lots of two. It 
cost the distributor more than he 
made to send a truck over time after 
time with two roasters on it. The 
trouble, the manufacturer said, lies 
in the fact that distributors have 
been treating table appliances the 
same as major appliances. The com- 
petition of small appliances is so great 
that to offer the same service in the 
sale of them at a small unit of profit 
is absurd, he claimed. 

Prices come in for quite a discus- 
sion with the trade. One department 
store manager said that his opinion 
was that prices were going to stabilize 
at about 50 percent above the retail 
level before the war. Another buyer 
expects prices to reach bottom by late 
1949, She is astonished at how many 
people come in to the store and de- 
clare that a decline is inevitable. Then, 
too, the salespeople encounter the 
phenomenon of people who cannot 
afford to buy. Many couples cannot 
afford a toaster at the present prices. 


Cutting Commissions Hurts 


One distributor objects to the pres- 
ent dealer margin on table appliances, 
which run from 30 to 33 percent. He 
thinks that larger margins will insure 
more interest on the part of dealers. 
For example, on one brand margins 
are 334 percent on one item. They 
should be 35 to 40 percent, he said. He 
also thinks that a distributor should 
have 17 percent on small appliances. 
One of the difficulties the distributor 
is running into is the fact that with 
less margin and higher costs he must 
cut his commissions to salesmen. This 
firm gives its wholesale men a draw on 
all business up to $80,000 a year. They 
get five percent on all over that. Due 
to smaller margins the firm had to cut 
this commission to 2 percent over $80,- 
000. This killed initiative in the men 
just when it was most needed. 


Needed: Quick Replacement 


There has been a consistent beef 
all along the line to the effect that 
many traffic appliances are coming 
through defective. One woman head 
of a department declared she thought 
that six to seven percent of the stuff 
was faulty, despite the fact that the 
store carried only standard brands with 
Underwriter labels. This is due to poor 
inspection, she said. 

Another store claims it has to junk 
returns as the store does not sell 
second hand merchandise. Recently it 
got a lot of toasters back from cus- 
tomers as defective. They were sent 
to the manufacturer for repairs. The 
service department of the manufac- 
turer fixed them and returned the 
goods but the toasters were so obvi- 
ously second hand that the store had 
to dump them. 

A distributor declares that he is 
fighting through his association for a 
policy to permit replacement of defec- 
tive merchandise immediately. It is 


(Continued on page 166) 
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Werssite 
s ADVERTISING SELLS % 


in your Neighborhood 





Domestic’s Fall Advertising Campaign gives 
more than 29 million families reasons why 
they should see their Domestic Dealer 
when they decide to buy a new sewing 
machine. Actually, hundreds of prospects 
...in even the smallest trading area... 
will see some of the more than 80 million 
individual Domestic advertisements ap- 
pearing in such leading National Publica- 
tions as Good Housekeeping, Woman's 
Home Companion, Pathfinder, Country 
Gentleman, Household and The American 
Weekly. Domestic Advertising sells in your 
neighborhood. 

No competitive line offers appliance” 
dealers such powerful support . . . in na- 
tional advertising, co-operative local adver- 
tising or sales promotion help. 

The fact is, if you can sell appliances, 
you can make big money selling Domestic 
Sewmachines. For proof, see your nearest 
Domestic Distributor. or fill in and mail 
the coupon at the left. 








_— 1 

| This new folder gives you a 
| Domestic Sewing Machine Co., Inc., | tested plan for determining how 
| Main Avenue, at Elm N. W., 7 —_ rete — = can 
Cleveland 1, Ohio sell and 1ow much pro it you 
| can make in your town or trad- 
| | ing area. 

| Rush information about how many Domestic Sewmachines | can sell and | 

how much money | can make: SOLD AND SERVICED BY MORE DEALERS 
| THAN ANY OTHER MAKE OF SEWING MACHINE 
| Name : | 

7 | 

| | 

| Address | 

| al | 

| | 

City & State _— 

| | 

| Signed By-_ - : 

| | 

= me ee en ee ee eee —_——_——<— oo oe eee eee eee eee a ew es OT ee Jd 
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DOMESTIC SEWING MACHINE CO., ING, MAIN AVENUE, AT ELM M.W., CLEVELAND 1, OM1O— 
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. Will be the trading center of the world for housewares 
and home appliances . . . where the industry’s leading 
buyers and manufacturers will meet under one roof for 
an exchange of information and ideas to make 1950 
one of the most prosperous years in their histories . . . they 
know they can’t afford to miss the 


NATIONAL 
HOUSEWARES and 
HOME APPLIANCE 
MANUFACTURERS 
EXHIBIT 





NATIONAL HOUSEWARES 
MANUFACTURERS ASSOCIATION 


(Incorporated not-for-profit) 


EXECUTIVE OFFICES: 
1140 MERCHANDISE MART 
CHICAGO 54, ILLINOIS 
Phone: DElaware 7-8585 
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What’s Wrong with Electric Housewares Sales? 





upsetting to the customer to have to 
bring something back and have to 
wait. Also if the dealer replaces it im- 
mediately with a new one, the dealer 
has to wait and he is soured. 

One of the things that the small ap- 
pliance business is bumping into is a 
saturated market. If a woman has an 
old iron and it is working, she will 
rarely fall for any sort of promotion 
unless it can be proved that her old 
iron is obsolete and should be traded 
in. On the other hand, a manufacturer 
who gave a holder with an iron pur- 
chase found it worked. Something 
new had been added. A deal offering 
money for an old iron didn’t work be- 
cause it didn’t make people feel their 
old iron was obsolete. People do not 
turn in irons until they have gone sour. 
On the other hand, a trade-in deal 
on clocks succeeded, because homes 
can use more clocks than they can 
irons. 


Demos: Pro and Con 


In the matter of demonstration, one 
of the greatest sponsors of demonstra- 
tions in the country declared that he 
liked them if they were real demon- 
strations. On the other hand, the idea 
of getting the manufacturer to pay for 
a demonstrator just to cut down the 
cost of a dealer’s sales force is not so 
good. He cited an eastern depart- 
ment store with 62 people on the floor, 
of whom salaries of all but two were 
paid for by manufacturers. 

One of the largest firms comes out 
against demonstrations. It could be 
a good thing, but not for manufac- 
turers. He also thinks too often the de- 
partment store uses demonstrations as 
an excuse to get the manufacturers to 
pay for sales help. 

Another factory thinks demonstra- 
tions are all right, but they are no good 
unless they are in traffic. You can’t put 
a demonstrator in the back of the store 
and expect her to produce. She must 
be near the elevators. The store must 
prepare for demonstrations. Not long 
ago a chain store wanted to run dem- 
onstrations through its system and 
iound that half the time it didn’t have 
the gas or electric outlets to permit 
them to operate. In Chicago a demon- 
stration ran through a number of de- 
partment stores, and only one cashed 
in on it by placing it in a decent loca- 
tion. 

A department store executive thinks 
that demonstrations of small appliances, 
particularly items on the market a long 
time, do no good. One of his com- 
petitors used demonstrators for one 
week. They sold only two irons. He 
feels that the iron market is saturated 
and it will be breakdowns and not 
deals that bring new customers. 

On the other hand, a demonstrator 
can get close to the motivations that 
really make people buy. One woman 
head said the motivation of people buy- 
ing is different from what it was be- 
fore the war. For example, many 
young people buy waffle irons because 
waffles offer a cheap way to entertain. 
If you are quick to size up situations 
you can move a lot of merchandise. 
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Ignorance of product is one of the 
great handicaps under which traffic 
appliances are laboring. One buyer 
suggested a traveling school—severa] 
manufacturers working together, if 
necessary—with dinner meetings for 
sales people. They had it before the 
war and it worked. People learn from 
schools and today the clerks need spe- 
cial training. 


Few Real Promotions 


Promotions without demonstrators 
have not been exploited fully. An au- 
thority voiced amazement at the way 
distributors operate in their selling of 
portable appliances. One of the easiest 
ways for a small appliance distributor 
to hold his trade would be to supply a 
free window trimming service to the 
dealer. The average dealer will pay 
around $100 a month rent for his store, 
he thinks. You can split this down and 
say that the window is worth around 
$55 a month for display alone. The 
average dealer has one salesman and is 
so busy he can’t take care of the win- 
dow. He can’t pay any window trim- 
mer $75 a week. The distributor can 
come along, offer free window trim- 
ming service, and load the stuff up 
with the small appliances he is plug- 
ging. 

One department store has a bridal 
gift department and it offers a good 
idea for portable appliances. It keeps 
records of what is being given to a 
bride as a gift. If you should go in 
and buy a toaster for Miss X and one 
has already been purchased for her, 
the bridal gift department will inform 
you and suggest you make a change. 
Or, you may have the privilege of 
checking with it before you buy. 


Advertising Attitude 


It is felt that more cooperative ad- 
vertising on portable appliances is 
likely. There will be stuffers for 
charge accounts, direct mail, more ad- 
vertising space used. Best liked small 
appliance deal comes from a firm that 
cuts cost three ways: dealer 50 per- 
cent; distributor 10; manufacturer 40. 

Best way to stimulate activity at re- 
tail level is extra inducement. If 
the average retail salary is around $48, 
there should be at least $8 a week 
possible in extra commissions. There 
should be a differential between the 
average clerk and the one who is on his 
toes. 

The drift, as business tightens up, 
sums up about as follows: 

1. No limiting of retail 
thought possible. 

2. Possibly more exclusive repre- 
sentation on distributor levels in order 
to get promotion leadership. 

3. Better contact by manufacturers’ 
promotion men with local setups. 

4. A trend to increased margins. 

5. Liberalizing of policies on re- 
turns, defective merchandise, cooper- 
ative advertising. 

6. Not much change in demonstra- 
tions, but more cooperation otherwise 
with dealers. 

7. An effort by the industry to sell 
its importance to the trade. End 
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EVERY at 
apelu DEALER HAS... 


THE OUTSTANDING TELEVISION 
SALES STORY OF THE YEAR! 








Model 3001—Mahogany 
or bisque finish 


Wars A WINNING COMBINATION Capehart dealers have 
for support today! ...Capehart true-timbre tone . . . Pola- 
tron** tube . . . Polatenna, Capehart’s built-in aerial .. . 
and a modestly priced line held to fighting-trim size! 

Every Capehart dealer has a line of products that is now 
backed by the financial strength and the technical resources 
of the great International Telephone and Telegraph Cor- 
poration. Through the association of Capehart and IT&T, 
Capehart now adds IT & T research facilities to round out 
its own advanced laboratory techniques. 

















You can profitably sell television by Capehart! Because 
you have the prestige of a quality line with a record of cus- 
tomer satisfaction. Because you are backed by powerful 
national advertising. And because you have the further 
benefit of the Capehart discount policy which permits a 
profit on merchandise that is sensibly priced to sell. 

* * * 
GET IN TOUCH with your nearest Capehart distributor. 
Or, if you are a distributor, call direct. There are still a few 


choice franchises available. 


*Western prices slightly higher **T. M. Reg. 


CAPEHART-FARNSWORTH CORPORATION 


Fort Wayne, Indiana 
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YOUR KEYS TO 


ESS 
PROFITABLE BusiN 
with DODGE REPORTS 


Yow can open up new sales opportunities with 
DODGE REPORTS—get bigger profits. DODGE 
REPORTS tell you: 





construction projects are under 
way in the area you specify. 








fo contact proper indivi- 
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most effective sales 
results. 


is involved in the project— 
name of owner, architect, 
engineer, contractor. 


With DODGE REPORTS, you are able to pian your sales 
strategy. You can approach ready-to-buy prospects with 
a sales talk based upon known facts—at the right time 
for most effective results. See how DODGE REPORTS 
can help you—send the coupon below. 


.----------MAIL THIS COUPON-------------- 








F. W. DODGE CORPORATION 
Construction News Division 
119 West 40th Street, New York 18, N. Y. 


YES—1! want to know about the profitable opportunities 


in new construction. Without cost or obligation, show me 
how | can use Dodge Reports in my business. 


Name 





Firm 





Address 
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Picking Dealers for TV Franchises 





men had visited television areas, con- 
sulted with regional and national ex- 
ecutives of GESCO. As a result of 
their study of television nationally, and 
their close familiarity with radio mer- 
chandising in northern California, it 
was decided that GESCO-SF would 
have a set of standards on which deal- 
ers could be judged, and an internal 
set-up which would insure that fran- 
chising was done according to these 
standards, and done speedily in fair- 
ness to the dealers. As put into action 
by Garrison, GESCO’s decision on 
franchising an individual dealer took 
into consideration the following fac- 
tors: 

1. INTEGRITY—based on the field 
salesman’s and the manager’s personal 
knowledge of the dealer’s business life, 
his standing in the community, his 
reputation for fair dealing with his 
customers and the distributor. A deal- 
er’s reputation for price cutting, loss 
leaders, phony trad -ins, lack of good 
relations with his customers, etc., 
would be deciding factors against him. 
2. CREDIT—a decision left up to 
the distributor’s credit manager and 
his unlimited sources of information 
on dealers’ credit standings, While the 
modern credit manager knows that 
many dealers can make up in good 
merchandising what they lack in large 
capital reserve, the distributor has to 
be sure not only that an individual 
dealer has a record of paying his bills 
on time, but also that his financial 
structure can handle the addition of a 
television inventory without becoming 
shaky. 

3. RECORD WITH RADIO—most 
important in any analysis of a dealer’s 
selling ability. The dealer who has 
continually maintained a steady and 
profitable volume in radios, radio- 
phonos, table models and portables, is 
an above average bet. The dealer who 
has done a poor job with radio, or for- 
saken it completely in favor of white 
goods, most likely will become dis- 
couraged with television as soon as the 
pressure to sell bears down on him. 
Then, the distributor will realize, too, 
that the successful radio dealers have 
established thousands of satisfied users 


CONTINUED FROM PAGE 63 





who look to them for radio and will 
look to them for television. 

4. DISPLAY —facilities for displaying 
one each of the current model G-E 
television receivers, and the willing- 
ness to keep such a display, was one 
of the basic requirements set down by 
GESCO, but it has since been modi- 
fied. Garrison had to consider that size 
and elaborateness of a dealer’s display 
was not a criterion of success because 
some dealers depended on street traf- 
fic for their business, others depended 
on outside selling. Primarily GESCO 
looked to display qualifications from 
a competitive viewpoint, to see that 
G-E sets received their share in mul- 
tiple displays; and that there was some 
facility for demonstration in condi- 
tions favorable to television. 

5. SELLING ABILIT Y—not only as 
would be determined from the above 
mentioned “record with radio” but 
from an overall viewpoint. GESCO 
realized that the successful television 
dealers would have to train their sales- 
men on a new specialty selling item, 
that experience in other areas had 
shown that the retailers would have to 
keep open one or several evenings a 
week, that there would have to be free 
home trials, rentals, and hundreds of 
home demonstrations. Such organiza- 
tions would require quality sales man- 
agement, willingness to invest in sales 
training, to change the established pat- 
tern of store selling to meet any need 
of this new product. GESCO wanted 
as many of that type of enterprising 
dealer as possible, and as few as pos- 
sible of the old die-hards, the “plug- 
gers,” who had eked out a living but 
constantly resisted efforts to join in 
promotions, advertising and sales ac- 
tivity. 

6. SERVICE—an absolutely essential 
requirement. While GESCO would not 
franchise a serviceman who had no 
facilities for display and selling, neither 
would it franchise a dealer until he 
had set up a television service shop 
which met GESCO’s requirements, or 
had signed a contract with a television 
servicing concern which had been ap- 
proved by GESCO’s own service ex- 

(Continued on page 170) 
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 eXx- THESE CHRISTMAS ADS, plus a full year-round 

national advertising schedule totaling almost 18 million 
advertising messages, make Sessions Clocks a sure 

bet for Christmas turnover. Add to this the prestige of the 
famous Sessions name — and that the present line is 

the finest in over 100 years of Sessions history — and 
you'll see what good sense it makes to feature Sessions 
this year! Have you sufficient stock on hand? 








The Sessions Clock Company FORESTVILLE, CONNECTICUT 


In Chicago: Merchandise Mart Plaza; In San Francisco: The Western 
Merchandise Mart; In Canada: Northern Electric Co., Ltd., Montreal, P. Q. 
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*Fiberglas is the trademark (Reg. 
U. S. Pat. Off.) of Owens-Corn- 
ing Fiberglas Corporation for a 
variety of products made of or 
with glass fibers. 


OWENS-CORNING 
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GETTING STRONGER 
CONSUMER ACCEPTANCE 
EVERY DAY! 


Consumers know the value of insulation in 


appliances now more than ever before. 


The FIBERGLAS* seal on an appliance means 
that it is fully insulated with FIBERGLAS, the 
leading appliance insulation, and more peo- 
ple know it every day. 


2 That’s why the value of the Fiberglas seal is 


getting stronger and stronger consumer 
acceptance. 


So point to the seal at the peak of your sales 


pitch. It’s a swell feature to seal that sale! 


OWENS-CORNING 


VETTES PCE THERMAL 


INSULATION 














FIBERGLAS CORPORATION, TOLEDO 1, OHIO 
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perts. Garrison estimates that it re- 
quired an investment of at least $5,000 
in bench gear, truck, etc., by the dealer 
to meet the GESCO requirements as 
a G-E television servicing dealer. 

7. LOCATION—required considera- 
tion for two reasons. Most important 
was the potential dealer’s ability to get 
a satisfactory television signal for use 
in his floor demonstrators. Because of 
the rolling terrain of the Bay Area, 
this was expected to be a serious hand- 
icap to many dealers. Facilities for 
surveying signal strength were made 
available from GESCO’s product serv- 
ice department in questionable loca- 
tions. Although a dealer was permitted 
to install his own antenna system, the 
installation had to be approved before 
the franchise was granted. When 
KPIX and later KGO-TV began com- 
mercial programming, it was found 
that there were very few poor locations 
in the metropolitan area, that problems, 
if any, involved proper adjustment of 
the antennas to improve the quality of 
the signal. 

Location, as it concerned street traf- 
fic, was relatively unimportant, says 
Garrison, compared to the individual 
dealer’s proven ability to sell radio 
and appliances. But from the distrib- 
utor’s angle, of course, a percentage 
of good traffic locations was desired 
to give the G-E receivers a chance at 
floor and street traffic. 


Plan In Action 


Because those general requirements 
could become merely a sales manager’s 
dream if they were not followed or if 
they were forgotten in the mad rush 
that comes when a few hundred dealers 
must be selected from several thousand 
applicants, GESCO-SF developed a 
routine for handling the applications 
for G-E television dealerships. 

This is the procedure when, let us 
say, Jones and Jones, Inc., of San 
Jose, want to be franchised for G-E 
television: 

1, GESCO radio-TV salesman Smith 
discusses the details of a television 
franchise with Jones and Jones. A 
detailed questionnaire is filled out by 
the dealer in the salesman’s presence, 
and signed by dealer and salesman. 
2. Before the questionnaire is turned 
in to GESCO, salesman Smith fills out 
a separate sheet, a “television fran- 
chise recommendation,” with his per- 
sonal comments. 

3. While still at Jones & Jones, the 
GESCO salesman solicits the first or- 
der for G-E television receivers for 
the intended display and stock, but the 
order is conditional upon the dealer 
being accepted for a franchise. 

4. The dealer questionnaire and the 
salesman’s recommendations are sent 
to GESCO’s radio-TV salesmanager 
Lowell Garrison, who has his secretary 
locate and attach Jones & Jones’ pre- 
vious two years’ sales billing, if any, 
for G-E radios. 

5. The same secretary prepares a 
“TV franchise routing sheet” which 
she will keep in open file for instant 
reference to show location of the deal- 


(Continued on page 172) 
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Reliability plus Road-Ability .. . 
CHEVROLET ADVANCE-DESIGN TRUCKS 


7 Chevrolet Advance-Design trucks 
have what it takes to deliver your 
goods swiftly, safely, surely—under the most 
adverse driving conditions. They thrive on rough 
going—perform reliably, efficiently, economically 
on America’s most rugged roads. What’s more, 
wise truck buyers recognize that only Chevrolet 
trucks give them sensational 3-WAY THRIFT— 
lower cost operation, lower cost up-keep and low- 
est list prices. This unsurpassed combination of 
thrift plus performance makes Chevrolet Ad- 
vance-Design trucks top favorites across the 
nation .. . outselling the next two makes com- 
bined. For further details see your Chevrolet 
dealer without delay. 


CHEVROLET MOTOR DIVISION, General Motors Corporation, 
DETROIT 2, MICHIGAN 








TOP-VOLUME PRODUCTION BRINGS YOU 
TOP-VALUE FEATURES! 


Chevrolet's new 4-SPEED SYNCHRO-MESH TRANSMISSION offers 
quicker, quieter and easier operation. Double clutching is eliminated. 
Faster shifting maintains speed and momentum on grades. Available in 
series 3800 and heavier duty models. 

Chevrolet's power-packed VALVE-IN-HEAD ENGINES provide improved 
durability and efficiency as well as world-famous economy! 

Chevrolet trucks have the famous CAB THAT ‘'BREATHES'’*! Outside 
air is drawn in and used air forced out! Heated in cold weather. 
Chevrolet Advance-Design brings you the FLEXI-MOUNTED CAB, 
cushioned on rubber against road shocks, torsion and _ vibration. 
Chevrolet's exclusive SPLINED REAR AXLE HUB CONNECTION adds 
greater strength and durability to heavy-duty models. 

Uniweld, all-steel Cab Construction * Large, Durable, Fully-Adjustable 
Seat * All-Round Visibility with Rear-Corner Windows* * Heavier 
Springs * Super-Strength Frames * Full-Floating Hypoid Rear Axle 
in the 3600 Series and Heavier Duty Models * Double-Articulated 
Brake Shoe Linkage * Hydrovac Power Brakes in Series 5000 and 
6000 Models * Many Color Options. 


*Heating and ventilating system and rear-corner windows with de luxe equipment optional of extra cost. 





CHOOSE CHEVROLET TRUCKS FOR TRANSPORTATION UNLIMITED! 
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VOSS BROS. MFG. CO., savenrorr, ows 
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PLAN! 


DEVELOPED AT THE REQUEST 
OF RETAILERS AND 
WHOLESALERS FROM 

COAST TO COAST. 


ASSURES YOU LARGER 
PROFITS — HELPS OFFSET 
YOUR PRESENT INCREASED 
SELLING EXPENSES. 


ONLY 


GIVES YOU ALL 
THESE SELLING 
ADVANTAGES: 


] Uniform National Pricing 


model in every price class. 


3 Exclusive Features 


THIS VALUABLE FRANCHISE 
MAY STILL BE AVAILABLE 
IN YOUR TERRITORY — 
WRITE OR STOP AT VOSS 
DISPLAY, MORRISON HOTEL, 
CHICAGO, JANUARY MARKET 


wOSs 
Time Tested 
Since 1876 


AS wees 
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er’s franchise application at all times. 
6. The radio-TV salesmanager studies 
the application of Jones & Jones, tak- 
ing into consideration that concern’s 
integrity, record with radio, display 
facilities, selling ability and organiza- 
tion, and location, as outlined early in 
this article. If he gives preliminary 
disapproval, the salesman is notified to 
get additional facts from the dealer. 
7. When the application is approved by 
the radio-TV  salesmanager—whose 
obligation is to judge the applicant’s 
potential ability to satisfactorily mer- 
chandise G-E television receivers—it 
goes to the credit department. 

8. GESCO’s credit manager, L. B. 
Edeli, approves the credit immediately, 
in the case of long established ac- 
counts whose records are readily avail- 
able, or puts the credit application into 
process where more information is 
necessary. Approval, when given, goes 


| on a separate sheet signed by credit 





manager, and attached to the applica- 
tion. If credit is not approved, reasons 
are given in a letter to the field sales- 
man. 

9. With credit okayed, the application 
goes to the product service depart- 
ment. In the case of non-servicing 
dealers, product service merely checks 
to see that the dealer signs with one 
of the approved sub-contractors for 
service. If Jones & Jones intend to 
handle their own service, GESCO’s 
product service pays a visit to see what 
service facilities are available, to out- 
line the additional equipment that will 
be necessary, and to specify the serv- 
ice training on G-E receivers that the 
dealer's crew must have. 

10. With the stamp of approval from 
product service, Jones & Jones’s appli- 
cation goes to GESCO’s appliance 
sales manager, Bert Reynolds, who 











judges the approvals of the radio-TV | 


salesmanager, the credit department 
and product service, and the relation- 
ship of franchising this particular 
dealer to the overall picture of G-E 
appliance merchandising in the area. 
11. After approval by the appliance 
salesmanager, the application returns 
to the radio-TV salesmanager, Jones 
& Jones are franchised as dealers 
for G-E television, and the first ship- 
ment of receivers is on its way. 

At anytime during the processing 
of Jones & Jones’s application, the lo- 


cation of the application and attached | 


sheets could be ascertained at a mo- 
ment’s notice through the “routing 
sheet.” If delay brings a query from 
Jones & Jones or the salesman, the 
routing sheet will show where the ap- 
plication is and enable the radio-TV 
salesmanager to determine whether the 


application is being held up because | 
of oversight or by necessary delay in | 


getting credit or product service data. 
After one year of using this routine of 


processing TV applications, Garrison | 


says that the routing sheet has been 


the most important single item in the | 


orderly handling of television fran- 
chise applications. 
GESCO-SF has set the pace and set 


an example for the distributors who | 
will face the same inherent problems | 


when television comes their way. End 
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LOWEST 
PRICE... 

HIGHEST 

STANDARDS! 


Quality, Appearance 
Styling, Durability 
Gives You The 


World's 
Greatest 
Value! 





MODEL STS-30S 


State 


WATER HEATERS 


23 MODELS 
23 PRICES 


10 YEAR WARRANTY 
Every Model 


“A Type and Size Made For Your 
Every Need . . . Quality Construction 
In Every STATE” 


—CUSTOMERS FROM 


COAST TO COAST 
SING OUR PRAISES— 


DISTRIBUTORS: 


Write Today—STATE LINE distribu- 
torships are available in choice terri- 
tories. The STATE LINE offers 
exceptional profit possibilities. Lowest 
Price . . . Full Line . . . Experienced 
Manufacturer 


State Stove & Mfg. Co. 


509 25th Ave., N. Nashville, Tenn. 


Quality Manufacturers Of 


© WATER HEATERS @ STOVES 
@ ELECTRIC RANGES @ GAS RANGES 
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(OFFERS WILL BE WITHDRAWN IN A FEW WEEKS) 


SUPER-PROFIT 
OFFER “1 
Buy 


4 CASCO ELECTR-0-TOOLS 


(IN NEW PLASTIC CHEST - 
CAT. No. G-15) 


2 CASCO DeLuxe ELECTROMATICS. 


(CAT. NO. G-25) 


1 CASCO TOOL ‘N’ RAK SET 


(CAT. NO. G-26) 


GET THIS NEW 
*14°5 ELECTR-O-TOOL 


i FREE 


TOTAL RETAIL VALUE $132.60 
YOUR COST. . $70.59 


YOUR PROFIT ° 


YOU MAKE 46.8% 











CASCO 


ELECTRICAL MERCHANDISING—NOVEMBER, 


STILL TIME TO BUY 


4 


| Huy. CASCO SUPER-PROFIT 
a TOOL KIT OFFERS! 


| 
} — SUPER-PROFIT 


\ OFFER *2 
| Buy, CASCO ELECTR-O-TOOLS 


IN NEW PLASTIC CHEST 
CAT. No. G-15) 


1 CASCO Deluxe ELECTROMATIC 


CAT. NO. G-25) 


ML 1 CASCO TOOL ‘N’ RAK SET 


(CAT. NO. G-26) 


GET THIS NEW 
1495 ELECTR-O-TOOL 


am. 


TOTAL RETAIL VALUE $82.75 
YOUR COST $46.68 


YOUR PROFIT 36” 


YOU MAKE 43.6% 


f 


~*~ 


Famous ELECTRO-MATIC 50 Acces- 


sories, plus Power-Tool, plus plastic 


List Complete f 
%-5="O 


av 


< 


Greatest value 
ever! 25 pieces, 
with Power-Tool 
and new plastic 
chest! 
List Complete 
TOOL ‘N’ RAK “Hangs up where 
you work” 40 pieces with Power- 


Tool and solid hardwood wall 


* 
* 
re, 


List Complete 


ORDER NOW thru your wholesaler 


OFFER! LIMITED! WILL BE WITHDRAWN SOON 
CASCO PRODUCTS CORPORATION, BRIDGEPORT 2, CONN. 
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CADILLAC DEALERS 


KNO 


Ww 








there’s a Santa Claus! 







Lighten her housework i 

en | ..- bright- 
en her life for years to come, Sith 
the gift that’s bound to pleas 


ners of 
CADILLAC 


VACUUR CLEANER 
Give her a super 
Cadillac, with b 
brush, or a power 
Whichever you 

best value in fast, 





efficient upright 
eating-sweeping 
ful cylinder model. 
choose, it’s today’s 
thorough cleaning. 
Ask your Cadillac dealer fora demon. 
stration. Write for his name—fodz) 
(Ulustrated) | 
MODEL 301 


Single speed 


$4995" 
including attach 
ments shown 





De buxe Mode! 800 
(2-speed contro!) 
with full set of 
attachments 
$69.95" 


(Mlustroted) 
MODEL 125 


ingle speed 

$4995°* 
luding 

2 attachments 


De luxe Mode! 143.4 
(2-speed control) 
with full set of 
attachments 
$74.45* 








—, 


—TADILLAC DEALER _ 











Sore as you’re 
born, this Christmas, 
thousands of Santas 


(inthe flesh) willmarch 


cleaner that tops them 
all for fast, thorough 
cleaning. 





CONSISTENT 


NATIONAL 
ADVERTISING 





in leading magazines 
pre-sells potential 
Santas on dependable, 
dirt-hungry Cadillacs. 
This ensures not only a 
brisk holiday business, 
but steady sales through- 
out the year. Depend on 
Cadillac to prove there’s 
a Santa—to build lasting 
good will for your store. 


SEE CADILLAC 
AT BOOTH NO. 1768 


Winter Market 
January 9-20 








*Slightly more west of Rockies 


CLEMENTc_»:-— 


174 








American Furniture Mart, 
Chicago 
SINCE 1911 
Sold only by reliable 
dealers and distributors 














into retail outlets and | 
ask for Cadillac—the | 














HELELELEPS EOL O FOL Cb EES OE bbb be 


RADIO SALES accounted for a profitable 20 percent of the store’s total 


volume last year. 


Using its proved promotional pattern Goddard's will push 


radios for an even larger share of the business during the last quarter of this 
year when radio buying is heaviest in the Yakima region. 


Pattern for Promotions 








pliances she has in her home, what 
needs replacing, and carefully notes if 
she is a prospect for a sale at a later 
date. Every person who enters the 
store is a possible prospect for an ap- 
pliance and Goddard’s men find it out. 
Systematically they follow-up on all 
leads, whether they come from direct 
contact or are gained through other 
sources. 

The salesmen’s effectiveness in tak- 
ing advantage of the increased store 
traffic created during every promotion 
was demonstrated during its recent 
freezer promotion when the store about 
doubled its sales on other appliances. 

Goddard’s experienced salesmen 
didn’t just happen by chance. They, 
too, are part of the store’s carefully- 
planned selling pattern. Through a co- 
operative ownership plan worked out 
by Goddard last year, each salesman 
automatically becomes part owner of 
the business after one year with the 
store. 

“All our eight salesmen,” says God- 
dard, who has operated the store since 
1932, “are vitally interested in the 
business. After all, it’s their business 
too. There’s little turnover in person- 
nel and the men have a real incentive 
to work because we all share in the 
profits.” 


Sales Contest 


Keeping the salesmen alert, com- 
petitive and satisfied, Ingalsbe feels, is 
one of the big factors in realizing good 
results from their promotions. With 
that in mind he has outlined a sales 
contest for both Goddard salesmen and 
service personnel based on individual 
sales throughout the year, and designed 
to stimulate the salesmen to make the 
most of all the store’s promotions. 

With a total goal for the salesmen 
set at $400,000, each man’s quota is 
$50,000. An up-to-date record of each 
salesman’s progress is recorded on a 
chart painted on one wall in an annex 
off the store’s main display rooms. 
Automobile cut-outs with the names of 
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the men show each man’s current sales. 
On the opposite wall a separate chart 
reveals the progress of the service per- 
sonnel including the office force, whose 
combined goal is set at $200,000. Serv- 
ice personnel receive credit for all 
prospects they turn in. Total value of 
the prizes to be awarded at the end of 
the year is $6,400. Top award will be 
a Plymouth automobile, second a $750 
television-radio set, third a General 
Electric all-electric sink, including 
dishwasher and disposer, fourth a home 
freezer, fifth an automatic washing 
machine, and the next three prizes a 
suit of clothes valued at $100. For the 
service personnel prizes are the same 
with the exception that no car will be 
awarded. As an incentive for increas- 
ing lamp sales in the store Ingalsbe 
has worked out a plan for incorporat- 
ing lamp sales in the contest. For every 
$1 worth of lamps sold the salesman re- 
ceives five times the dollar credit on 
the sales chart. Lamps include all G-E 
floor, sun and germicidal lamps. 

In cooperation with the service de- 
partment Goddard’s effectively handled 
an overstock of traded-in merchandise 
with an auction sale. Hiring a profes- 
sional auctioneer the store advertised a 
one-day auction sale whick attracted 
1,000 people and disposed of 2,200 
traded-in appliances. The sale was con- 
ducted in the store’s warehouse using 
the service ramp for a platform. Each 
appliance was completely serviced and 
guaranteed before it was placed on the 
selling block. Radios, refrigerators, 
washers, electric ranges, irons and hot 
water tanks were individually inspected 
by the servicemen and protected with 
a 30-day trade-back guarantee. Any 
faulty appliance carried with it the 
guarantee that it could be turned in 
for full credit on a new one of its kind. 

About to be erected is a new build- 
ing, which will include a large parking 
area, will be owned by Goddard sales- 
men and executives, and will include 
seven different units which will be put 
on a rental basis. End 
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ANNOUNCING A REVOLUTIONARY NEW PORTABLE FORMS-HOLDER 


Witional SL\P-PAK’ 


WITH SMOOTH, HARD WRITING SURFACE AND EXCLUSIVE HAND-REST! 




















@left: Double-Lid Model D-815-N 
National SLIP-PAK* for forms up to 842” x 
1134”. An enclosed clipboard with self- 

/ contained filing compartment. Ideal for 
eto. work orders, estimates, inventories, and 

% other on-the-job writing where large 
forms are required. Easily carried under 
one arm, when free use of both hands 
is desired. 












@ above: Single-Lid Model S-30 
National SLIP-PAK* for forms up to 356” 
x 7”. Holds as many as 50 sets of tripli- 
cate forms of any type — book or loose- 
leaf. Filing space for 60 sheets. Fits 
easily in jacket pocket. 


? Found! 


HERE’S HOW SLIP-PAK* WORKS: | Two Other Standard Sizes: 


Single-Lid Model S-40 for forms up to 4%” x 7”. 
Double-Lid Model D-30 for forms up to 358” x 6%”. 


(All form dimensions are maximum. Each SLIP-PAK* takes a wide 
variety of smaller forms.) 








Wherever forms are written by hand, National SLIP-PAK* combines 
speed and convenience with clearer, more legible records. When 
closed, National SLIP-PAK* completely protects your forms from dirt, 
dust, weather, and handling. 


oe 


Slide lid under forms. Its firm writing ss ss ‘ 
surface assures clear, legible copies. Note the “extended hand-rest,” exclusive SLIP-PAK* feature. When 


writing at the bottom of a form, slide the lid back, and it becomes 
a hand-rest which assures more legible writing. National S$LIP-PAK* 
is simple to use . . . reloads in 10 seconds . . . no hinges, levers, or 
gadgets! 


®Trade marks 
Priced from $2.75 to $5 plus taxes and eg 
postage (in United States, only). Order | “06 
yours today from your nearby National 





% 
aie 






When writing near bottom of forms, File copies In secure, convenient, self- Cash Register Company office. Or ' oon 
extend lid as a hand-rest. contained filing compartment. unin tothe Company at Dayton 9, Ohio. CASH REGISTERS © ADDING MACHI 


ACCOUNTING MACHINES 





THE NATIONAL CASH REGISTER COMPANY 
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STORE FIXTURES 


@*"! Merchandise Displayed where 
it is Easy-to-See, Easy-to-reach. 











Over 50% More Selling Space than 
© conventional store equipment. 


% “Head-On" and "Side-Unit" Models 
to make 5'x5' and 5'x10° Islands. 


“Side-Units" Also for Modern Flex- couse chatle. Chelate neal 
ible Wall Section Displays. more with FLEX O-STEP. 


NARDA Members contact your Chicago Office 





Inset illustrates ease of dis- 
playing merchandise of vary- 
ing sizes on FLEXO-STEP. 24" 
high base sections with sliding 
doors provide storage for re- 


Particulars, Write 


714 Commercial St. 
MANITOWOC, WIS. 


For Fu 


ADD SALES CO. 











» ONE MAN 
| oe estead 4 
DELIVERS 


3 APPLIANC 









5 


two) en CORDination 


RUBBER 
COVERED 
FRAME 


DOUBLE 
RATCHET 
STRAP 

CINCHER 


SLED RUNNER 
FRAME SLIDES ——»> 
LOAD UP OR 
DOWN STAIRS 


WHEELS 
MOVE BACK 
TO BALANCE 
THE LOAD 


%* PAYS FOR ITSELF IN A WEEK | 
because one man can handle appli- 
ances weighing up to 800 Ibs. 
Wheels swing forward to slide 
truck under the appliance; swing 
back to center the load. 
Sled-runner frame slides up and 
down stairs, in or out of truck. Ap- 
pliance is strapped on and cinched 
tight with ratchet cincher. Rubber 
pads protect appliance. Order yours 
today ... only $48.50 


COLSON EQUIPMENT & SUPPLY CO. 
1317 Willow Street, Los Angeles 13, Calif. 


CORDS and CORD SETS 


APPROVED BY UNDERWRITERS LABORATORIES 


CORNISH WIRE COMPANY. 


15 Park Row New York 7, N.Y. 











Sell Frozen Food First 
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her savings on food purchased through 
the store’s wholesale Frozen Food 
Club. The prospect is so sold on frozen 
food that she never again wants to 
think of buying canned goods or pur- 
chasing spinach by the pound and 
having to wash it. 


This is the only frozen food adver- 
tising that has been done by the store. 
But the new members soon noised it 
abroad that frozen food could be pur- 
chased at the Rich Appliance Store 
much more cheaply than at the 
grocery. From that start, the number 
of frozen food customers has steadily 
grown and so have the sales of 
freezers. 


$1 Annual Membership in Food Club 


“Although we had to take out a 
grocery store license and a health li- 
cense, we are not in the grocery busi- 
ness,” Rich points out. “Neither are 
we interested in making a profit from 
the frozen food. We just want to sell 
freezers, and we are selling them—our 
business has shown a rapid increase 
every month since we put the plan 
into operation in January.” 

Rich’s promotion insures that the 
frozen food customer comes back to the 
store again and again. Customers pay 
$1 a year for the privilege of becom- 
ing members of the Frozen Food club 
and of purchasing food at the Rich 
store. The dollar is refundable at any 
time at the option of the customer, but 
the membership makes the housewife 
feel that she is getting in on some- 
thing special that other women don’t 
know about. How can she keep a secret 
like that? Her friends soon hear about 
the Rich plan because she makes a 
point of boasting about her food sav- 
ings. Her friends, in turn, become 
club members and, shortly, freezer 
buyers. 


Grocers Don’t Like Plan 


“The grocers don’t like us,” admits 
Rich. “At first, grocer after grocer 
filed complaints against us, alleging 
price cutting, unfair trade practices, 
and so on. But we had become licensed 
grocers and had every right to sell 
frozen food at cost if we so desired. 
We also had the right (although we 
didn’t exercise it) to sell canned beans, 
peanut butter or any other grocery 
item, just as many grocers sell china- 
ware, cutlery and even small appli- 
ances. 

“Most of those complaints have 
stopped. I suppose the grocers have 
given us up as a bad job. 

“While it is true that we may tem- 
porarily divert a few of the grocers’ 
frozen food sales, in the long run 
even the grocers will gain by our pro- 
motion because people who buy freez- 
ers will learn to appreciate and prefer 
frozen food. Eventually, this aug- 
mented business will flow back to the 
grocery store. 

“The greater the public acceptance 
of a product, the more there is in it 
for everybody. As a matter of fact, the 
fresh fruit and vegetable department, 
or concession, in the grocer’s own store 
doesn’t relish the frozen food idea be- 
cause it cuts into fresh food sales. 
Many grocers themselves don’t like to 
sell frozen foods because they cut into 
the sales of canned goods. When the 
grocer gets, say, 24¢ for a good qual- 
ity peas and only 21¢ for frozen peas, 
he considers that his freezer is stab- 
bing him in the back. His natural in- 
stinct is to increase his selling price 
for frozen peas, and he thereby reduces 
frozen food sales—and helps plug up 
the demand for home freezers. 

(Continued on page 178) 


Promotion Started with Guest Cards 


Each customer receives a numbered 
membership card which she must pre- 
sent for identification at the time she 
makes a frozen food purchase at the 
store. No food is sold to non-members, 
but anyone can become a member by 
paying a dollar. 

In starting the system, a “Guest 
Card” entitling the holder to a free 
box of frozen peas was mailed to every 
person who, at one time or another, had 
made a purchase at the Rich store. An 
explanatory letter accompanied the 
card. 

Almost overnight, the store had 350 
guests, the majority of whom paid a 
dollar to join the club. 



































“A BURNED-OUT VIDEO TUBE—IS THAT SERIOUS?” 
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EGGERT GN 


Gives You 


A Complete Home Laundry Line 
for | 


A Complete Profit Opportunity 


i 


Le) a8e), | 
491 Washer* t 
 ALisMmel hiclulehia ill 1g | 


HORTON 
492 Washer* 
with oversize tub * 


HORTON 
417 Washer* 
owest priced double 


Teli Mitl oN Aekisl-t4 


* All Horton Washers are available 


with Kleenette and Pump 


HORTON Automatic Dryer 
Twenty pounds capacity—dial 
degree of dryness—not the time 


HORTON 494 Washer* 
elmo Miaehiila 
building price 


HORTON Automatic Washer 
Unique double tumble washing action 
. washes clothes cleaner 


HORTON 640A Ironer 
lowest-cost 
ironing luxury 


HORTON 547 Ironer 
with knee 
control lever 


HORTON Kleenette 
ati well Malelaiel Masel iil ta} 


—everything for the dealer who wants 
a complete home laundry line. 


HORTON 
Console lroner 
with the Breathing Roll 


HORTON 

848 Ironer Table 
the right height 

for comfort 


HORTON 
Texteel lroner Chair 
Thisslel SMe lama len «te 


omfort 


A few distributing areas are still available... HORTON MANUFACTURING CO., Fort Wayne, Indiana 


CANADIAN DEALERS: The name HORTON ELECTROHOME distinguishes Horton designed products made and sold by Horton's affiliate—Horton Electrohome Industries, Ltd., of Kitchener, Ontario. 
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This 
label 
means 


easier 
motor sales, 







more satisfied customers 


The name “HOOVER” assures your customers that 
they’re getting an electric motor as dependable and effi- 
cient as the world-famous Hoover Cleaners. 

Rugged and reliable‘-Hoover Motors live up to expec- 
tations, too—deliver years of economical, dependable 


service. 


If you don’t already stock Hoover Motors, write us 
today. Your customers will be asking for them after 
reading the national consumer ads that tell these fea- 


tures of the Hoover line: 


® Capacitor-start, split-phase and polyphase types 
® Ratings from “% to 1% H.P.—some with dov- 


ble-end shafts 


® Single or dual voltage, 1725 or 3450 R.P.M. 


@ Ball or sleeve bearings 


® Rigid or resilient mounts that meet NEMA 


specifications 


@ Service and parts available from authorized 


agencies and dealers 


Hoover ads 
feature this motor 
for only 


13” 


This is the new Hoover 4-H.P., 
1725-R.P.M., split-phase motor. 
Ideal for easy-to-start, quick-to-ac- 
celerate applications, such as fans, 
blowers, light machine tools, etc. 
Rotation can be reversed. Fully 
ventilated. 115 volts, 60 cycle, A.C. 
only. A small motor to do that BIG 


job better. 







HOOVER MOTORS 


Made in capacities of % to 1% H.P. 


Product of Kingston-Conley Division 


THE HOOVER COMPANY, North Canton, Ohio 
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“Seventy-six percent of our frozen 
food sales are on items not normally 
carried by the average grocer’s freezer. 
We handle nothing but the very best 
frozen brands and as many different 
varieties of packs as we can find—not 
just the usual beans, corn, peas, straw- 
berries and so on with which people 
are familiar. We see to it that there 
is no premature thawing—many people 
are afraid of freezers because they have 
inadvertently picked up a partly 
thawed package from their grocer’s 
freezer. 

“We are doing a job of educating 
the public to enjoy more and more 
different varieties of frozen food, a 
job that the grocer himself should 
have done. 


Cost per Prospect Only Ten Cents 


“We don’t have to make a profit on 
our frozen food sales. Suppose, con- 
sidering drayage and other overhead 
costs, we actually lose two cents on 
every package of food we sell. Since 
we have a profit of $100 or more on 
each freezer sale, we can sell 5,000 
packages of food or, assuming five 
packages to the customer, we can talk 
freezers to 1,000 people before we use 
up that hundred dollar margin. That’s 
a cost of only 10¢ per prospect—pros- 
pects we know will sooner or later be 
in the market for home freezers, pros- 
pects who have acquired the frozen 
food habit, prospects who are so famil- 
iar with our store and so pleased with 
us because we have lowered their food 
costs, that they will almost automat- 
ically buy their freezers from us. 

“Ten cents for prospects of the very 
hottest kind is a small price to pay. 
Most appliance men would gladly pay 
ten times that much for good leads.” 


Salesman Always Present 


Frozen food customers are not per- 
mitted to help themselves at the Rich 
store. A vital feature of the promotion 
is to have a salesman present to help 
the customer make her selections. But 
the prime effort of the salesman is not 
directed toward selling a freezer. Noth- 
ing so obvious is used in the Rich 
technique. Instead, the salesman con- 
centrates on loading up the customer 
with food. 

“You can save so much buying from 
us,” he suggests, “that you can get 
more food with your savings. Now, try 
a couple of cans of this orange juice 
concentrate—I’ll bet you won’t be able 
to tell it from fresh juice.” 

Rich points out, “The more frozen 
food we can induce our club members 
to buy, the sooner will their eating 
habits be changed. If the woman goes 
home with more food than her refrig- 
erator freezer compartment will hold 
she hates to waste it and she seriously 
begins thinking of installing a freezer 
in her home. Our effort is indirect— 
perhaps subtle is the word—but it gets 
results,” 

Each time the customer returns to 
the store for a supply of frozen food 
she gets a renewed demonstration of 
the advantages of this kitchen unit. 
The store has nine freezers which are 
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constantly kept filled with food. Each 
freezer is a different size and type, 
ranging from 6 to 18 cubic feet, so that 
the customer, in addition to seeing the 
units in operation, and buying from 
them, is given an opportunity to decide 
which size she needs for her home. 

Under the Rich plan of operation, 
no expensive home demonstrations are 
necessary. The freezers are demon- 
strated over and over again in the 
Rich store. The customer acquires the 
frozen food habit. Eventuaily she buys 
a freezer. Every freezer carries with it 
an insurance policy guaranteeing free 
replacement of any food spoiled due to 
an interruption in the electric current. 

No sales pressure is ever placed on 
the customer. However, if she is heard 
to say she is thinking of buying a 
freezer, or that she wishes she had 
her own freezer, her club number is 
noted and the following day she re- 
ceives by mail from the store a freezer 
booklet... 


Sales Force Must Be Retrained 


“It requires some training of the 
sales force to make the plan effective,” 
says Rich. “Appliance salesmen in the 
past have been taught to sell appli- 
ances. Our promotion is just the oppo- 
site: the salesmen must be trained to 
sell food—not freezers. The customer 
will want to buy a freezer soon enough. 

“Actually, we do little more than 
take orders for freezers. After having 
been exposed to our plan for a few 
weeks, the customer makes up her own 
mind without any prodding by us, de- 
cides to buy, and comes in to discuss 
terms. The actual sales are that easy.” 

Having built his own business to re- 
markable proportions in the little town 
of Mar Vista, Rich started helping 
some of his friends in the appliance 
business undermine the sales resistance 
of their own prospects. Over the past 
several months he has _ personally 
helped 55 other dealers in and around 
Los Angeles put the plan in operation 
in their own stores. Carl A. Stuewe, 
president of the big Electra City estab- 
lishment in Hollywood, admitted that 
after starting the plan in his store 
he sold more freezers in the first thirty 
days than he had previously sold in 
four months. 

“I’m convinced,” says Rich, “that 
this is the logical way to sell freezers. 
Every store that has tried the plan has 
succeeded with it. One of the smaller 
stores was on the verge of bankruptcy, 
yet within sixty days the owner had 
bought a new Studebaker delivery 
truck and a new personal car as well. 

“Here we have a potential market 
with no saturation point in sight. But 
to tap that market we have to do more 
than enthuse about the tastiness of 
frozen foods, their economy and con- 
venience. Those arguments have been 
used for several years—and they have 
failed to work on a scale large enough 
to be profitable to appliance men. 

“But once the customer acquires the 
frozen food habit through her purchase 
of foods at wholesale from her appli- 
ance store, freezer sales follow as 
surely as day follows night.” End 
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Rg UJ [ [ ¢ T i wi | In the third quarter of 1949 the COMPANION chalked up the largest average net paid circulation 
= of any quarter since its very beginning! 
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t oe ae ao IT PAYS TO FEATURE 
va THESE PRODUCTS! 


Products advertised in 
the COMPANION have a big 
advantage — the NumBer 
@)NTa-Xo li ieldiol im olelek sammy fo 
wonder dealers find it 
more profitable to dis- 
play these Electrical 


Products! 


Air-Way Sanitizor 


Vacuum Cleaner 
Bendix Home Laundry 
Domestic Sewmachines 


Frigidaire Automatic 


Washer 
Frigidaire Refrigerator 
G-E Clocks 


G-E Irons 








General Mills Home 


Y Ml) "4 Applicnees 


Mhmen Ube the Cy lena, 
aaah — 


Philco Freezer 
GET ATTENTION AND SALES WITH DISPLAYS built around this exciting article in the 
November COMPANION, “A Refrigerator Moved In.” A whole kitchen is remod- Speed Quad vera 
eled around a new electric refrigerator for more efficiency and better looks. How & lroners 
to pack the freezing compartment, how to defrost efficiently also shown. Tie in 
with COMPANION articles—display the merchandise advertised in the 
COMPANION (listed at right). Sunbeeies aueeeibies 


ws () MPAN] () \ Westinghouse 
Refrigerator 


THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE 


Sunbeam Coffeemaster 


White Sewing Machines 
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ELECTRIC WATER HEATERS 


A Name, Old in Quality, adopts 
NEW SELLING POLICY 


AN UNUSUAL OPPORTUNITY is presented here for dis- 
tributors and dealers all over America. A manu- 
facturer of highest quality electric water heaters 
(exclusively) for over a quarter century proposes 
a new distributing policy. 


DURING 26 YEARS Thermogray Electric Water Heat- 
ers have made an enviable name for themselves. 
Wherever offered they have stood the test of time 

. on performance . . . dependability . . . integrity. 


OUR FULL (40 to 148 GAL.) LINE is  value-packed 
with exclusive features that include magnesium 
anode and double emersion type elements. We 
believe it merits your attention and invite your 
inquiry regarding franchise. 


THERMOGRAY COMPANY - JEFFERSON, IOWA 











THE NEW lovee suver HEAVY DUTY 


Dollar for Dollar . . . Feature for Feature 
. «+ this New Revco SUPER Heavy Duty, 
19.5 Cubic Feet, CHILL CHEST is the 
perfect answer to ever increasing de- 
mand for larger storage capacity in a 
home food freezer A gleaming-white 
beauty, compact, it provides for over 


CHILL CHEST 





780 pounds of food storage. 
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plete information NOW! 








REVCO has that “treasured” consumer 
- + « Make it your 
profit line too! Easier to sell .. . less 
servicing . . . WRITE or WIRE for com- 
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NATIONAL DISPLAY SPACE 


R 
$=") Revco Deluxe ae anes Pity 
4. 8 Cv, Fi. ' 12.3 Cubic Feet 
Chill Chest Chill Chest 





* DEERFIELD, MICHIGAN 
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Third National Home Laundry Conference 





convenience in case a piece of laundry 
is dropped.” 


lroners 


Eleanor Cook, associate editor, 
McCall's, led the discussion on ironers. 
Dr. Martha Johnson, General Electric, 
amplified the use of the term “damp- 
ness”, especially in relation to good 
results with rotary and flatplate iron- 
ers. 

‘“‘Dampness depends largely on fabric 
weight,” she said. “Cotton such as 
Indian Head is heavy, organdy is light, 
and chintz medium. All three weights 
should be ironed with an ironing ma- 
chine at 450 degs. F. Indian Head 
requires 20-30 percent moisture for 
best results; organdy 10-40 percent: 
and chintz 20-30 percent. Viscose crepe 
takes 250 degs. F. heat and 10-20 per- 
cent moisture for the rotary as against 
20-30 percent for the flatplate. Nylon 
is wet with 10 percent moisture, and is 
dripping with 20 percent,” Dr. John- 
son reported. 

In outlining the extensive program 
of ironer consumer education being 
conducted by the Bendix Home Ap- 
pliances, Inc., Mary Price said: “Ben- 
dix home economists instruct rather 
than demonstrate ironer use. A good 
instructor requires personality, tact, an 
air of tranquility and persefverance.” 
She should average about three hours 
to every home, and should teach proper 
use of controls, care of machine, pro- 
per use of emergency releases and the 
need for practice to make perfect, ac- 
cording to Miss Price. 


Laundry Education 


Dr. Elaine Knowles Weaver, head- 
ing up the discussion on education, 
brought into the open the need for edu- 
cation in home laundry fields. “Appli- 
ance education is two generations be- 
hind nutrition,” she said. “Colleges 
have made America the most food-con- 
scious nation in the world—and the 
same should be done with laundry,” 
she added. 

There’s a great need for home laun- 
dering education at the teacher’s level, 
and here, according to Dr. Weaver, 
manufacturers individually as well as 
an association group can aid educa- 
tional progress by getting laundry 
equipment into the schools; by provid- 
ing at least one of each new product 
for home economics teachers to learn 
to operate and to demonstrate in class 
assignments. 

Extension groups particularly would 
welcome material on the Life magazine 
picture-story type, and monthly in- 
formative bulletins or reports on new 
developments and uses, such as the 
Kelvinator “Kitchen Reporter.” The 
association should assume _responsi- 
bility for providing trained workers for 
the industry. Dr. Weaver said, and 
dealers should be urged to hold laundry 
clinics for their customers where laun- 
dry problems at the user’s level can 
be aired and solved. 

Eleanor Ahern, Procter & Gamble, 
briefly outlining the differences be- 
tween soaps and synthetics, urged the 
laundry industry to make a drive for 
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proper nomenclature. “Synthetic, be- 
cause of its bad connotation, is being 
dropped so far as popular interpreta- 
tion is concerned,” she said. “We 
should also distinguish more clearly 
between sudsing and non-sudsing prod- 
ucts.” 
Garment Labels 

Informative garment labelling prob- 
lems were reviewed by Dr. Wm. E, 
Coughlin, Good Housekeeping. “It’s 
relatively simple to label sheets and 
garments with special finishes, be- 
cause these fabrics are made to definite 
specifications,” he said. “But the av- 
erage garment manufacturer is up 
against many variables in labelling 
many finished garments.” The Ameri- 
can Standards Association has taken 
over the project of setting up basic 
standards for fabrics. And NRDGA 
is spending more time and effort than 
ever before collecting information on 
the subject. It is hoped that they will 
soon come up with a basic yardstick 
which will adequately classify fabrics 
as to serviceability, washability and 
color fastness, he said. 

Margaret Doughty, director Bendix 
Home Laundry Institute, said “Train- 
ing in a well set up home service de- 
partment is a constant, never finished 
job.” Personnel changes and the ad- 
dition of new products and improve- 
ments make constant refresher schools 
a must on the distributor and dealer 
level. “Home service should be con- 
sidered an integral part of the sales 
department of any manufacturer's 
organization, since it is the heart of the 
sale, and is invaluable in good will 
alone,” she added. 


Starch, Bluing and Bleaches 


Helen Thackeray, manager, General 
Foods Home Laundry Center, dis- 
cussed the problems of starching, blu- 
ing and bleaching clothes in automatic 
washers and dryers. “Washer starch- 
ing is an individual problem with each 
manufacturer,” she said, “regarding 
when to add, dilution desirable, and 
plumbing problems. Starching as prac- 
ticed generally today does not lend 
itself to mass technique. If starched 
pieces are dried together in a dryer, 
very little is lost from the fabric 
through the tumbling process. The 
trouble comes usually when starched 
pieces are included in a mixed load of 
sheets, towels and starched items. The 
moisture from the sheets and towels 
will dilute the starch and lengthen 
drying time. Overdrying is also a fac- 
tor in loss of starch—dry powdered 
starch is quickly lost from fabrics. 

In promoting good laundry tech- 
niques we should point out that bleach- 
ing and bluing should not be used as 
“cover-ups” for poor methods Miss 
Thackeray commented. Bleaches 
should be used sparingly, only on spot- 
ted garments such as table clothes 
and dish towels. “Bluing will not act 
as a ‘cover-up’ either for poor laundry 
methods—its use is most effective as a 
cosmetic finish to improve the appear- 
ance of the fabric, not as a substitute 
for good washing habits,” Miss 
Thackeray concluded. 
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The cash market for major appliance 
sales has been plowed under and run over. The 
real pay-dirt now lies in the time payment field. 





You can score here, frequently and profitably, if 
you have the right kind of finance plan to offer 
your customer and the right kind of financing 
“know how” and service to protect your profits. 


This is where your Commercial Credit repre- 
sentative can help you. Every detail of sound 
financing service is in the complete package he 
offers you. 


Why not have him in...today...for a heart-to- 
heart talk? You'll benefit by it. 




















.c ~-+ pene @ eee ate ee Lee eh Aes 
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A Subsidiary of 
Commercial Credit Company, Baltimore = Capital and Surplus $100,000,000 
MORE THAN 300 OFFICES IN PRINCIPAL CITIES OF THE UNITED STATES AND CANADA 


ELECTRICAL MERCHANDISING—NOVEMBER, 1949 PAGE 181 


































ALLIANCE 


MODEL 
Taylor idee 


SPACE-SAVER WASHER 


ut, $59. 95 COMPLETE 


NOW-—the only washer de- 
signed especially for sink-side 


use and closet storage has 
motor-driven drain pump and 
molded rubber over-sink hose 
with metal shut-off valve ... 
at no increase in price! Extra 
convenience features to bring 
you Extra selling power in the 
Big Small-Home Market. 


Factory Guarantee 


Underwriters’ Laboratory Ap- 
proved 


See your jobber 
write... 


today, or 


THE TAYLOR CORPORATION 


OHIO 



























ADJUSTABLE COVER 
FITS EVERY HOME. REFRIGERATOR 


One FLAP-WRAP 
Cover protects all sizes 
and makes. Ample Top 
Flap and full Wrap 
Around sides com- 
pletely cover retrigera- 
tor—no gap anywhere. 
Top edges get double- 
layer protection. 4” 
Cotton cushion pad- 
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=. 
d 
7 er lee’ tH 
ding sandwiched be tt J 
tween heavy drill. haa yo 
Quilted in 4” squares Stay Hy 
so padding can’t shift. tHe 


FLAP-WRAP model A, 
shown here, has equal- 
izing reinforcements on 
all strap ends. Durable 
throughout. 
2 Carrying Slings with every FLAP- 
FRE WRAP Cover. Also your name sten- 
cilled on mn covers, ers, gratis. 
IDEN FLAP- WRAP aa B is same style, 
with Burlap-Kersey filling, 8 oz. Twill, mole- 
skin lining and encircling straps. 


Price, each, $1 §.50 
— 
DUTRO TRUCK 
Welded tubular construc- 
tion. Weighs only 30 Ibs. 
5 ft. high, 2 ft. wide. Rub- 
ber tired aluminum wheels. 
Load is cushioned against 
rubber tubing. Hand holds 
where you need them. 
Stands upright when not 
in use. Channel iron-skids 
reduce wear. Model 602 





(1A 
COMPLETE WITH 
BUMPER & STRAP is Shown. 


eases au 

Model 703 differs by having 2 $39.75 
ratchet lever for cinching the belt. 

WHEN IT SAVES ONE DENT 


IT’S MONEY WELL SPENT 








Enjoy the ADDED Beauty 
of Your Lighted Tree 
in MOTION. . . 


KASSON ELECTRIC 
CHRISTMAS TREE TURNER 



















Revolves 
3 Times 
ca Minute 


This unusual novelty is et what you need 
for thrilling holiday windows—and ideal 
for Christmas .aner Ga the store, 
too. The “ is a handsome, stu 
unit with a “dependable, self-starting A. 
motor; lasts for years! d 





‘a 
Modern Merchandise Displays 
Need LIGHTED MOTION! 


New Model 712 
ROTO-SH Passer 
Electric 73K 
ble revolves 3 
RPM while per- 
mitting novel 
self - contained 
lighting effects 

or operation 7 
electrical de- 
vices. Capacity 
200 Ibs. 18° di- 
ameter — 


Roto:sho 





height only 7" 7" 

dow trim! 

Write for complete turntable catalog and price 

list. Remember, motion displays mean more 
siness. 


Will revolutionize your win- 








Appliances in the Magazines 


WOMEN’S SERVICE GROUP 
McCall's 


“This Gift Will Make Christmas 
For Me”—by Elizabeth Sweeney Her- 
bert — McCall's, November — twelve 
homemakers who will find exactly 
what they want.-ueder -their ‘-tree 
Christmas morning. Most of the gifts 
are electrical. 


Ladies’ Home Journel 


“Kitchen Anniversary”—by Gladys 
Taber—Journal, November—kitchen 
remodelling story—this time a 20-year 
old kitchen gets a second honeymoon. 

“Do’s and Don’ts for Pressure 
Cookers and Mixers’—by Margaret 
Davidson. 


Woman’s Home Companion 


“A Refrigerator Moved In”—by 
Bernice Strawn—Companion, Novem- 
ber—a San Francisco kitchen is re- 
modelled with the advent of a two- 
temperature refrigerator. 


Good Housekeeping 


“The Right Way to Use a Clothes 
Dryer”—Good Housekeeping, Novem- 
ber—basic information on the purchase 
and use of an automatic tumbler type 
clothes dryer. 

“Hot Toast Coming Up”—new uses 
for a toaster. 

“Without An Ironer”—a column of 
information on dry and steam ironing. 


HOME SERVICE GROUP 
House Beautiful 


“A Lesson in Climate Control” and 
“Face Up to the Worst Things in your 
Climate—and Master Them”—House 
Beautiful, October—includes uses for 
the attic fan. 


Family Circle 


“Mrs, Hills Made Kitchen Room for 
Her Home  Freezer’—by Jessie 
Bakker—Family Circle, October,—A 
Wichita, Kansas, homemaker adds a 
freezer to her all-electric kitchen. 


Better Homes & Gardens 


“Safe Power Tools—for Kids 8 to 
80"—by Bob Gilmore—Better Homes, 
November — some fractional horse- 
power tools that make good hobbies 
and have their practical uses too. 


FARM GROUP 
Farm Journal 


“Shall I Buy A Home Food Freez- 

er?”—by Earl McCracken—Farm 
pedi October—pointers to help de- 
cide on a freezer. 


Successful Farming 


“Put Them On Wheels”—by Alice 
Hallen—Successful Farming, October 
—laundry and cooking aids on wheels. 

“How to Bake and Wrap a Fruit 
Cake”—by Shirley Follas—the mixer 
is featured. 


Household 


“Elizabeth Shaffer Looks at Your 
Dishwashers”—Household, October— 
their advantages pictorialized. 


HOME ECONOMICS GROUP 


What's New in Home Economics 


“Revolution In the Laundry”— 
What’s New, October—basic data on 
washer and dryer performance. 

“Up to Date Equipment in Func- 
tional Homemaking Programs”—in- 
cludes ranges, washers, and other elec- 
trical equipment. 


Practical Home Economics 


“Home Freezers”—by Lois Cook— 
Practical Home Ec, October—a survey 
of types, costs, and care. 

“Fresh From the Freezer”—by 
Patricia Appleyard—a discussion on 
what to freeze, how to freeze and 
package foods. 

“Washing Machines—A Brief Sur- 
vey of Types”—by Lois Cook—shows 
the various makes on the market, 
automatic and non-automatic. 


Minnesota Bears Go Berry-Hunting 


— 
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GENERAL DIE AND STAMPING CO. 
Dept. 65, 267 Mott St. New York 12, N. Y. 





1807-E. N. Milwaukee Ave 
Chicago 47, Illinois 
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HUNGRY BEARS, cut off from their normal supply of wild berries because of frost, 
invaded Duluth late this summer. Cornered on the Coolerator warehouse wharf, this 
bear may have been investigating frozen berries as a substitute. 
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Dormeyer includes the Grinder Attachment at no extra cost. | 
Alert dealers are featuring the Grinder with the Mixe:. 


THESE STRAIGHT FACTS WILL 
HELP YOU SELL MORE MIXERS 
DORMEYER MIXERS 


IN TOUR STORE 


] $39.95, the price for the complete DORMEYER outfeatures other 








DORMEYER Mixer-Grinder-Juicer - mixers in recent test by prominent 


is substantially less than other: Home Economist Authority. 
leading brands. 


Only DORMEYER includes the ' More women are buying DOR- 
meat grinder at no extra cost. MEYER MIXERS than ever before. 


DORMEYER is consistently backed by 
powerful advertising and merchandising. 
Fall schedules in Post and Life. 


F 4 Y0 » These selling facts are your selling ammunition! Use 
TE ) . them to make more DORMEYER sales in your store! 


DORMEYER 


Dormeyer Corporation, 4300 N. Kilpatrick Ave., 

















Chicago 41, Canada—Fox Agencies Limited, Port Credit, Ontario 


THE FIRST NAME IN MIXER S 
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SS | ' 
‘Sinaabouts | to || DEPARTMENT STORES 
Lg RSCCTH | 
tt 
NLL 
unbeatable low-cost ||. Cy | Halle Bros., Cleveland, 
Appliance Protection” N ae i Expands Appliance Section 
NRo = The Halle Bros. Co., Cleveland, | @ ! H 
says George Gordon 93 \h—— | has expanded its appliance depart- | Now! Proof that H 
S| L LL a ment on the sixth floor. Several = CHAT dries china, = 
— new lines have been added and new = ‘ = 
THE CORTLANDT CO. DEPT. STORE, INC, NEW YORK,N.Y. displays set up in the department. | = glassware, silver = 


SPOTLESS 


in two minutes 


‘We've found Slingabout protection safest Rainer Succeeds Siegel 


and cheapest over a period of several As Buyer at Mandel’s 





years,’ declares the assistant manager of Arthur Rainer, formerly buyer 


this Manhattan appliance firm. of radio, records and television at HOW TO KEEP 
: ’ Foley's, Houston, has been named | 
Through years of using a Slingabout, the to succeed Norman Siegel as buyer AUTOMATIC DISHWASHER 
heavy jacket, layers of padding and soft of major appliances, radio, television CUSTOMERS SOLD 


‘s i : and records at Mandel Bros., Chi- 
r c lining spell sure protection from damage. 


i cago. . 
=? : ‘ Smart dealers everywhere find that 
konrtlande Go The sturdy sling guarantees faster, easier CHAT keeps perde n dichesadnes 
yo handling through narrow spaces, off and on Strawbridge & Clothier customers sold. CHAT, an Antara 
trucks. Slingabouts slip on and fasten Appoint John Turner Product, is a liquid formulated espe 
Se , k 2 ints, John Turner has been named de- | cially for automatic dishwashers. 
9 Y : 7 ae Gees & oP partment manager of radio and | Goes to work at once to insure spot- 
pliances of all types. television receivers, records and ac- | less, quick-drying china, silver and 

cessories and the radio repair sec- | glassware. 


Ask about Wrapabouts for TV sets. tion at Strawbridge & Clothier, 


Philadelphia. He was formerly an 
assistant buyer at Mandel Bros., 




















WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. =| | Chicago. 
| Send Slingabout prices for model # ae 
| make Refrigerators | Waers Named to New Post 
| Name - Radio || At Peck’s, Kansas City 
SEND | Chock Ronse i} ae | 
| Address___ EE Appliance )Washer | \ al W aers has been named sales Dish above has just been Dish above is washed 
| Other supervisor of the appliance depart- pe parable oman with ordinary detergent. 
TODAY | city State (nleare speci) |) ment at Peck’s, Kansas City. | gues eckae, ches cceee Soom ond 
| j | ing action. slow drying. 





CHAT and only CHAT contains 


Name Appliance, TV Buyers 
_ At. Brandeis & Sons, Omaha Dry-A-Pon, the Wstinctive organic 
Ss WY More Manhours es ee Weis ta? 4 detergent that guarantees spotless 
- 2. Hi. *iidodeau has Deen named | dishes which dry in two minutes. 
r~ Saved per dollar — poe - —— ~—e | CHAT is made for automatic dish- 
A spent with a “5505” sell” i : “"» | washers—a natural seller for dealers 


Srandeis & Sons, Omaha. R. Ro- 
100% extra profit mey has been appointed acting everywhere. Get the details today. 


buyer for the store’s major appli- 










Rolls under load with 





minimum effort. 105 Very low cost inventory [a aoe 
degree angle gives ° 

| sight approach, | Greatly increased srere | Denver Store Gives Schmidt | 
Lift load only % inch traffic with Responsibility for Majors 


for balanced roll- 


away position. roll on CONTINENT LAMPSHADES Harry G. Schmidt, divisional 


ball bearings. merchandise manager at the Denver 
Dry Goods Co., has assumed re- 











Only 1” clearance be | ; ‘bility 4 dditional | 
tween glider rail and | _ sponsibility for four additiona 
tire bottom when stair | departments including major appli- 
climbing. | ances and housewares. 
1" tubular steel frame, 

Oe ely fix | John Haman Replaces Reid 


At Bullock's, Pasadena 


Joe Reid, manager of the major 
S | appliance division, Bullock's, Pasa- 
dena, Cal., has resigned to go into 
the wholesale field. John Haman, 
manager of the store’s housewares 
department, will assume Reid's 


strength for 450 lb, 
loads. 


GLEASON “5505” Appliance 
Handler is easier to use! 


The right way to handle ap- 


provides maximum | 


























pliances is the easy way, with _ @ Satin over Parchment duties. 

a Gleason “5505” Appliance | @ Parchment, | 

Handler. Finger-tip balance | plain or decorated | Bullock’s Store Revamps the only 

under load, turns on a dime, e Burla Departmental Personnel 

big 10° ball bearing puncture- P bos detergent compound specifically for 
proof tire wheels. Heavy felt @ Tole Donald R. McProud was recently all automatic dishwashers. 

padded support plates, and @ Silver or Gold Foil appointed to succeed Andrew Moffat as 

safety webb straps. 23 feet of z appliance manager, Bullock’s Down- 

securely welded steel tubing @ Rayon Silk 


town, Los Angeles, Calif, according | @ mR PGF Gl x 
© ... topped off with a beauti- A sparkling selection of 10 colors. All to a store statement. Mr. Moffat has 


ful white finish. Ask your sises from 4” to 19” ranging from $.50 joined Hale Bros., San Francisco, as p r r+] G u € ¢t sg 
jobber, or write the factory. to $3.50 RETAIL. service manager for all appliance de- 


; ; , partments. Ray Barnes has been ap- ENERAL 
ej 8 F410) Mee) 110) 7 bile), Write for prices and complete brochure to: pointed Bullock’s manager of radio and | Cs NILINE & FILM CORPORATION 


528-534 N. 9th St. Milwaukee 3. Wis | CONTINENT LAMP SHADE CO. television. Robert Lawson succeeds | 404 Medien Aucnne * Mow Yous 22, 04. ¥. 


tet him as manager of the record depart- 
DISTRIBUTORS: Atew scctwceresacoen | $10 West 106thStrect,New Yorh.N.Y. | tren ae 
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TOASTSWELL’S gigantic Holiday Promotion is gathering 


momentum — jet-powered by the huge national advertising 


don 













1) CALL YOUR NEAREST TOASTSWELL DISTRIBUTOR 
for full promotion details — including our special 


campaign to 69,250,000 readers of 7 great magazines, 
climaxed by a colorful FULL PAGE in LIFE November 28! 


Demonstration Offer — you'll like it! 
2) GET YOUR FREE MERCHANDISING TIE-IN KIT 
If you haven't already joined the crowds of shrewd dealers showing how to channel LIFE’S giant pull into your 
store, with free newspaper mats, displays, 
streamers, etc.; how to win up to $250 cash in the 


big TOASTSWELL Window Display Contest! 

3) BE SURE YOU HAVE ENOUGH TOASTSWELL 
AUTOMATIC TOASTERS IN STOCK to meet the 
Christmas demand created by this dynamic 

promotion! 


who've climbed aboard to share the profits, do this today: 


IF YOUR DISTRIBUTOR CANNOT SUPPLY YOU, 
PHONE, WIRE OR WRITE: @ 


THE TOASTSWELL COMPANY 


620 TOWER GROVE AVENUE, ST. LOUIS 10, MO. 
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The Wonder-Working Household Floor Conditioner 
That Gives The Smart LOOK To All Kinds of Floors 


@ Polishes @ Buffs @ Waxes @ Scrubs 
@ Dry Cleans @ Refinishes 


and @ Preserves all 





This Popular HOUSEHOLD 


EASIER SALES and MORE PROFITS 
WITH NATIONALLY ADVERTISED 


T-12 


FLOOR MACHINE 


This beautiful, modern, lightweight, 
trouble-free, and easy to operate 
twin-brush machine will glide over 
any floor close to baseboards and 
under furniture 
beauty, engineered for 
performance. 


styled for 


A simple change to 
snap-on side handles 
and the General T-12 
will easily 
kitchen cabinets, wood 
panels, flat furniture 
and your car. 


We recommend our new streamlined model K-12 medium size single brush machine 
floor maintenance in small institutions, stores, pro- 


for both ont and heavy du 
Write for illustrated folders on the T-12 


fessional o 


K- 
diameters. 


5 CRE GENERAL FLOORCRAFT, INC. 


4 cr 


FOR THE HOUSEWIFE! 


polish 


ices and for rental purposes. 
2, and our Heavy Duty Industrial models in 14”, 1 






@ Sands 
types of floors 






The fiest 
All-Purpose 
HOME FLOOR 
CONDITIONER 


- 


6", 18”, 22” br 








333 Avenue of the Americas 
Dept. EM-11, New York 14, N. Y. 








IN LEADING 


DEPARTMENT STORES: 


Frysryte. | 
AUTOMATIC ELECTRIC 


DEEP FRYER) 


Here’s the newest and easiest way 
to deep fry everything from chicken 
to donuts. The Fryryte—fill with 
oil, plug in, and it’s ready. Imagine! 
Deep frying as easy as boiling water 
—and fast! 

Sales are also fast with this newest 
of kitchen appliances. Over 37 lead- 


NEW POSITIONS 





RCA Victor Div., 
Radio Corp. of America 





ROBERT A. SEIDEL 


Robert A. Seidel, formerly vice- 
president and comptroller of W. T. 
Grant Co., has joined the RCA Vic- 
tor division as vice-president in 
charge of distribution. 


Noblitt-Sparks Industries, Inc. 





RAY SPELLMAN 


Harlan Foulke, vice-president of 
Noblitt-Sparks Industries, Inc., has 
been named general manager of the 
Arvin radio and television division 
of the company and Ray Spellman 
has been appointed sales manager of 
the division. 


York Corp. 


The FRYRYTE quickly prepares golden brown 
platters of food—done to the satisfaction of the en- 
tire family. 

Cooks most anything including chicken, shrimps, 
onions, potatoes, steaks, chops, vegetables, frog legs, 
‘clams, crabs, oysters, fillets, doughnuts, fritters, etc. 


FAIR $ 95 
TRADE 

WHAT A Gift! [i tie: 

} . 


The Fryryte is truly 
SEE YOUR JOBBER 













the gift supreme! 





Needed in every 
home for easier fry Call your jobber 
ing. As a wedding 

now or drop us a 
gift— Christmas gift 2 : 
—or just for home | line. We'll be glad 
use it'll be appre 


to send you com- 


ciated plete information 





ing department stores in the coun- 
try have proven the Fryryte sales. 
It's taking the country by storm. 


Completely NEW! DIFFERENT! 


There's nothing like the FRYRYTE on the 
market. It's a masterpiece of designing and 
engineering featuring patented thermostatic 
control to insure uniform results every time, 
This means Golden-Brown Deliciousness 
at every meal. 


THE FRYRYTE 1S GUARANTEED 


for one full year! Guaranteed safe, 
too! No dangerous and messy hand- 
ling. The cooking compound ree 
mains in fryer for repeated use. 
Mirror-chrome finish wipes clean 


with damp cloth B-1i * Patent Pending 








- sea _ about the FRYRYTE. 
Dilane INC, River Grove, 


GRAND 
ILLINOIS 
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‘Peg Vers 


L. P. QUINLIVAN 


Laurence P. Quinlivan has been 
air conditioning 
sales for the York Corp. He was 
formerly an industrial sales engineer 


named manager, 


with the firm’s Cincinnati branch. 


NOVEMBER, 


Crosley Division, 
Avco Mfg. Corp. 





GEORGE E. SIMONS 


Ceorge LE. Simons has been ap- 
pointed national advertising man- 
ager of the Crosley division of 
Avco Mfg. Corp. Mr. Simons was 
previously advertising manager for 
General Electric major appliances 
and had been advertising and sales 
promotion manager of the G-E 
air-conditioning department. 


Westinghouse Electric Corp. 





ROGER H. BOLIN 





J. R. CLEMENS 


Roger H. Bolin, formerly adver- 
tising manager of the Westinghouse 
appliance division, has been named 
assistant to J. M. McKibbin, vice- 
president and general manager in 
charge of consumer products. J. R. 
Clemens, formerly assistant man- 
ager of appliance advertising, suc- 
ceeds Mr. Bolin, who will work on 
the development of broad marketing 
plans on consumer products. 
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Makethis- 


TEST 


Watch |labels|turn into dollars 
when you DISPLAY 
Nationally Advertised Brands 





























Labels are the best salesmen every retailer has in 
his store. Put them to work, let them go after sales. 
It’s just this easy: Display the merchandise that is 
regularly advertised in big national magazines like 
‘The American Weekly. The people in 9,868,474 
families from coast to coast are looking for the mer- 
chandise they see in these magazine advertisements. 


Display it where they can find it and buy it. 


! 
Would you like to know how many families in your 
area read The American Weekly? Just send a post | 
card to The American Weekly, Promotion Dept., 63 | 
Vesey Street, New York 7, N. Y., and we'll tell you. ; 





oo NGS 
"ses THE MERICAN 
ey EEKLY 


Qu A HEARST PUBLICATION 





THE MAGAZINE DISTRIBUTED FROM COAST TO 
COAST WITH 21 GREAT SUNDAY NEWSPAPERS 


63 Vesey Street, New York 7,N.Y. 


Current advertising in The American Weekly featuring Philco 
appears in the November 27 issue of The American Weekly. 


i ma i 


Other Home Furnishing and Appliance Merchandise 
Advertised in the Current Issues of The American Weekly 














Admiral Television Sets - A.S.R. Lighters - Crosley Mirro Aluminum Goods - Motorola Radios - Nesco 
Shelvador Refrigerators - Delta Buddy Electric Automatic Electric Roasters - Osterette Electric 
Lanterns - Domestic Sewmachines - Foley Kitchen Mixers + Philco Television Sets - Presto Cookers - 
Kits - G. E. Lamp Bulbs - Kem-Tone & Kem-Glo - Regens Lighters - Starrett Television Sets. 
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SENSATIONAL NEW 
‘ 


Wi 


IN ICE CREAM FREEZERS 


A TWIST 
and it’s OFF 


A TWIST 
andit'sON ~ 


ap ea f 
“age”, j 


A 


THE EXCLUSIVE PORTER 


A NEW FEATURE AVAILABLE 
ONLY ON THE 1950 


Dolly 
Madison 


ELECTRIC FREEZER 


"1 on Model 440-50—4-QT. Size 


No hinges . . . 





No latches . . . 
It's easy to center 
Main Frame on 
Dasher Shaft! 


Again, 
provement to ice cream freezer de- 


Porter brings another im- 
sign! Another new refinement to 
prove Porter-made freezers are the 
best ever built! 

There’s never been a feature like 
“Twist-Lok”! No more fussing with 
clumsy latches and hinges that 
make centering the frame on the 
dasher shaft a patience-trying chore. 

Just twist the “Twist-Lok” Main 
Frame clockwise, slipping it out of 
the slotted receptacles that hold it 
firm and secure during operation. 
Reverse the process to replace the 
frame. It’s off,—or on . . . as quick 
as a wink. 

The new “Twist-Lok” Main Frame 
brings new restyled beauty to the 
1950 Dolly Madison. Add to this a 
new color scheme of soft Grey and 
gleaming White ... with a finish 
comparable to any other high-qual- 
ity home appliance . .. and you have 
the greatest value in electric home 
freezers ever offered! 


Other Porter-Made Freezers 





Me SE Potler §/ 


on 2 2On © Benen. 
Monufecturers of Am 


lce Cream Fre 


s Favorite 
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é HUSKY  -— HUSKY 
Hand Hand 
Freezer ~ Freezer 
Model 104-50 Model 102-50 
4-QT. Size 2-QT. Size 


YEARS OLD 


WOME OFFICE: OTTAWA, ILL. — EXPORT OFFICE AND 
DISPLAY ROOMS: 664 N. MICHIGAN AVE., CHICAGO, ILL. 


Deepfreeze Division, 
Motor Products Corp. 





G. F. WEISENBACH 





R. V. NEWBELL 





R. G. SANDERSON 


George F. Weisenbach has been 
appointed general sales manager of 
the Deepfreeze division, Motor 
Products Corp., while R. V. Newbell 


and B. G. Sanderson have been 
named managers of home freezer 
sales and refrigerator sales, re- 


spectively. Mr Newbell has been 
Deepfreeze advertising and_ sales 
promotion manager for four years 
while Mr. Sanderson has been man- 
ager of field sales for the firm. 


Kelvinator Division 
Nash-Kelvinator Corp. 


E. B. Barnes has been appointed 
manager of the Kelvinator Pacific 
Coast region succeeding the late 
C. J. Bachman. Mr. Barnes has 


been with the firm since 1936 and 
was most recently zone manager in 
Los Angeles. John Downing suc- 
ceeds him in Los Angeles. 


American Central Division 
Avco Mfg. Co. 





F. F. DUGGAN 


Two separate sales departments 
have been established by the Amer- 
ican Central division of Avco Mfg. 
Corp. F. F. Duggan, formerly gen- 
eral sales manager for the Deep- 
freeze division of Motor Products 
Corp., will be general sales manager 
in charge of American sales to dis- 
tributors and dealers. C. Fred 
Hastings will handle sales to other 
manufacturers. 


Philco Corp. 





HENRY H. HUBBARD 


Henry H. Hubbard has been ap- 
pointed vice-president and general 
manager of the Electromaster elec- 
tric range division of Philco, it has 
been announced by William Balders- 
ton, president. Mr. Hubbard has 
been with Electromaster since it 
was organized in 1929 and most re- 
cently was in charge of plant and 
manufacturing. 


Trans-Vue Corp. 


Fil Mandl has been named ad- 
vertising and sales promotion man- 
ager of the Trans-Vue Corp. He 
was formerly with a Chicago adver- 
tising agency. 


Starrett Television Corp. 


E. E, Sayre has been named a 
regional sales manager of the Star- 
rett Television Corp. He was for- 
merly with Scott Radio Labora- 
tories, Chicago. 


NOVEMBER, 

















MODEL 


AIR-FLO A-555 
AUTOMATIC SHUTTER 
WEATHER-SEALED 








FRONT VIEW--CLOSED 


It Leads the Field 
In Features 


There is every reason why you should 
use AIR-FLO shutters on your jobs. New 
heavy reinforcement strip adds strength 
and long life to the louvers, assures quiet 
operation and perfect counterbalance, 
prevents rattling. Aluminum louvers open 
fully, permitting pacity fan 
Deep tect hutt from high 
winds. Tie-rod, brackets and bearings 
inside frame, not exposed to weather. 
finish resists corrosion. Many 


Special 
other features. Write for illustrated cata- 


log 42-A of the complete AIR-FLO line. 


AIR CONDITIONING 
PRODUCTS CO. 


2340 West Lafayette Bivd. 
DETROIT 16, MICHIGAN 




















Want to increase 
Your Business? 


There’s a Growing Demand 
for these WAHL Products 





New lines mean new business. pli- 
ance dealers everywhere are a 
advantage of the growing demand ad 
WAHL products for home use. The 
WAHL line is a a for you— 
low in price it 
end service policy that “instills cus- 
tomer confidence: 








The NEW 1950 SOLID SAAS CLIPPER 
Powerful and full-size, yet light and easy 
to handle. Perfect for home use. Has the 

= WAHL “feather touch.”’ 

List 
















WAHL 
Silent 
Hair Dryer 


Gives either hot or cold air. Fast 

and thorough... smooth-running 

and quiet. Light—easy to "3978 
t 


WAHL “Hande-E” 
Electric Vibrator 


Powerful and pene- 
trating—gives perfect 
massage stroke. Fits 
the hand. Complete 
with four applicators. 

List $6. 





does 
satisfaction. 





yas TODAY TO 
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Zenith Radio Corp. 
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LEONARD C. TRUESDELL 


Leonard C. Truesdell has been 
appointed sales manager for house- 
hold radio and television by Zenith 
Radio Corp, and will be responsible 
for all sales activities of the house- 
hold division including sales promo- 
tion, advertising and sales training. 
Mr. Truesdell has been in the radio 
and appliance business since 1923 
and was most recently associated 
with Hotpoint as vice-president in 
charge of marketing. 


Air King Products Co., Inc. 


Jack Grosson has been appointed 
field sales manager for the Air King 
Products Co., Inc. He was formerly 
with Kelvinator, Crosley and Olym- 
pic Radio & Television Co. 


McGraw Electric Co. 


Liston H. Crist, Jr., has been ap- 
pointed sales representative for the 
east-central states territory of the 
Toastmaster products division, Mc- 
Graw Electric Co. Mr, Crist’s head- 
quarters will be in Richmond, Va. 


General Electric Co. 





D. E. WESTON 


D. E. Weston, formerly assistant 
television receiver sales manager, 
is now merchandising manager of 
the General Electric Co’s receiver 
division at Electronics Park. 

J. W. Rondel, formerly sales 
manager of G.-E. table and porta- 
ble radios, has been named assistant 
to the general sales manager of the 
electronics department. 

G. QO. Crossland, formerly sales 
manager for console radios, will 
also have responsibility for table 
and portable radios in his new posi- 
tion as sales manager of radios. 


J. W. RONDEL 


Du Mont Laboratories, Inc. 


F. A, Lyman has been appointed 
assistant national sales manager of 
the receiver sales division, Allen B. 
Du Mont Laboratories, Inc. He will 
assist Walter L. Stickel in the ad- 
ministration of national sales, work- 
ing particularly with distributors 
and dealers on their merchandising 
problems. Mr. Lyman was formerly 
advertising promotional manager of 
the Leo Meyberg Co., Los Angeles. 

New assignments affecting the 
eastern and midwestern sales ter- 
ritories have been announced by 
Mr. Stickel. 

George P. Lohman, formerly a 
Du Mont sales representative, has 
been made eastern regional man- 
ager. 

Joseph H. Moss, Jr., formerly 
district manager in Chicago, be- 
comes central states regional man- 
ager. 

Rowland W. Guildford will act as 
New York regional sales manager. 
Territorial representatives in the 
New York area include C. T. 
Wandres, John Hunt, Karl Von 
Gah, H. James Tait and Richard 
O’Brien. 


Frigidaire Div., 
General Motors Corp. 


Richard H. Smith has been ap- 
pointed appliance sales manager of 
the Frigidaire eastern sales region. 
He was formerly manager of appli- 
ance research in the firm’s market- 
ing research department. 

Three other changes in _ the 
Frigidaire sales’ organization have 
also been announced. W. K. Rod- 
gers will be in charge of a new 
national business office in Chicago. 
W. F. Layer will replace Mr. Rod- 
gers in charge of the New York 
national business office and E. R. 
Correll succeeds Mr. Layer as com- 
mercial sales manager for the east- 
ern region. 


G. 0. CROSSLAND 


Edward L. Staehle has been ap- 
pointed local manager for General 
Electric appliance sales in Pitts- 
burgh. Mr. Staehle has been dis- 
trict representative in the Pitts- 
burgh area for G-E vacuum cleaners 
and automatic blankets. 

Managers of three lamp depart- 
ment sales districts have been an- 
nounced by Fred F. Haroff, general 
manager of the G.-E. lamp depart- 
ment. John Colville, Jr., Joseph M. 
Lime and Warren P. Thayer will 
take over the Indiana, Midwest and 
Allegheny districts respectively. 
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FOR YOUR PROTECTION 


WHEN SELLING ‘= 
STEEL KITCHEN 


APPR vr 
QUALITY | 
TESTED| 





Dealers know the ‘Seal of Approval’ is their pro- 
tection for buying quality cabinets built up to a 
standord—not down to a price. 


MEMBERS OF THE INSTITUTE 


ACME METAL PRODUCTS CORP. HOTPOINT, INC. MIDWEST MFG. COMPANY 
Blue Island, Ill, & Chicago 44, Ill. Galesburg, Ill. 
Dover, N. J WUBENY BROTHERS, INC. MILLER METAL PRODUCTS, INC. 
BERGER MANUFACTURING DIV. Roselle, N. J. Baltimore 30, Md. 
REPUBLIC STEEL CORPORATION LYON METAL PRODUCTS, INC. PALLEY MANUFACTURING 
Canton, Ohio Avrora, Ill. COMPANY 

ELGIN STOVE & OVEN DIVISION STEEL CABINET DIVISION Pittsburgh 12, Pa. 
ACME VISIBLE RECORDS, INC. ROBERTS & MANDER CORPORATION e 


Elgin, Ill. Hatboro, Pa. 


Write for Bulletin EM-9 


fe) STEEL KITCHEN CABINET INSTITUTE 


ing 140 PUBLIC SQUARE * CLEVELAND 14. OHIO 
Pri 














The Lowest Priced 


Steam Iron 
“the Chief’ 


ELECTRIC STEAM IRON 


LIST 
LESS CORD 


A Steam Iron that 
is a Steam Iron 






Lowest Price 
on the Market 


Hammered Alu- 
minum Finish 


Lightweight, 
Only 4'/2 Pounds 


Performance 
Fully Guaranteed 


ie Operates on AC-DC 
¥& 600 watts 


“Individually packed 
in Air-Cushioned 
Carifon 





NATIONAL SALES REPRESENTATIVES 


SMITH BENNY SALES CO. 


J 11 West 42nd Street, New York 18, N. Y. 


MFG. BY 
AMERICAN ELECTRIC 


SUPPLY CO., INC. 





Some Territories Open for Mfgs. Sales Representatives. Write Qualifications 
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Write for further details including our 
Worker Training Program 


INDUSTRIAL BUREAU 
DULUTH CHAMBER OF COMMERCE 
Medical Arts Building 
DULUTH 4,MINNESOTA 




















To Manufacturers of... 


APPLIANCES + RADIOS + TELEVISION 


Your advertisement in ELECTRICAL 
MERCHANDISING will... 


@ Announce new products to the largest number of retailers in the 
shortest time, at the lowest cost. 


® Acquire new dealers in “open territories” and improve the type of 
distribution in current markets. 


® Keep dealers sold on the line after they have signed up. 
@ Increase dealers’ appreciation of the value of the franchise. 


® Get dealers and sales clerks to spend more time in selling the adver- 
tiser’s line. 
@ Educate the dealer on how to sell a product. 


® Help stimulate volume in off seasons. 


@ Show the trade how to sell-up ... 
priced, higher-profit lines. 


selling-up by promoting higher- 


®@ Increase the effectiveness and use of point-of-sale literature and 
displays. 


@ Sell the soundness of a “house policy” and a company’s stability. 


Get dealers to compare “lines” as to their relative completeness . 
turnover, etc. 


@ Support and augment the dealer contacts which are made by the 
advertiser's own sales force. 


It pays to let... 


ELECTRICAL MERCHANDISING 


.-. tell your dealer story 


ABC + 330 West 42nd Street, New York 18, N.Y. * ABP 
A McGRAW-HILL PUBLICATION 
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DEALER SALES HELPS 
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SHOWS TV FILMS ANYWHERE! 








New television salesman is the new Ampro 


“Repeater”, a 16mm. sound motion picture theatre complete in one light-weight 
carrying case. Complete details and prices from Industrial Division, Ampro Corp., 


2835 N. Western Ave., Chicago 18. 





LIFE SIZE CHRISTMAS TREE display 
with Life Ad base features on assortment 
of Universal portable electric appliances 
for floor display. Part of the Kris Kringle 
Carnival featured by Universal. 





ILLUMINATED DISPLAY PACKAGE 
free to Noma dealers. Includes window 
streamers, full size reprints of advertise- 
ments, sales building hints on Christmas 
lighting, catalog, consumer booklet. 
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 @ CLOCKS 


The perfect oY 





CLOCK GIFT DISPLAY, offered by 
General Electric to dealers buying six G-E 
clocks with retail value of $34.70. Uses 
less than a square foot of space, holds 
four clocks. 





KITCHEN PLANNING KIT in simpli- 
fied form is offered to architects, builders, 
appliance dealers and kitchen planners, 
by the Midwest Mfg. Co., Galesburg, Ill., 
builders of Kitchen-Kraft steel kitchens. 


1949 































Chief Engineer 


AUTOMATIC WASHER 


% Need. experienced. engineer: immediately-to 
direct program of design refinement, tooling, and 
production of automatic washing machine. Ex- 
tensive research and manufacturing facilities 
available. Basic design completed but still affords 
excellent opportunity for incorporating many in- 
dividual contributions of sound engineering and 
ingenuity. This is a permanent connection with a 
strong organization. Salary open. Submit educa- 
tional qualifications, business history, and enclose 
recent photograph with first communication. Re- 
plies strictly confidential until permission to com- 


municate with references is granted by applicant. 


BOX NO. 1247 

















5 GUIDES IN 1 


Refrigerators Complete — 1950 
trade-in prices and 
Electric Ranges descriptions of over 
6000 appliances. 
es 
Gas Rang Authoritative — Scien- 
Washers tifically prepared 


Checked by indepen- 
Vacuum Cleaners dent dealer panel. 


Order one today for every salesman. 
Still $5. 6 to 25 copies $4 each. 











1 NARDA Guide Company ! 
20 N. Carroll St. i 
I Madison 3, Wis. 1 
fae .. .copies of the 1950 § 
! 5-in-1 NARDA Trade-In Guide. 
i I 
i CO 
ee 1 
1 City State | 
I EM-3 \ 


BUY TOP 


Protection! 


Deliver appliances free from scratches 
or blemishes of every kind with 


Wfaslicraft- 
PADDED 
PROTECTIVE COVERS 


Mastercraft’s strong, sturdy cover- 
ing... Jute Kersey padding... 
eliminates costly repairs and in- 
sures profits! When buying protec- 
tion—buy the best that money can 
buy—buy Mastercraft! 





Write today 
for your 
copy of 
our new 

descriptive 

folder and 
price list. 

















Seaeaeeaeeeeeeeeeeaneea =" € & & F, 


BEARSE MANUFACTURING CO. 
3817 Cortland St. « Chicago 47, Illinois 

Gentlemen: Please send me your new 
folder and price list on Mastercraft Pads 
and Carrying Harness. 


NAME 





ADDRESS 





semeeeeeuecesesgy™ 


° CITY, STATE 
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SUPPLEMENT 


Products 


FOR MORE SALES — FOR MORE PROFITS 


La 












” 2525 Ww. 


Tough jobs MADE EASY 
WITH THE NEW 
YEATS APPLIANCE DOLLY 


You'll have no worries about second story de- 
liveries when you use the dolly with the Step 
Glide. 
time, and with more safety. 
num frame has curved cross members for round appliances, straight 
slide on back for quick, easy loading, and a felt padded 
YEATS IS THE ONLY DOLLY WITH PATENTED STRAP RATCHET. 
Write for full information. 


YEATS APPLIANCE DOLLY SALES CO. 
Kilbourn Ave. 


Climb those steps with less effort, in less 
The 56” tall alumi- 


front. 


Milwaukee 3, Wis. 















WATERLOO 
WOOD BEARINGS 


AMERICA’S FINEST Rock Maple Super-Vack 
oil impregnated. DISTRIBUTORS and DEAL- 
ERS. Write today for illustrated catalog and 
price list. 


WATERLOO WOOD BEARING CO. 
WATERLOO, IOWA 


IN STOCK FOR 
IMMEDIATE SHIPMENT 





Metal assembly 
nd 


a 
plain wood types 























KEEN MFG. CO., 505 DOGWOOD, HARLINGEN, TEXAS 


Most complete line of ap- 
pliance carrying equipment. 
Magnesium and steel trucks, 
ball bearing caterpillar 
trucks, newmatic wheel 
trucks, dollies and rubber- 


ised carry all handles. For 
proper appliance carrying 
equipment— 


WRITE FOR CATALOGUE 








WRITE FOR THIS 
CATALOG TODAY 


ZENITH AUTOMATIC 
TIMER CONTROLS 


Remote Control Switches 
Automatic Time Switches 
Automatic Reset Timers 
Magnetic Contactors 
Interval Timers 
Process Timers 
Program Clocks 
Special Equipment 
for Special Jobs. 
ZENITH ELECTRIC CO. 


150 W. Walton St. Chicago 10, Ill. 















WASHING MACHINE PARTS 
ALL MAKES 
PROMPT SHIPMENTS 


DISTRIBUTORS—Goodrich Wringer Rolls 
Gates Belts 





Electrical Appliance Parts 
Washington 1, 0. ¢. 


611 Oth St., N.W. 











GENUINE 


Launderall 
PARTS 


(made from original 
equipment) for models 
LS-1, LS-2A, LS-3 now 
being manufactured by 
and available from 


HORTON 


Mfg. Co. 
FORT WAYNE, INDIANA 


Write for price lists and 
further information. 





The Quickest and Best Way to 
Service Models LS-1 and LS-2A 
is with conversion kits. Now 
available. 














“For any and all makes” 


Most complete stock in N. W. 
Prompt Service 


Minnesota Appliance Parts Co. 


| WASHING MACHINE PARTS 
| 
|| 191 W. 7th St. 


St. Paul 2, Minn. 








100,000 Washer Parts in Stock 


| Get your name on our list for the free service 
journal Hints on sales and repairs. Send for - 
Queen It’s FREE 








uine Speed Darts catalogue. 
POWER EQUIPMENT CO. 


WHOLESALE 


DISTRIBUTORS 








MILWAUKEE 7 
| 

Our 462-page 
| FREE Catalog of FREE 
Washing Machine & Vacuum Cleaner Parts. 
Save money by ordering all your supplies 
from one dependable source. 

Quality, Service, Low Prices 

MIDWEST APPLIANCE PARTS CO. 
3645-51 W. Fullerton Ave. Chicago 47, IIlinols 


PERMANENT REPAIRS 


City, Easily Mase 
5 sizes for all types of domestic 
SY appliances and industrial uses. 
Write for ony 


MEND-IT SLEEVE “2c* 


S606 Taft Ave., Oakiand 18, Calif. 















Insert. broken 
sleeve. 

Crimp t ht with 

plyers. 





Flerible Couplings for 
WASHING MACHINES, OIL BURNERS 
MOTOR DRIVEN MACHINES 





Standard of quality 
for electrical equip- 
ment. N 
distributed. Most 
widely used. Insure 
power flow with 
dampened vibra- 
L-R TYPE tion. Eatremely 
“DX” quiet. LOW COST. 


Write for Catalog, and supplier nearest you. 


LOVEJOY FLEXIBLE COUPLING CO. 














High ° * Prompt 
Quality Service 
Washing Machine & Vacuum Cleaner 


Parts & Supplies for all Makes 
Save Place one order Increase 
Money One Transportation Cost Profits 
One Dependable Source of Lusoly 
Write for FREE Cat 


The C. W. SMITH. ‘co. 
3959 West Ogden Ave. Chicago 23, 111. 








MOVING & WAREHOUSE SUPPLIES 
Send or phone today for free Paseated ores 
featuring a Van Pads, Padded 
ane. Refrigerator Trucks, Dolly Tru ks, 

raps, Furniture and Porcelain Repair Kits, ete. 
SPECIAL PRICES. 


ELKAY PRODUCTS CO. 
| | West 16th St., yf York 11, N. 
hone WAtkins siues 








SEA ROEOHLIG HT 
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EXECUTIVES 
Interested in Changing Positions 
Make use of our continuous nationwide contacts. 
We offer a unique, confidential & discreet service 
to Executives desiring to contact employers. Write 
for details. 
Mutual Positions Plan Association 


55 William Street New York 5, N. Y. 
(A Mutual, Non-Profit Membership Organization) 

















REPLIES (Boz No.) 


Addresa to office nearest you 


NEW YORK: Sse W. 42nd St. (18 
CHICAGO: & N. Michigan Ave 11) 
SAN FRANCISCO: 68 Post 8t. (4) 








SELLING OPPORTUNITY OFFERED 


EASTERN MANUFACTURER expanding na- 


tionally wants agent representation for its 
electric ranges, water heaters and pumps 
with direct contacts with dealers and con- 
tractors. Aggressive sales representative has 
great opportunity in available new territory 
RW-1161, Electrical Merchandising 
PAGE 192 





POSITIONS WANTED 


AMBITIOUS YOUNG man, age 27, born 
Brit. Guiana, S. America, married, 4 kids, 
yrs. to 6 mos., desires position anywhere 

in Cont. U.S.A. Al references, high school 

education, skilled in installation and main- 
tenance of radio transmitters, Hammond 
organs, hearing aids, etc.; also good mech. 
and elec. draftsman; is church organist with 
much experience playing Hammond organs, 
broadcasting, demonstrating, etc.; is anxious 
to settle in U.S. to give kids even break, col- 
lege education, etc.; will accept any suitable 
job with reasonable salary as start. PW- 
1138, Electrical Merchandising. 
SALES REPRESENTATIVE — Woman with 


eight years experience in selling, training 
and demonstrating. Interested in employ- 
ment with manufacturer or utility, free to 
travel For details and references write to 
PW-1039, Electrical Merchandising 





' 


LINES WANTED 


Well established “Live Wire” distributor 
covering appliance dealer and service ac- 
counts for past several years in Southern 


Ore., Northern Calif. and Idaho needs 
additional lines for distribution. Have 
shipping points both in S. Ore. and S&S. 


Idaho. Interested in factory representative 
proposition with direct factory shipments 
to dealers, or, have facilities to maintain 
service, delivery, warehouse and display. 


RA-1057, Electrical Merchandising 
68 Post St., San Francisco 4, Calif. 











WANTED TO BUY 


INTERESTED IN purchasing 
any quantity of discontinued Model 5 Sun- 





beam Shavemasters. Write Rudolph —: 
Inc., 436 South Salina St., Syracuse 2, N. 
NOVEMBER, 1949 








LOVELL WRINGER ROLLS 


IRONER PADS AND COVERS 
ALL SIZES FOR ALL MAKES 


WASHER AND IRONER PARTS 
Aerobell - Conlon - Easy 
Horton - Speed Queen - 1900 - Thor Etc. 


OHIO WASHER COMPANY 
1223 Superior Ave. Cleveland 14, Ohio 


SWITCHES & ELECTRIC 
HEATING UNITS 
FOR ANY MAKE RANGE 
F. N. CUTHBERT, INC. 
Distributor 
2909 Detroit Ave., Toledo 10, Ohio 


PRANTZ 


MANUFACTURERS OF 

















WASHING MACHINE PARTS 


° CLEVELAND 5, O. | 


3650 EAST 93rd ST 


LEGAL NOTICE 
St areeane OF THE OWNERSHIP, MANAGE- 
T, AND CIRCULATION REQUIRED BY 
oI ACT OF CONGRESS OF AUGUST 24, 
1912, AS AMENDED BY THE ACTS OF 
MARCH AND JULY 2, 
1946 United States 
Code, Section 233) 

Of Electrical ae published Monthly at 

Albany, New York for October 1, 1949. 

1. The name and address of the publisher, editor, 
| managing editor, and business manager is: Publisher 

McGraw-Hill ee Company, Inc., 330 West 
42nd St., New York 18, N. Y.; Editor Laurence Wray 

West 42nd St., es ‘York 18, N. Y.; Managing 
editor Robert W. Armstrong 330 West 42nd St., New 
York 18, N. Y.; Business manager None. 

2. The owner is: McGraw-Hill Publishing Company. 
Inc., 330 West 42nd Street, New York 18, Y.; 
Stockholders holding 1% or more of stock: Nourtis 
W. McGraw, Executor of the Will of James H, Mc- 
Graw, 330 West 42nd Street, New-York 18, N._Y.: 
James H. McGraw, Jr., Curtis W. McGraw and Wil- 
d T. Chevalier, Trustees for: Harold W. MoGrew, 

Donald C. McGraw, Curtis W 
| McGraw, all of 330 West 42nd Street, New York 18, 
N. Y.; James H. raw, Jr., and Curtis W. Me- 
| Graw, “Trustees for “Catherine Osmun, 330 West 42nd 
| Street, New York 18, N. Y.; Edwin S. Wilsey and 
| Curtis W. McGraw, Trustees for James H. McGraw, 
| 3rd, Madison, New Jersey; James H. McGraw, Jr., 
| 330° West 42nd Street, New York 18, N. Y.; Curtis Ww. 

McGraw, 330 West 42nd Street, New York 18, N._Y.: 

penebs C. McGraw, 330 West 42nd Street, New York 

¥.% ildred W. McGraw, Madison, New 
ie . Grace W. Mehren, 526 Arenas St., 5S 

LaJolla, Calif. 

3. 


The known bondholders, mortgagees, and other 
| security holders owning or holding 1 percent or more 
of total amount of bonds, mortgages, or other securi- 

| ties are: None. 

4. Paragraphs 2 and 3 include, in cases where the 
stockholder or security holder appears upon the books 
of the company as trustee or in any other fiduciary 
relation, the name of the person or corporation for 
whom such trustee is acting; also the statements in 
the two paragraphs show the affiant’s full knowledge 
and belief as to the circumstances and conditions un- 
der which stockholders and security holders who do 
not appear upon the books of the company as trustees, 
hold stock ay — in a capacity other than 
that of a bo fide 

McGRAW- HILL PU ‘BLISHING COMPANY, INC. 

By J. A. GERARDI, Secretary 

Sworn to and subscribed ra. me this 20th day 
of September, 1949. z 
MASLIN 

30, 1950) 








{SEAL} ELVA G. 


CLV: 
(My commission expires March 
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LEAGUE ACTIVITIES | 
| 


Martin Named Chairman | 
Of New NARDA Group 


William M. 


Martin has been | 


e c | 
named chairman of a new western | 


New York committee of the Na- 
tional Appliance & Radio Dealers 
Association. The group also chose 
the following committeemen from 


designated areas: Buffalo—Claude | 


C. Stephens, P. Harry Jones and 
Richard Wangler; East Aurora— 
Robert D. Prentice and Joseph 
Lucas; North Tonawanda—Alvin F. 
Long; Lackawanna—Jack Morgan 
and Samuel Weinstein; Hamburg— 
Frank J. Smith; Addison—John B. 
Davis. 


New Omaha Group Elects 


Larson as Chairman 


Dave Larson, Sunbeam district 
representative, has been named 


chairman of the recently organized 


Housewares Club of Omaha. 


Richmond Association 
Runs Appliance Show 


The Electrical Association of 
Richmond sponsored a television, 
radio and home appliance exhibition 
late in September. Distributors and 
dealers participated in displaying 
merchandise. 


Niagara District Club 
Names McLean President 


R. A. McLean was elected presi- 
dent of the Niagara district electric 
club at the 11th annual meeting of 
the organization in Hamilton, Ont., 
recently. He succeeds J. L. Cart- 
wright. 


Association, Newspaper 
Sponsor Video Exhibit 


The Electric Association of Kan- 
sas City and the Kansas City Star 
cooperated recently in staging the 
“Star Television Show” as part of 
the promotion surrounding the 
opening of station WDAF-TV. 


C. H. Boyd Elected President 
Of Denver Housewares Club 


Cecil H. Boyd has succeeded Don 
Sluman as president of the Denver 
Pot and Kettle club. 


Canadian Association 
Elects New President 


F. Donald Gray-Donald, 49, is the 
new president of the Canadian Elec- 
trical Association which this year 
celebrates its 60th anniversary. 


Inland Empire Group Adds 
Stevens County Chapter 


The Inland Empire Electrical Deal- 
ers Assn. has announced the addition 
of the Stevens County, Wash., chap- 
ter to the association. Officers of the 
new chapter are: Vern Barney of 
Colville, president; John Kinkaid of 
Chewelah, vice-president; R. T. Paine 
of Colville, secretary-treasurer; and 
J. W. Bouska of Chewelah, governor- 
at-large. 
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OUTSTANDING 
MERCHANDISING 
EXECUTIVE 
WANTED 


Must be able to develop national sales 
organization and direct extensive merchan- 
dising program on high quality home and 
farm equipment items through rural and 
small town dealers. Previous successful rec- 
ord in mail order, farm equipment or ap- 
pliance merchandising preferred. Requires 
top-flight executive ability. Age preference 
45 or under. Substantial compensation with 
extra incentive features linked to volume 
and profit performance. Submit educational 
qualifications, record of experience, business 
history and earnings in first communication. 
Enclose recent photograph and indicate 
availability for prompt interview in Chicago 
or New York. Replies strictly confidential 
until permission to communicate with ref- 
erences granted. BOX NO. 1248 











Victory did not end the paper shortage. 
Need for waste paper is as great as 


ever. 


Why? Because supplies must still be 
shipped in paper to our occupation 
forces and liberated countries. For the 
Pacific area these take double and 
triple wrapping to withstand long sea 
voyages aand tropical climates. 


Meanwhile, demand for domestic pack- 
aging paper comes from scores of re- 
converted industries. Jobs and ship- 
ments of new goods depend on paper, 
the essential protection of almost every- 


thing made in our factories. 


| That's why you should designate one 


place as your Salvage Corner. Collect 
all your waste paper there before you 
bundle and turn it in. If you're in 
doubt about how to get it packaged up, 
call your local newspaper or Salvage 


Committee. 











Manufacturers 
Representatives 
Wanted... 


Prepare now for next 
season's business 





Air Equipment Co., manufac- 
turers of the well-known Nite- 
cool* and Koolmaster* attic, 
window and commercial fans 
are seeking sales and distribu- 
tion representation in the fol- 
lowing states; California, Colo- 
rado, Indiana, Iowa, Kansas, 
Kentucky, Minnesota, Nebras- 
ka, North and South Dakota, 
Ohio, Pennsylvania and Ten- 
nessee. 


Air Equipment Co. offers—pro- 
tected franchises — top-grade 
equipment—national advertis- 
ing. Write direct for complete 
information. 


* Reg. Trade-Mark 


AIR EQUIPMENT CO. 


1713 West Carroll Ave., 
Chicago 12, Illinois 
55 years of Experience and 
Progressive Management 
Established 1894 
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NMALL, portable or traffic appliances—now officially 
S designated as “electric housewares’”—have been 
afflicted with creeping sales paralysis during most 
of 1949, compared to the record-breaking levels estab- 
lished during the previous year. A glance at the figures 
for eight months of the current year shows irons off 15 
percent, toasters off 17 percent, waffle-irons off 65 per- 
cent, roasters 58 percent, heating pads 32 percent, hot- 
plates 28 percent and heaters a bad 70 percent. Com- 
parable figures are not available at present on other 
items such as clocks, shavers, coffee-makers and mixers, 
but the general decline suffered by the products men- 
tioned is believed to hold good. 


There are a number of reasons cited for this sad state 
of affairs in this important industry: (1) Small appli- 
ances were among the first products to get into rapid 
manufacture when the war ended and, consequently, 
have been the first items to catch up with war-created 
backlogs of demand; (2) a horde of new manufactur- 
ers entered the field after V-J day and helped swell the 
total of appliances being produced; (3) the diversifica- 
tion of the business among a broad, horizontal group 
of retailers (roughly three times as many as handle 
major appliances exclusively) has resulted in a mini- 
mum of the kind of concentrated sales effort required 
to move specialty goods; (4) there is undoubtedly some 
resistance on the part of consumers to present price 
levels; (5) dissatisfaction is apparent among retailers 
in the matter of discounts, and (6) there is a crying 
need for trained retail sales people. These are the com- 
monest complaints; many others could be advanced. 


In assessing the situation, it is important first to bear 
in mind that major appliance sales have also fallen con- 
siderably below the 1948 levels. In other words, the 
same factors which contributed to sales declines in one 
field have likewise been at work in the other. There is 
no ground for believing that one will recover and not 
the other. In fact, the outlook for recovery in electric 
housewares is even brighter than for major appliances 
because, along with the general upturn in business, 


It’s A Gift 


small appliances are heading into the season when tra- 
ditionally the greatest volume of business is done. For 
the benefit of those dealers who are not familiar with 
pre-war patterns of seasonal selling, we would like to 
point out that between 21 and 46 percent of all small 
appliance business is done in the months of November 
and December. The reason is obvious: electric house- 
wares lend themselves admirably to gift business. 


This magazine made a study recently of the monthly 
movement of electric housewares at the retail level. The 
study was based on actual reports of dealer sales made 
confidentially to three utility companies in 1938. The 
report showed that in the months of November and 
December the following percentages of sales were made: 
waffle-irons, 38 percent; toasters, 41 percent; coffee- 
makers, 34 percent; irons, 21 percent, electric mixers, 
37 percent, electric clocks, 44 percent; space heaters, 
46 percent, table stoves, roasters, etc., 28 percent. For 
the alert retailer, these are significant figures. What 
better time to aggressively promote an item than during 
the season when sales resistance is at its lowest? A 
natural corollary presents itself: the retailers who will 
share in this business will be the ones who have replen- 
ished their inventories, have spruced up their displays, 
have put sales in the hands of competent people, and 
have put some advertising and promotion back of the 
business. 


This message is not intended as a mere exhortation, 
a beating of the drum, or a plea to “die for dear old 
Rutgers’ where electric housewares are concerned. It 
is intended, rather, to appeal to the self-interest of every 
dealer in the business. Millions of these items are sold 
every year; they have a record of public acceptance 
which means a continuing heavy volume of replacement 
business annually. But their natural sales peaks zoom 
during the two months that lie ahead. We submit 
respectfully that a special effort during that period will 
pay off better than a two-dollar ticket on the daily 
double. 
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TWO-STORY SALES TALK 


that sells more Lovell-equipped washers 














There are two big sales stories in every Lovell wringer— performance 
and quality. Show your prospects what a Lovell wringer does and 
chances are the sale is in the bag. But if you want to make sure the 
washer’s sold, you still have a convincing closer in Lovell’s quality 
construction that guarantees years of service without trouble. 

















1. BEST FOR WHAT IT 


GETS’EM 
WHITER! 


Lovell rolls pres- 














PUSH AND 
IT STOPS! IT SWINGS! 
A slight, in Move the Lovell 
A slight, _ 
stinctive pull ii to the next 
stops the new operating posi- 
Lovell “7 tion with just a 
‘ s 

rolls in gentle push on 
stantly ‘ the frame. 


PULL AND GENTLE! 


Resilie -ushi s ' . 
esilic nt cushion roll: Pi ene mala 
eant break buttons or “Ont . 
sently force out F . lifts 90° of the 
geuse, : oH jam zippers. ‘ ilies 
dirt that might ‘ shit. 
AND FAST! 

Speedy action 

means a shorter 

washday. First 

load rinses while the 

second’s in the tub. 


LIFTING! 


sure cleanse — 


otherwise 
remain 
in fabries. 





























— 


at, * 





Sal 





POWER ELECTRIC ROLLS! 


Three laminated layers of natural 
/ rubber give exactly right cleansing 
power. Can’t come loose from shafts. 
Shaft ends are blued-steel. 





HARDWOOD BEARINGS! 


1 
a Never need oiling. Won't rust, 
can’t stain clothes! Will out- 
wear any other kind of bear- 
a\ ing in presence of water. 


BALANCED PRESSURE! 
Single-leaf spring distributes 


pressure evenly along 


} 
» linens, cottons, woolens. 
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“I sleep swell!” 


“Time was when I didn’t sleep too well as an appliance dealer. In fact, 


| had many a restless night. 


“But no more. | stopped losing sleep when | got my Kelvinator 
Franchise. For the Kelvinator way of doing business is a lot different 


from some of the things I'd seen before. 


«For one thing, Kelvinator pledged me an adequate market from which 
to draw business—and they've kept that pledge. They haven't slipped 
half a dozen other dealerships into my marketing area. And believe me, 
having enough room from which to draw customers is one of the big 
things that helps me sleep nights. 

“For another thing, I thought I knew something about building men 
before I got my Kelvinator Franchise. But Kelvinator’s VIS manpower 


program—with its complete training for my own salesmen—opened 


W 


my eyes... taught me things I hadn’t known before. 


“I found out, too, for the first time what real “retail-minded” | 
thinking means when I saw Kelvinator in operation. Why, — 
everything Kelvinator does is pointed right at helping dealers! © 
Kelvinator pledged me engineering leadership—and I’ve — 


seen it demonstrated, year after year. Now I just naturally 
expect Kelvinator to be there when it comes to merchandise 


that will excite my customers and move them to buy. 


“Yes, my Kelvinator Franchise has given me a lot of peace of mi 
because it has given me a firm foundation on which to build lasting b 
ness. | know I’m going to continue to sleep nights so long as I stay hite 
to Kelvinator. And I'll keep right on enjoying a growing and prospé 


b . 2 9 9? 
usiness. 


chunatovr 
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